


SEPTEMBER 1952 




















as From 40 Industry Leaders 





WERE A JEWELER’ 
ges 89-105 


4 


reporting 
more 
Sales of 


Se “s 
sei th RRA DIOL PE 








‘Holmes & Edward 


has the AD = 


GARDEN 


loveliest 


. ny TON OOO OO. 080 88e. 0 >, x 
ENRINES 0 + ON ERNE O8. 8.5 28 OI 63,4 1 capt agape 
_ tim ++. 
Sasa gy 





onege in the great new 
You'll se G Mise Collection Chest! 


y Os A full-time extra salesman 
eae ee for your store. Shows all 
patterns plus complete 
service for 8. Helps com- 
plete sale in record 
time. Write for 
details. 


HOLMES & EDWARDS DIVISION, MerioeN, CONN. ALL PATTERNS MADE IN U.S. A. 
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No. 5157/7 
6 stones, large center 











No. 5426/7 
7 stones, large center 





a In these exquisite rings we have preserved the 
: true’ spirit of the Early American jewelers’ art. KON-ITE 
‘- “= Batly American Reproductions are made in exactly the same 


“>>; Manner as the originals, cast in one piece of 14K solid gold, 4 hy 
ee : : : : - ~ 
~~ with unusually massive tops into which precious stones can 
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be set with absolute safety and assurance against loss. 


_ Pictured here are three of a large selection of styles in 


stock for immediate delivery. They may be purchased unset A S A U ER & Cé 

as shown or, upon order, complete with stones to suit the : os 

customer’s taste and price range. Earrings available to match. KONITE BUILDING 
Cincinnati 2, Ohio 


Brochures showing 17 designs will be sent upon request. 
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JC-K provides a direct wire between 
the retailer and 40 industry leaders 
on pages 89 to 105 in this issue, 
Cover photograph was taken at 
Tourneau, Inc., famous watch store, 
at 431 Madison Avenue, New York. 
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“The supreme combination 
of Marce’s inspired designs 
and WBO craftsmanship 


inevitably results in 


distinguished watch cases 


of breathtaking beauty 


and flawless quality... 


| 
| 


e 


WILLIAM B./OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET 
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\immons 


” 


Numbers 
illustrated in 

_ Sterling. Other 
designs available in 
Simmons Quality 
Gold Filled. 


As advertised in 
September “‘Back 
to School’’ issue 
of Esquire. 


_— . 


Here it is...Mr. Slim... the newest thing in tie clips 
for the latest thing in ties. 


Naturally, it’s an original Simmons conception... 
fashioned in the highest traditions of Simmons craftsmanship. 


Styled for the times... timed for sales! 
Order now. 


See us in Room 565, Waldorf-Astoria 
A.N.R.J.A. Convention, August 10-14. 


R. F. SIMMONS Company 


Attleboro, Massachusetts 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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\ Seamless Wedding 


hing blank For 

















No matter what style you are 
developing, there is a Baker Seamless 
Wedding Ring Blank to fill your needs. 
You will not have to modify the design 
to conform to the blank but can carry 
it out as you want it to be, so great is 
the variety of shapes, sizes, widths and 


heights. 





Then there is our assortment of rims 
to give even greater flexibility and 
versatility to these rings. 


We manufacture only the blanks, — 
making them of jewelry palladium 


and gold. 
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Either regular end Available with gold 


or sports end can be filled tops — stainless 
had with bands No. steel backs — in yel- 
6B08, 6B12, 6B07, low, pink or white. 
6B06. 


IHustrations 
actual size 


é 


o> 
“Re 
“See. 
see 
‘ee, 
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REGULAR END 


Sold through leading wholesalers only 


&, Providence, R. lI. 


NEW YORK CHICAGO LOS ANGELES MIDDLE WEST SOUTH CABLE 
Representatives: Lou Jacobs Fred Whitney Al Trachman Sig Horovitz Bill Richards ADDRESS 
580 5th Ave. 31 No. State St. 448 So. Hill St. Home Office Home Office Harwood 
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DIAMOND RING SETS ee tine a) OS OSC; : 
WITH FULL-CUT Boe eee Nee) | Sa 
CENTER DIAMONDS CP CLE hyena e Y 
At These Low Retail Prices 7 
FROM $36.50 RETAIL Xa 
FROM $79.50 RETAIL SY 
FROM $99.50 RETAIL 
FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 















Princess Rings and a 









varied line of Diamond 






Wedding Rings, set part- 
way and all around... 
Fishtails, Channels, Double- 
Row and Wide Wedding Rings. 
















Ss 
Seca 


o/ ff 7 | ~ \ We manufacture one of the most complete 
LP) KMD J @ ines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 






RINGS ENLARGED 
TO SHOW DETAIL 





NEWSPAPER MATS AVAILABLE 





‘DIAMOND RINGS 


BRISTOL SEAMLESS RING COMPANY «+ 71 NASSAU STREET, NEW YORK 7, N. Y. 
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Sterling Miraculous 
and Scapular slide 
medal, cloisonne 
enameled, 18°’ 
Sterling chain, 


$3.75 


Sterling Rosebud 
Miraculous slide 
medol, 18° Ster- 
ling chain, boxed. 
238 - « $2.95 









Wallet Set. Rosory and 
Prayer Book. Available in black 
for boys, white for girls. 

R103 Wallet Set » « $250 





All Sterling rosary. 
Blue enameled cross 
and center, diamond- 
shaped corrugated 
Sterling beads. 

R315 . . $7.75 


All Sterling rosary, Round corrugated Ster- 
ling beads. 


RSO0C . . « «© «© « « « $8.28 








{ 
“ 

Sterling rosary, hand-engraved 
ob and pegged cross, oval corru- 
gated Sterling beads. 

MIB .« «© © © © $6.80 


All Sterling rosary, 


plain Sterling beads. 
R400... + $5.75 
Child’s all Sterling 
rosary. Blue enamelled 
cross and center, gift 
boxed, with CIM Ster- 
ling case. 
48x .. . $10.50 
With Sterling, blue en- 
ameled medol. 


R48X-1223 . $6.75 














Sterling rosary, hand-engraved 
and pegged cross, bell-shaped 
corrugated Sterling beads. 
«+ © « o 6 se BSS 


All Sterling rosary, 
diamond-shaped corru- 
gated Sterling beads. 
R20 ° $7.50 





q ) Sterling rosary, hand-engraved 
we 060and pegged cross. Moonstone 
beads, available in 6 colors. 
JBa72 «© «© © to wl lw HSS 


Child’s Sterling rosary. Sterling or sim. 
pearl beads, metal case. 

R48 ceveaenne ss 
CIM Case only . .. . . £=$1.25 


Man’‘s Sterling rosary. 
Cocoa beads, metal case. 


mei... . $4.95 
CS Case only °. $1.50 





Sterling rosary, sim. Pearl Sterling 3-way slide medal, Scapular, 

— Pri... . «$6.95 Miraculous, St. Christopher. Hand-en- 
; graved. With Sterling chain, boxed. 

All rosaries gift boxed in leatherette-covered steel boxes, as shown 30 ww wt tw te ow ow, GR 


CATAMORE JEWELRY COMPANY 231 Pine Street, Providence 3, R. I. 


10 THE JEWELERS’ CIRCUIAR-KEYSTONE 


bgt at ae 
cae SS 


























fall? | then feature 


IDF Itah's 
| GIVE-AWAY 













yor 
an 
a 


We 
ot odes 


<< = = 5 S) : $ ; 
eee “See 33 “Carryetie’’ has full-view 
 . % mirror and cosmetic 
are | compartment. 


ae 


Senses 


You get if without 
extra cost fo 
give away! 


ou give this CAYY elie worth 7.50 to every customer for 
Deltah’s beautiful PARK AVENUE necklaces... .Saaenemememmemtt ice 


of 6—you receive Without 






any cost this Vanderbilt 
MILLIONS will see Deltah’s powerful national ads that feature necklace and carryatte 
his sensational ‘“‘give-away”’ offer! Steer the hundreds in your giving you 8.33 
mmunity who will want these fabulous “carryettes” and PARK extra. clear profit 

VENUE necklaces into your store — tie-in with Deltah’s sales- 
stimulating ad campaign by trimming your windows with these 
Sought-after “carryettes” and necklaces! Window display plaque 


in full color available, together with free mats. 


Consult your wholesaler 





HIS SENSATIONAL OFFER WILL BE 






ATIONALLY ADVERTISED IN FULL COLOR oe CJ ie 4 
N PHOTOPLAY .. . WITH DOMINANT ADS IN __ TJ) ] h = 
FE + SATURDAY EVENING POST + AMERICAN eC t ‘oO ty Mee | roll 
EEKLY * TODAY’S WOMAN + TRUE CONFESSIONS SiREARAO bane | 


NUS PRESENTATIONS ON NATIONWIDE TV SHOWS m 
L. HELLER & SON, Inc. ; Le 


411 Fifth Avenue, N.Y.C. 
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For years, J-B has insisted that the heavier top 
shell of gold* on all J-B gold filled expansions 
meant longer wear, longer lasting beauty. 


Now here’s the proof of J-B superiority... posi- 
tive, dramatic proof attested to by the famous 


U. S. TESTING COMPANY. 


Compare the combined wear score of competitive 
bands “A”, “B” and “C” against J-B. Yes — J-B, 
with an impressive record of 25,085 abrasive cycles, 





actually outlasted all three competitive bands 
combined (14,960) by an amazingly wide margin. 
TELL YOUR CUSTOMERS THE J-B “MORE GOLD” FACTS 


There is no substitute for quality. Beware of “cheap” 
price. Don’t risk losing customer good-will by sell- 
ing price alone. Show your customers why J-B 
watch bands wear better. Show them how superior 
construction goes hand in hand with distinctive 
J-B styling and longer lasting beauty. Sell J-B with 
confidence and be assured of complete customer 
satisfaction. 


JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 
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The new Hamilton policy of Direct Distribution has been 
successfully launched and is now under full sail with Fair 
Trade winds helping it along. 


Get aboard! ... and go places with the ONLY 
watch that has everything you expect from a 
fine watch line: QUALITY OF PRODUCT 
¢ QUALITY OF DISTRIBUTION - 
HIGH DEALER PROFIT « BEST 
CONSUMER VALUE «+ TOP 
CONSUMER ACCEPTANCE - 
POWERFUL NEW ADVER- 
TISING & PROMOTION 
PROGRAMS 





\ 























BRENT—19 jewels. 
Natural gold-filled 


THE FINE ee $71.50 





HOLLY —17 jewels. Natu- 
ral or white gold-filled case. 
With silk cord... . $57.75 
With bracelet... . $63.25 
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JEWE Lik. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 





and casts exceptionally clean 


SUPPLIED IN ALL FORMS 


*TRADEMARK APPLIED FOR 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 





SERIES 485 SERIES 570 








| HONESTY ACCURACY 
KARAT REFINERS & SMELTERS _ _ JEWELERS 
ones FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON 


25 West 47th St. e Phone JUDSON 2-3095 e New York 19, N. Y. 
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Get him in early... 





SANTA STARTS Selling Elgin Watches for 
you weeks early, when you take advantage 
of Elgin’s free pre-Christmas package. 
You get free newspaper ad mats, tent 
cards, window streamers and store pen- 
nants. They all mark your store as the 
place to go for a pre-Christmas peek at 





get more business 


the new Elgins. They all tie in with the 
Jewelry Industry Council Watch Fashion 
Parade (Oct. 30-Nov. 8). It’s a chance 
to go to town with your Layaway Plan. 

Look into this bright pre-Christmas 
package now. Use all the material that 
Elgin gives you. Use it often. Use it early. 


Elgin, the watch with the heart that never breaks— 
the guaranteed DuraPower Mainspring 


For what’s new in the watch business, watch 


Elgin National Watch Company ° Elgin, Illinois 
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Dressing a plater’s bar to General Plate 
standards, before bonding, pays off too. 








Extra care in manufacture means uni- 
formly high performance in your shop. 


We Start Good Grooming "Early 


Quality control at General Plate starts Uniform high quality at General Plate 
pays off in your shop. 














_ early and goes through to the shipping 


bench. An extra operation here, an 


GENERAL PLATE DIVISION 


Metals & Controls Corporation 


extra inspection there; they add up to 





a very real value in finished gold filled 
and rolled gold plate. GENERAL PLATE Attleboro, Mass. 





OFFICES: Attleboro * New York * Chicago * Detroit * Indianapolis * Los Angeles and Mansfield, Ohio 


FOR SEPTEMBER, 1952 2 








ESPNS 


Cate: 
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a number of old silver articlesand when | 
she brought them in she couldn’t resist ~~ 
“show case” shopping. The neck- 

lace took her eye—and the money 

she got for the old siliver,- 

brought the price within © 

reach. Another case of a 

new sale that came to a 

jeweler because he 


buys old silver. / , bg * : » ) Let OLD SILVER 


make new business for YU 


Buying old silver is profitable for you 2 ways— 

it brings you a good return because silver prices 

are still high—it brings people into your store 

and gives you the chance to interest them 

in new articles. Buy old gold and platinum too. 

But this is important. Make sure of getting the most 

from your purchases by sending them to Handy & Harman | 
—fabricators and refiners of precious metals since 1867. 
Our reputation is your guarantee of a full value return 
every time. Try us with your next lot. 


HANDY & HARMAN 


NEW YORK: 15 WEST 46th STREET, NEW YORK 36, N. Y. 

82 FULTON STREET, NEW YORK 38,N.Y. 
PROVIDENCE: 425 RICHMOND STREET, PROVIDENCE 3, R. 1. 
CHICAGO: 55 EAST WASHINGTON STREET, CHICAGO 2, ILL. 

LOS ANGELES: 3625 MEDFORD STREET, LOS ANGELES 63, CALIF 

















(ALEK, . . . Another Forstner exclusive* — 


areol ticeli t-te Me ik-11ot Men ol alet-Lel(-To Mb dolelaltiolaMhi-Yolitid-Mmiilel ¢-SMEial-t7- 
distinctive watch bands and identification bracelets utterly different. 
They go on and off more easily, hug the wrist more snugly, look 


much smarter. 


Available in basic sizes, to fit practically any wrist. Watch Bracelet 
in yellow or white 1/20-12Kt. gold filled. Ladies’ or Men's Iden- 


tification Bracelets in Sterling Silver. 






Yellow or White 
827 





Sterling Silver 
20 $ 551 








Sterling Silver 
20 S 553 
it pulls out to slip on easily! 


lt snaps back to hug wrist tightly 
without pinching! 


*Patents pending 





These and Other New Styles Available Through Authorized Forstner Distributors 


FORSTNER Cn ek toe ow 8 PO RATT TOON , ik Vv Te FT ON ee ee 























now under one roof 


All facilities from the 
yaeltteg oMmebC-teeleyeledmcomperettyel-cem 
distinctive diamond jewelry. 
IMPORTERS « CUTTERS e SOURCE FOR THE TRADE 
From 1 Carat to 50 Carats you 
will find it at the HOUSE of DIAMONDS. 


Fabritkanct Gras. Nac. 
The Kouse of Diamond 
Ob Howey at Canal -135 Conall 


COMPLETE MEMORANDUM SELECTION 
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Maroon — Luminous 
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Powder Blue — Luminous a oe Chartreuse — Luminous s 


\ 


Maroon — Plain Dial 


America’s Lowest Priced 48-Hour 
Miniature Jewelled Alarm Clock 
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Manufacturers of Gold and Platinum Watch Cases 


h So. hee ee N £E W yY Oca ew 



































> nn ete nt a a 


te oct Re 





<70’s an illusion 








... one of the models APPEARS LARGER because 
of the background, yet all 3 measure the same. 

, ... So itis with our K & P mountings. 
YOUR DIAMONDS ARE MAGNIFIED, 
APPEAR MORE COSTLY. 


. . . The illusion mounting costs.no more 












850W 


than other rings but adds an 
ILLUSION OF COST that clinches every sale. 
Ask to have a K & P representative show 


you this outstanding ring line. 


KUSHNER & PINES, INC. | 


| 15 WEST 47th ST., NEW YORK 36. 











KNOWN FOR QUALITY 
MAKERS OF DISTINCTIVE MOUNTINGS 
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Foster’s Long-Short Trio is 


Matching Displays are available with Regular 
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Because repeat business is profitable business, 
jewelers turn to the Foster line offering smart 
styles and quality construction at fair prices. 
Now with a low investment you can feature an 
exact fitting service — the complete stock that 
hard-to-sell customers look for. The Foster line 
is sold through wholesalers. 


FOSTER METAL PRODUCTS, INC., Attleboro, Mass. 
25 
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Perfection at any Price 











Smart styling and superb craftsmanship lend enduring value to 
SWANK jewelry of any type—from the popular-priced 


items to sterling silver, gold filled and Karat Gold. 


The box in which this quality line is packaged is as smart as 
the jewelry itself. Together they make a combination 
any man will prize. Feature both to tie in with this four-color 


ad, appearing in Esquire, December. 
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Here is the fitting complement to good taste 
in dress—gold-filled Tie Klip and : 
cuff links, superbly crafted by SWANK 
in pierced diagonal design. A gift he'll cherish 
proudly and forever, packaged for giring. 
The set; $12.50. 


Price anbiect ta Federal Taz 
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NATIONAL PROMOTIONS — often 


support in leading magazines. Here, 
in our October ad, we feature The 
Watch Fashion Parade (October 30- 
November 8). Copy tells customers, 
“Now is the time to stop at your 
jeweler’s.”. And the ad concludes. 
“Only your jeweler can tell you 
about the works and workmanship” 
in a fine Swiss watch. 


HOW EXTRA SERVICE PAYS OFF- 


Watchmakers of Switzerland Campaign 








inspired by The Watchmakers of 
Switzerland—get strong advertising 
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For the gifts you ll give with pride, let your yeweler be your guide 


Why fine Swiss watches 
lead the Watch Fashion Parade 


Now is the time to stop at your jeweler’s—especially 
during The Watch Fashion Parade, October 30-November 8. 
For the latest fine Swiss watches are designed like precious 
ewelry, with an inner precision, a workmanship inherited 
from generations of fine watchmaking. It’s a uniquely Swiss 
talent—this combining of beauty and accuracy, of style 
and dependability. It explains why seven out of 
ten jewelers wear fine jeweled-lever Swiss watches. 





The Watchmakers of Switzerland 


« tE0Fs,. 
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“For the gifts you'll give with pride—let your jeweler be your guide” 


THE PAY-OFF FOR YOU ...,,... 


when your store ties in—and features 
the styling of your many fine Swiss 
watches. Stress fashion angles in your 
windows and in-store displays—let 
the Watch Fashion Parade bring 
heavier traffic through your store 
this year than ever before! 
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WITH EXTRA PROFITS 


plus Official Swiss Packaged Parts Program 
adds up to greater volume for sales and service 








SATISFIED CUSTOMERS are 


made, not born. And watchmakers 
know that one sure way to please is 
to provide outstanding watch serv- 
ice. That is the kind of service you 
can count on giving when you speci- 
fy Official Packaged Swiss Watch 
Repair Parts when you order mate- 
rials from your supplier. 





HERE’S WHY official Packaged 
Swiss Watch Repair Parts save you 
so much time and trouble. These 
bright, metallic packages with their 
easy-to-read labels are the only con- 
tainers with this unconditional guar- 
antee: Each part is factory-approved 
and warranted to be a perfect fit in 
the movement for which it was made. 
And, in addition, Official Swiss Pack- 
aged Parts cost no more! So be sure 
you specify Official Swiss Packaged 
Parts next time you order. 





The WATCHMAKERS OF SWITZERLAND 
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Young students of the Rhode Island 
School of Design won Certificates of 
Award with these winning designs. The 
judges selected these, among others, 
as Outstanding creative ideas, showing the 
adaptability of chain to today’s jewelry 
fashions. Do you like the work of these 
student “designers of tomorrow’? 


They will certainly appreciate a letter 


of your comments and suggestions. 
Address the M.C.M.A. at 
Providence 5, R. I. 


Reprints will be furnished on request. 
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No. 3F6 $12.75 
No. 3F8 12.75 
No. 3F211 7.75 
No. 3R241 6.50 
No. 3446 12.95 
No. 3482 7.50 
No. 3492 10.95 
No. 3512 11.50 
No. 9492 5.95 
No. 9512 5.95 
Prices Include 
Federal Tax 
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UNRIVALLED FOR BEAUTY 
UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 


Hand Carved 
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Matched Wedding Ring Sets 
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Designer Fred Barel has added to his éx-.° 
tensive line several new hand carved origina=- | 
tions that are more beautiful than ever . . .mores 
exciting than ever . . . more irresistible than ever.» / 
Brilliantly conceived and created in the re- — : oe 
nowned Fred Barel tradition, BAREL BRIDAL 
Matched Wedding Ring Sets are outstand- © 
ing for their exceptional quality and au-. : 
thentic originality...the exclusive choice of 
discriminating people. from Coast to Coast. 


exclusively 


designed by Sold Directly To The Retailer By The Manufacturer 


* 


Mats Available Free Upon Request 


Giedl Faref 24-Hour Service On All Special Orders 


BRIDAL RING CO., Ince. °@ 87 Nassau Street * New York 38, New York 
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Gift Boxed, Retail Per Set 


— N1621/E1621 $32.25 Genuine Hand Carved Cameos 

— N1633/E1633 $22.87 Simulated Onyx 

— N1628/E1628 $31.50 Genuine Hand Carved Cameos 

— CB591/E591 $22.60 Genuine Hand Carved Cameos 

—CB114/E425 $23.60 Genuine Hand Carved Cameos 

—CB190/E190 $21.00 Genuine Hand Carved Cameos 
CB192/E192 $23.60 Genuine Hand Carved Cameos 


Prices are Keystone List — Items Shown 4/5 Actual Size. 
All Cameos are Genuine Hand Carved Shells. All Settings 
in 1/20, 12K. Gold Filled. Beautiful Gift Box of Karess 
Velvet, as Illustrated on Reverse Side of this Page. Sold 
Only Through Wholesalers. 


Chicago Representative 


Allen B. Pinero, Heyworth Bldg., 29 E. Madison St. 
Chicago 2, Illinois 


Eastern Representative 
Paul Bergman, 162 Clifford Street, Providence, R. I. 
Los Angeles Representative 
Al Goldberger, Pershing Square Building 
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Gift Boxed, Retail Per Set 
— N536/E536 $20.75 Simulated Jade 
— N1643/E1643 $19.85 Simulated Opal 
— N316/E316 $21.35 Simulated Moonstone 
— BG6003/EG6003 $15.00 Simulated Stones 
— B6004/E6004 $12.35 Simulated Stones 
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Prices are Keystone List — Items Shown 4/5 Actual Size. 33) 3) (3 55s ao ce ae 


Brilliant Simulated Stones in 1/20, 12K. Gold Filled Set- 
tings. Beautiful Gift Box of Karess Velvet as illustrated. 
Sold Only Through Wholesalers. 
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Chicago Representative 


Allen B. Pinero, Heyworth Bldg., 29 E. Madison St. 
Chicago 2, Illinois 


Eastern Representative 


Paul Bergman, 162 Clifford Street, Providence, R. I. he 


Los Angeles Representative i 


Al Goldberger, Pershing Square Building 
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You can sell your store as tast as 
it takes our representative to fly to 
your vicinity in response to your 
phone call. Just add a couple of 
hours for us to evaluate your jewelry 
store, make our cash offer and give 
you our check. Sometimes it’s even 
faster than that. (We recently got a 
phone call from Kennedy’s Jewelry 
Store in Eufaula, Ala., on a Thursday 
noon. Our representative in that 
area was contacted and at 4 p. m. 
the transaction was closed and Mr. 
Kennedy had his money.) We’re fa- 
mous for speed based on almost 
fifty years of know-how and a partic- 
ular flair for appraising a situation 
quickly and acting on it without 
hesitation. Of course, you may pre- 
fer to get competitive bids and wait 
for lengthy inventorying. As a mat- 
ter of fact, we welcome other bids, 
for we know that ours is a reliable 
one that stands up competitively. 
For speed, as well as all the other 
things you want in the sale of your _ 
store, call Gordon Brothers! 


Write, wire or phone your other 
questions. Reliable Gordon answers 
incurr no obligation on your part. 
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WALTHAM 
IS BACK ON GIFT LISTS 


... your customers are asking 


' : WALTHAM TOPS 
for, planning to give the first 
American Watch — Waltham. THE LIST FOR QUALITY 


Waltham alone has the tradition ... the 1953 Waltham, built to the 
and prestige that only more than most rigid specifications, stands for 


one hundred years of quality Value, Accuracy and Style. This 
and service can give. means satisfied customers — 


more customers — 
greater profit! 


and huw WW Watthams Chriétmaa Liat: 
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Here is one of our ter- 
ahilekelo\ een MULE oLelel— 
in LIFE and HOLIDAY. 
72,000,000 readers 
will be stopped by 
MWZellintelecmel | bxelt) melee 
vertising this Fall. 
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Decinatiey of styling in good taste— 


fine quality—priced modestly—value you recog- 
nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


2413WB 


THE JEWELERS’ 
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and an amazing low price, add up to make 
this the buy of the year. Set includes 5 gold 
plated manicure pieces; in an exquisite bro- 
cade evening-case or carry all, with satin- 
lined change purse and mirror. 


YOUR COST $2? set 


MEN’S MANICURE SET® - 


No. 6-530... There's a big demand for a fine- 
quality manicure set for men—and this set 
will help you ‘“‘cash in” on that market with 
steady profits. Handsomely packaged in a 
simulated alligator covered jewel box to hold 
all accessories! An excellent value! 


$995 
YOUR COST set 


© Minimum Shipment 6 Sets 
@ Attach coupon to your firm order form or letterhead 





A. COHEN & SONS CORP. 


27 WEST 23rd ST., NEW YORK 10, N. Y. 


ATLANTA OFFICE FANCY GOODS DIVISION 


321 PEACHTREE ST., N.E. ATLANTA, GA. ‘s 47 W. 23rd ST., N. Y. C. 
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SD Sensational Values tu 
pag’ EXCLUSIVE MANICURE SETS 









Priced for Volume! 
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1 A. COHEN & SONS CORPORATION 1 
| 27 West 23rd Street, New York 10, N. Y. 
Please enter our order for | : 
Bw #6-430 Ladies’ Manicure Sets @ 2.95 Set}. 
a aE es #6-530 Men's Manicure Sets @ 2.95 Set ? 
SOU O TOI ois sin aso iccnigiss'cnaciiccccovsahapineansdedinestialoie 
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; PIO Sic iscn icciisiscdaniyeessctintinavinsbituacnnaseregecies) 
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; Terms Net 30 Days—f.O.8. New York 
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\ LL OVER the country, leading jewel- 


promotions. 
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Local tie-ins bring 


extra traffic... 
extra ‘sales 


ers are getting more and more 
business with “‘Advertised-in-LIFE”’ 


Baltimore, Maryland 

Daniel W. Crone, Jr., vice presi- 
dent of S. and N. Katz writes: “Our ‘Adver- 
tised-in-LIFE’ promotion lent prestige to our 
general merchandising policy, and the public 
reacted favorably. Since we were the first jewelry 
organization in the United States to receive the 
‘Brand Name Foundation Award’ for the year 
1950, you can understand that quality-branded 
merchandise has been the backbone of the suc- 
cess of our business.” 


Mt. Vernon, New York 

Ben Gordon, owner, Gordon’s Jewelers, says: 
“Our first “Advertised-in-LIFE’ promotion was 
such a success that we let rt run for an extra 
two weeks. I may add that all nationally known 
merchandise moved very well, and it goes with- 
out saying that LIFE has the strongest impact 
on readers of any magazine I know.”’ 


ore and more jewelers are selling 





“‘Advertised-in-LIFE’ window at Stedman’s Jewelers in Alham- 
bra, California, helped make that week’s business exceed the corres- 
ponding week in 1951. 


The majority of your customers are LIFE readers, 
too! They almost have to be. 


For 23,950,000 Americans read LIFE each 
week. In the course of 13 issues, this audience 
grows to a total of 62,600,000 different people— 
more than half of America.* 

LIFE reaches more diamond customers in 
the course of 13 issues because: 

69% of the people in the highest economic group 
are LIFE readers.* 

25,150,000 women (20 years of age and over) 
are LIFE readers.* 

Let LIFE help you make your jewelry sales spar- 
kle right now—the peak of the diamond-buying 
season. Tie in with the’ hard-hitting national 
jewelry advertising in LIFE. 
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‘more and more diamonds with |LIF E 
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Diamond customers are invited 
4 to buy with this attractive window 
at S. and N. Katz Jewelers in Balti- 
more, Maryland. 








9 Rockefeller Plaza, New York 20, N. Y. 





First in circulation First in readership 
First with retailers 






%From A Study of the Accumulative Audience of LIFE (1950), and its 
supplement, The LIFE Market, by Alfred Politz Research, Inc. 
A “LIFE reader’ is a person who has read one or more of 13 issues. 
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All sets available in yellow or white 14K gold. J Oo S E Pp 


Illustrations enlarged to show detail. Manufacturing Jeu elers 
6 West 48th Street 





j THESE FIVE UNBEATABLE VALUES 
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America’s Greatest Diamond Ring Value 
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Now Berland offers a sensational new group of tested, terrific, top-traffic building promotion specials! 
See the smart styling, see the generous total weights, see the amazing low prices! 


Then ORDER... ADVERTISE ... AND SEE THE CUSTOMERS CROWD IN 
... THE SETS SELL OUT! 
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B & 4 a A Ni D Now available; Limited number of valued BERLAND 


Dia 1720 nd I WH WZ a A AY franchises. Write for complete information. 
New York 19, N. Y. 





DESIGN PATENTS PENDING 
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Not authentic unless stamped on 
the back with the nome Trifori 


oe 


... Romantic as a ride in a victoria on an autumn evening ... enchanted jewels in the fabulous ~ 
Trifari manner. Graceful curves of golden Trifanium set with sparkling stones. iq 


ADVERTISED IN FOUR COLORS IN THE SEPTEMBER ISSUE OF 'HARPER’S BAZAAR 
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THE SECRET OF 





SUL CESS 





NATIONALLY ADMIRED 
NATIONALLY DESIRED 





This will not a | 


with FEATURE LOCK RINGS 


ye SG 
PERFECT POSITION 


i ad 
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Nationally advertised to 88,000,000 readers 
in Life, Look, Vogue, Charm, Seventeen, Pho- 
toplay, Modern Screen, N. Y. Times Magazine, 


True Confessions. 


SOLD ONLY THRU AUTHORIZED DISTRIBUTORS 


Window and Counter Displays, 


Feature Ring Co., Tre Mats, Brochures, TV Films, Ra- 


dio Scripts, ‘‘Enchantment of 


126 West 46th St., New York 19, N. Y. Rings: | Sookien = an 


Flasher Displays. 









THE LINE IS BUSY... 
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3030C 


Beautiful Eastern Sto, 

ting featuring brilliant 
center diamond. Retails 
at $24.95. 









Here are six samples of the com- 
plete Goodman ECONOMY ~~ 























































LINE that is keeping 
jewelers busy. Created : 
with imagination . . . 3141¢ 6 

; Fiery center diamond set in 
produced with | handsomely carved ring. Re- 

skill . . . and Z| tails at $29.50. 

priced for ac- ING 

Bie oe ee) 
BNA 3283¢ | 
Six diamond ring. with fiery <} 
center diamond. Real Tt). 
becuty. Retails at $69.50. - 
3352C 
Eastern Star dinner ring with 
dazzling center diamond. Re- 
tails at $39.50. 
/ 
3356 va 
4 Diamond rectangular ring J 
MEMBER ‘handsomely engraved. Re- y 
tails ot $59.50. 

[ile . 
, 
oy I \ a 3 

3233D | if 
. » » diamond sef in onyx. 
Retails at $29.50. é 
: . \ 
| @ ke 
DIAMONDS ENLARGED. 
: : ies p 
Makers of line pewelry Since 1904 > : 
- ( 
pea eal . : 
42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 7 
‘ ees ‘ 
THE JEWELERS’ CIRCULAR-KEYSTONE @@ 
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NOT merely water-tight... NOT merely water-resistant...BUT... 


WATERPROOF 


AMERICAN-MADE WATCH CASES 
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(Remain WATERPROOF as long as crystal is intact, “Saee r 
back is properly put on and gasket is unimpaired) oS 
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[.D. again makes watch case history with a new im- 
proved waterproof watch case. Enthusiastically 
approved by largest American movement manu- 
facturers and importers. Easy to assemble. Can be 
made to take all types of movements, including 
automatic. 


Hydraulic Compression 
Makes the Difference! 
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HYDRAULIC COMPRESSION is exclusive in 
America with I.D. Here’s how it works: While 


back remains stationary, slotted retaining ring 1. BEZEL: highly styled, precision-made. 
rotates on flange, compressing the flange 2. MOVEMENT HOLDER: Prongs hold 


against neoprene gasket in channel of bezel. movement tight against reflector, acting 
‘ eo ¢ ‘ ‘ as shock absorber, and eliminating jar- 
This eliminates the bunching up and flaking ting. 3. GASKET of Neoprene; impervi- 
of gasket which commonly causes loss of ous to acids, water, oil, grease, etc. 

f liti ‘ h 0 otal 4. FLANGE BACK stamped from stain- 
waterprooi qualities in the old-style screw- less steel, with precision-machined finish. 
back type of case. No need to use a wrench or 5. RETAINING RING (stainless seal 

: ° ° Slotted for key. Precision-machine 

vise to tighten the new I.D. case. Hand-tight threads. 6. KRY of hardened steel, fine 


ening is sufficient to keep it waterproof. finish. With fibre pad that keeps key 
from slipping and scratching back. 


ILD. WATCH CASE CO,, inc. 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Offices and Factory: 137-11 90th Avenue, Jamaica, L.1. - JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, Paul Kor 
SSAE SHES YAS SANS Se bed 580 Fifth Avenue = 
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CHICAGO OFFICE: William Bart, 29 E. Madison Street 


r LOS ANGELES OFFICE: Leonard J. Ravven, 
ested and Proved 215 West 5th Street 
e e EASTERN AND CANADIAN REPRESENTATIVE: 


WATERPROOF ste Dave Kay, 93 Nassau Street, New York, N. Y, 
SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau 
CA 


by leading independent laboratory Street, enisellalncsiee N. Y. 
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Ag Scientists in a famous independent test- ee @ fe) 


ing laboratory (name on request) sub- 
+e jected the new improved Series “C” 

‘D. Waterproof Watch Cases (as they 
Xe | leave the factory) to the most exact- 
“ys ing and critical tests and certified ne @ 
Me cases to be saat 
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Saran werk eohens 











solid r — A org you can score a a Sod 


bss with Loupe-Tested “Love Bird’ Rings, 
intinuous flow of new business is virtually guaranteed 


oon masterful presentation which enables wi 


or pers Xo see fp ge versions of ee : 
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A. “Elegance.” 72” diameter. A kitchen 
cock with a really streamlined chrome col- 
ored metal case. Colorful round 52-inch 
metal dial with frosted aluminum center 
field. Choice of white, black, red, blue, 
yellow or green dial numeral band— 
contrasting numerals and hands. Molded 
Cordklamp and recess for retaining cord 
slack. Specify color. 


No. 1-TK-54 Retail $5.95 


C. “Teapot.” 82” wide. 7” high. An all- 
time favorite in thousands of modern kit- 
chens and a perennial best-seller. Choice 
of red, yellow, ivory, green, blue or white 
plastic case. Has 4” silver color metal dial 
and raised black numerals with gold trim, 
black hands. Specify color. 


No. 339-W Retail $4.95 


E. “Preference.” 7/2” in diameter. Stream- 
lined kitchen clock with eye catching tap- 
ered lines. Molded polystyrene plastic 
case. Round 52” metal dial with frosted 
aluminum outer field and glossy black inner 
field. Numerals in black, trimmed with yel- 
low—hour and minute hands pure white. 
Has new Cordklamp and recess for retain- 
ing slack in cord. In white, red, yellow, green 
or blue case colors. Specify color. 

No. 1-TK-53 Retail $4.95 








B. “Pierre” French Chef. 714” wide. 
10%” high. A unique Sessions specialty and 
a proven favorite for those looking for the 
unusual in kitchen clocks! Has smooth white 
plastic case with life-like tinted face and 
hands, red lips, black eyes, black goatee 
and moustache. 5” silver metal dial with 
contrasting black numerals and hands. 

No. 487-W Retail $4.95 


D. “Beauty.” 7%” square. The kitchen 
clock with that tailored appearance to add 
a lustre and sparkle to any kitchen. Pure 
white polystyrene plastic case. 5/2” metal 
dial with frosted aluminum center field. 
Choice of black, red, blue, green or yellow 
dial numeral band—contrasting raised 
numerals, hour and minute hands. Has new 
Cordklamp and recess for retaining slack 
in cord. Specify color. 


No. 1-TK-51 Retail $4.95 


F. “Shadobox.” An unusually lovely 3- 
piece clock ensemble. Each unit 5%” square. 
Case and shadoboxes of beautifully 
molded white polystyrene plastic. Satin 
finish aluminum dial has midnight blue cen- 
ter field, modernistic numerals in ivy green, 
pure white hands. Molded recess in back 
of case for retaining slack in electric cord. 
No. 497-W Retail $6.95 


Self-Starting ELECTRIC CLOCKS by 


‘Clock Makers for 117 Years’’ 


NEW Thin kitchen clock movement—one of 

the thinnest electric clocks ever! 

NEW ‘“Cordklamp’’—does away with excess 
cord, centers visible cord neatly! 


NEW Packaging — every Sessions Clock 
handsomely gift packaged! 
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‘“Lubricone”’ patented lubrication sys- 
tem for quietness and durability! 










Styling—the very latest in eye-appeal- 
ing designs and decorator colors! 







































Prices do not include 
Federal Exeise Tax. 
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G. “Bellaire” Alarm. 412” wide. 4” high, 
Adds an artistically different touch to dresser 
or bed table. Has Tru-Bel alarm in a gleam. 
ing ivory plastic case. Dial of rich brown with 
glossy white, easy-to-read numerals, red 
H. “Catnapper” Alarm. 7%” wide. 42” high. minute markers and contrasting hands, 
A smartly styled timekeeper, in elegant ivory No. 1-H-51 Retail $4.95 
color. Molded plastic case with Sessions popular 
Tru-Bel alarm. For dressing room or bed table. Same os chove. luminous dic! end nal 
3%” metal dial, ivory numerals, brown hands. No. 1-H-51L Retail $5.95 
No. 451-A Retail $4.95 


Same as above, with luminous dial and hands. 
No. 451-AL Retail $5.95 


J. “Kitty-Belle’ Alarm. 4” wide, 3%” high. A 
new dainty size and design in ivory colored 
plastic case with Tru-Bel alarm. Attractive 3” 
metal dial in deep brown and sunburst gold 
finish, with ivory hands and black numerals. 

No. 496-A Retail $4.50 





Same as above, luminous dial and hands. 
No. 496-AL Retail $5.50 





L. Desk or Dresser Alarm. With all 
the beauty of functional simplicity! 
For desk, dresser or table. 6%” 
wide, and 42” high. Richly-gleaming 
mahogany finished wood case with 
Sessions’ famous Tru-Bel alarm. 32” 
silver colored metal dial with con- 
Xl trasting black numerals and hands. 











Brass colored bezel. 


ennesas 7’, No. 479-A Retail $8.95 
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( 


~xvuseet 


K. Alarm Model for Dresser or Desk. 

4%." wide, 4%” high. Mahogany-colored = 
wood case. Contrasting fluted base. 344 
metal dial has black numerals and hands. = 


Also has Sessions’ famous Tru-Bel alarm. 


Prices de net include ; 
Federal Exeise Tax. No. 477-A Retail $7.95 
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Same as above, luminous dial, luminous hands. 
No. 477-AL Retail $8.95 — 
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M.“Pussyfooter” Alarm. 41/2” wide, 3%" high. Ivory colored plastic case, 
Try-Bel alarm. 3” dark brown metal dial. lvory-colored hands, numerals. 


No. 486-A 


No. 486-AL 


No. 486-S 


N. “Ollie” Alarm. Droll Owl, a novelty alarm. 42” wide, 6” high. Ideal for 
child's room. Has Tru-Bel alarm, ivory colored plastic case. Metal dial of 
deep brown and sunburst gold finish, contrasting hands and numerals. 


No. 494-A 


Same as above, with luminous dial and hands. Famous Tru-Bel alarm. 


No. 494-AL 


0. “Classic’’ Alarm. An eye-stopper every time because it’s different. 
6” wide and 412” high. Desk or dresser model with Tru-Bel alarm. Has 
mahogany colored case and a wide 3%” numeral band of highly pol- 
ished brass. Spun gold metal dial has black numerals, hour and minute 
hands. Heavily polished brass finished metal base. A breathtaking beauty. 


No. 3-H-52 





Same as above, with luminous dial and hands. Tru-Bell alarm. 


“Switchclock.” With appliance time switch. Case, dial and hands same as 
486-A. Turns on radio or small appliances at any preset time in any | 2-hour 
period. Automatically shuts off appliance 1/2 to 2 hours after turning on. 


Retail $4.95 


Retail $5.95 


Retail $6.95 


Retail $5.95 


Retail $6.95 


Retail $8.95 


Prices do not include Federal Excise Tax 


P. Business Type Wall Clock. Most popular 
type for stores, business offices and schools 
because of its easy-to-read numerals, simple 
lines and contrasting red sweep second hand. 
Has molded black plastic case, round 14” white 
metal dial with black numerals and black hands. 
Blends perfectly with any decorative scheme. 

No. 438-W Retail $13.95 


Q. Wall Clock. For those who want the modern- 
istic type wall clock in preference to the conven- 
tional type illustrated by P. Has distinctive ham- 
mered silver grey metal case with gleaming 
white metal dial, contrasting black numerals and 
hands. Contrasting red sweep second hand gives 
split second accuracy. 142” square. 

No. 351-W Retail $9.95 
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‘*Clock Makers for 117 Years’’ 








atO® EVEN 4 pupae!” 






























R. Wall Clock. 13%” diameter. Chrome plated metal 
case. 12%” black metal dial. White numerals, hands. 
No. 488-W Retail $10.95 


Wall Clock. Same style as 488-W, except dial is white. 
with black numerals and hands. Case finished in ham- 
mered blue-grey or white. Specify color desired. 

No. 489-W Retail $8.95 
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Masterpieces 


By Master 


Clocksmen 


T. Banjo. A favorite year after 
year with those who like a touch 
of Colonial Americana in their 
homes! 6%” wide by a full 22” 
high! Rich mahogany finished 
case has scene of historic Mount 
Vernon in lower glass panel. 
Traditional gold eagle and 
brass side brackets add to the 
Early American “color.” 5” silver 
colored metal dial with raised 
black numerals with gold trim 
and black hands. As delightfully 
old-fashioned as the “Celestial” 
is decidedly ultra modern. Looks 
like a genuine heirloom. 

No. 463-W Retail $17.95 


S. “Celestial.” Truly named, its plastic flange is as 
transparent as air! All purpose 9” diameter desk or 
wall clock that is breathtakingly different. Has jet 
black 4” metal dial with white numerals and yellow 
minute markers, chrome finished metal bezel. Has 
removable metal wire foot for wall hanging. As sophis- 
ticated as Park Avenue—as modern as tomorrow! 

No. 1-TM-52 Retail $7.95 


Prices do not include Federal Excise Tax 


W. Pilot Wheel. A favorite with 


U. Tambour Mantel. Has long, V. Mantel or Desk Model. 8%” 
men and boys. 6%” wide, 712” 


sleek lines—19%4” long, 612” wide, 4%” high. Fine finished 


high. Rich mahogany colored mahogany colored wood case. 
wood. 5” silver colored metal Slightly tilted when on table, desk 
dial. Raised black numerals, or mantel. 4” metal dial, contrasting 
black hands. Glistening gold trim. numerals and hands. 


No. 467-W Retail $11.95 No. 470-WR Retail $7.50 


Westminster Chimes give a full-toned melodious strike per quarter- 
hour, a 4-rod chord strike on the hour! The most compact, the most 
efficient chime clock movement manufactured. Exquisite in workmanship. 


Y. Matched grain mahogany case, 
ebony finished end panels. 11/2” 
long, 6” high, 4” deep. Dial as in X. 
No. 493-WC Retail $39.95 


X. Mahogany case, burl walnut 
overlay. 19” long, 5%” high, 4” 
deep. Gold finished 42” dial. 

No. 492-WC Retail $37.50 


high. Mahogany colored case has 
realistic brass colored spokes. 4” 
metal dial has nautical decorations. 
Wonderful for a library or den. 

No. 456-W Retail $10.95 


Z. Gothic. 7” wide, 12” high. Here 
is a clock with early American ap- 
peal—authentically styled. Has 
decorated dial with contrasting 
hands and numerals, and lower 
glass panel. Beautifully finished 
mahogany colored wood case. 

No. 464-W Retail $19.95 
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Backs Your 
Display with 
Its Createst 


National 
Advertising 
Ever! 


Why tie up valuable space with a 
long line of slow-moving billfolds 
when Craftsman Citation has all 
the quality features — a// the sell- 
ing points you need to build a 
stronger billfold department with 
smaller stock! 


In a wide range of leathers and 
colors, zip and non-zip styles, 
Starting at $5 retail. Other 
Craftsman billfolds, $2.50 to $20. 


Sold through Craftsman Distributors 
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1. SMALLMAN & SONS CO. mers 














SHOWROOMS: 
47 W. 34th St., New York 1, N. Y, 












HAMILTON BEACH INTRODUCES 
HUGE, UNTAPPED, READY: 

















Mitlions who own freezer-compartment refrigerators 
and millions more owning home freezers (4,100,000 
are in use!) have skyrocketed sales of bulk ice cream 
and frozen fruit juices. This new Hamilton Beach 
Home Drink Mixer fits that huge, ready-made market 
perfectly. 

Families with younger children, particularly, are hot 
prospects. Imagine the enthusiasm of youngsters for 
real soda-fountain drinks they can make at home. A 
boon to housewives, too. A real help in mixing any 
liquid or semi-liquid. And men will enjoy making 


touch. A family appliance in every sense of the word. 

This sure-to-be-popular item will be aggressively 
promoted. Hamilton Beach has a record for creating 
new-item demand. Witness the popularity won by the 
Hamilton Beach Mixette almost immediately after 
its introduction. 

A fine product that millions need. Priced to sell. 
Backed with solid advertising support. Any way you 
look at the new Hamilton Beach Home Drink Mixer 
it spells profit. Cash in on it now. Order from your 
wholesaler, today. Hamilton Beach Co., Div. of Scovill 




























cocktails and mixed drinks with a truly professional 
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HAMILTON BEACH Food Mixer 
$3750" At $37.50 retail, less juice 


. extractor, Hamilton Beach 
RETAIL 








‘; is the top consumer value. 
_& There are many more folks 
% in the market at this price 
than at, say, $5 or $6 more. 
Yes, Hamilton Beach’s 
lower price broadens your 
market. And this mixer is 
easiest to use, regardless of 
price, so it’s easiest to sell. 


JUICE EXTRACTOR 
sold separately $4.50* retail 
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Mfg. Co.,. Racine, W1s. 
JEWELERS PLEASE NOTE! You know how well the Hamilton Beach Food 


Mixer and Mixette have sold as jewelry-store gift merchandise. Now, with its 
even broader appeal, the new Hamilton Beach Home Drink Mixer is ready to 
win new sales records for you. A gift-item natural. Get in on it, now. 
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$187° RETAIL 


Includes gift box, 
bracket and screws 
for wall mounting. 


The accepted, the well’ “& 
established brand—fast- 
est-selling portable on 

the market! All-purpose; 

ideal in smaller kitchens; for lower incomes—a big 
market! Sturdy Hamilton Beach motor. Hangs on 
wall or fits in drawer. Smart gift box serves as a com- 
pelling counter display. In price, packaging, quality 
..- Mixette is a gift-item natural! 


cums : — . CRO Ens «ay t te nea 


ional! There'll be plenty of con: AMERICAN WEEKLY MODERN BRIDE 
: sumer demand for Hamilton 
gest NA ampa's” Beach products this fall. BETTER HOMES & GARDENS SATURDAY EVENING POST 
ertiS! BEA soon begin blanketing the 
Ad V | LTON country. A total of 35 power- LIVING FOR TODAY’S WOMAN 
9 HAM sory! ful ads in the 11 leading — ygyNG HOMEMAKERS TRUE STORY 
mn r jstO magazines listed here will 
be mans pon sell. McCALL’S WOMAN’S DAY 
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A GREAT NEW PRODUCT T0 A 
MARKET! 
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Re-fresh-es frozen orange juice 


Quality Features that Sell! 


POWERFUL MOTOR carries the famous Hamilton 

Beach name—symbol of quality through the years. 

FULL SIZE — not a toy. Stands 1414” high. Heavy 

enough to prevent tipping. Rubber feet prevent 

marring. 

FOUR-FOLD AGITATOR blades fold up, easily cut 

through hard ice cream. Blades swing down into 

mixing position when mixer starts. Gives drink 

maximum aeration. 

STURDY, STRONG metal stand finished in clean, 

white enamel. Chromium trimmed. 

SIMPLE SWITCH is easy for children to operate. 

Completely safe. AC-DC. 

BIG-CAPACITY CONTAINER delivers two full 8-oz. 
_ glasses of mixed drink. Made of durable plastic in 

_ smart new square design. 
















New _ 
HAMILTON =e 

 . B E A C H Gj - es: ail é a 
Quick-Dry ‘) $1490% 
Electric Hair Dryer 3 so reran 


A great new item for the huge y. 
home-permanent market—the 6 
choice of professionals. All metal 

—no plastic. New Adjust-A-Stand tilts to any angle. 
Dryer lifts off stand for portable use. New heat control 
at top. Two switches—‘“‘On-Off” and “‘Hot-Cold.”” AC- 





REAL SELLING HELPS! 


Colorful recipe booklet and tell-all tag 
are included with each Home Drink 
Mixer, Literature and newspaper ad mats 
are available, too, free of charge. 
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E DC. Handsome light ivory enamel. Gift package doubles 
as attractive counter display. 


*Prices subject to change without notice. 
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SOLD ONLY THROUGH 
WHOLESALE DISTRIBUTORS 
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MANUFACTURING 
JEWELERS 





= ASK Your | fholesale Distributor About | 
| S-e2-< the Mounting Line With the Value, Style — 
me se ee oend } Quality EXTRAS Tha + SELL! | 
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REPRESENTATIVES 
PATTY (A. W.) COHEN 
A. B. GRODMAN 
CHET MANDELBAUM 


IRWIN GOLDSTEIN 





130 WEST 46th ST 
NEW YORK 36, N. Y. ; 
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Bretton Bands than 











any other kind 





BRUNER-RIT TER, ine. 


630 FIFTH AVE., NEW YORK 20 


* Again—we are serving the Armed Forces by devoting 
our specialized skill and part of our production facili- 
ties to the making of precision defense materiel... items 
that meet the highest quality standards in the world. 
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~ Unfinished 
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J ewelry findings, as we sell them, are many steps removed from 
the findings you see on the jewelry you buy. Usually they have been 
soldered, cleaned, stamped, dipped, sprayed, plated, and polished 





in a jeweler’s factory. Having learned what happens to findings 
during the jeweler’s processing, Ballou designers, engineers, and 
craftsmen work towards the goal of a superior finished product when 
it reaches your hands. Leading jewelers wanting this extra quality, | ; 


insist on Ballou findings. 
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DISTINCTIVE 
FEATURES OF 
BALLOU 
FINDINGS 
ARE COVERED 
BY LETTERS 
PATENT. 





FINDINGS— 


SOLD TO THE MANUFACTURING TRADE 
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World’s only specialist 
in “Worry-free” watches 


—the world’s only complete line 
of watches with all 4 “Worry-free” features 
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= s| 3. SHOCK-RESISTANT 
4. ANTI-MAGNETIC 
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LOUIS AISENSTEIN & BROS., INC. 


Spa: ° 
."Mido remains waterproof after cleaning and adjustment, if serviced by Mido jeweler using genuine Mido parts. 
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1&R’> Big 3 in Emblem Jewelry 
are Sales Tested... 
Sales Proven... year after year! 






















Yes... year after year... I&R’s big three fine-quality 
lines of popularly priced, smartly designed emblem 
jewelry are real profit makers for you. Each line is 


7 aT ? : 


available with a large assortment of authentic hard 
enameled emblems of all popular lodges, clubs and 
fraternal orders. 


It will pay you to stock up now on these accepted 
leaders in emblem jewelry sales. | 





8400 Series 
1/20 12K G.F. TIE CHAIN 
Red, Blue or Onyx stone framed 
in 10K gold. Hard enameled 
emblem. Gift Boxed. 
$6.25 each Keystone 
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8400/1 CuFF LINKS TO MATCH 
$10.00 pair Keystone 





9100 Series 


1/20 12K G.F. TIE-SLIDE 
Handsomely engine-turned with hard 
enameled emblem. Gift Boxed. 
$5.80 each Keystone 





9100/1 CuFF LINKS TO MATCH 
$6.50 pair Keystone 


8000 Series 


1/20 12K G.F. TIE CHAIN 
Hard enameled emblem. Gift Boxed. 
$4.00 each Keystone 








&. IRONS & RUSSE 


Emblem Manufacturers Since 1861 * THROUGH YOUR WHOLESALER 
CHICAGO e PROVIDENCE e- SAN FRANCISCO 


OMPany 
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WORLD RENOWNED SYMBOL 
OF ACCURACY 





OMEGA — literally “the great”...the “last word” ... “the ultimate.” 


Yes, the “ultimate” in watchmaking, too... for Omega has 
never stopped trying to better existing records for wrist watch 
accuracy...even though many of these records are already held by 


Omega! 


That’s why, through the years, Omega has won the most 
coveted awards for accuracy at the world’s three leading oberva- 


tories of Kew Teddington, Geneva, and Neuchatel. 


Two recent examples: At Geneva, in series competition, 
Omega established a sensational new record for wrist-watches, 
bettering the previous mark by more than by 50 points! In another 
contest for single watches, 6 of the first 10 watches, including the 


winner, were Omegas! 


A good indication that, when new records are set, Omega 


will set them. 


Or that, where time is a factor, Omega will be the standard. 
For Omega has been the official timepiece of the Olympic Games 
since 1932...and this summer at Helsinki it was Omega that 


clocked every event. 
What does that mean to you? 


Just this. As a jeweler, you are constantly trying to offer 
the ultimate in service... product...value. And this striving for 
perfection is exemplified to the highest degree in Omega — last 


word among fine watches. 


OMEGA 


NORMAN M. MORRIS CORPORATION, 655 MADISON AVENUE, NEW YORK 21, NEW YORK 
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SELF-SERVICE ON EARRINGS! 








LARGER SELECTION IN SMALLER SPACE e BETTER DISPLAY FOR GREATER SALES 
CUSTOMER WAITS ON HERSELF... QUICKLY! ' 


THIS OFFER REPEATED BY POPULAR DEMAND 


Here’s your answer to greater, faster, easier of earrings. 
earring sales! The EARRING BEAUTI-BOOK* = your customer practically waits on herself 


gives you the best assortment of earrings because she looks, compares, and buys! Stock 
you've ever seen—displayed to the very best keeping’s easier, too. You can forget about | 
advantage. little boxes and cards and trays when YOU 


Finished in soft colored French Grey, the have the EARRING BEAUTI-BOOK. 


BEAUTI-BOOK blends smartly with store | Write today for full information on this new 
design and fixtures. SIX hinged turquoise pads successful merchandising aid and earring 
show the quality and styling of every pair | assortment. * U.S. Pat. #2514795 





|. ALBERTS’ SONS, INC. 5S. H. CLAUSIN & CO., INC. J. ENGEL & CO., INC. E. W. REYNOLDS CO. 


Boston—Syracuse Minneapolis—Spokane Baltimore Los Angeles—Phoenix 
Salt Lake City San Francisco 
BALDWIN-MILLER CO. THE GERWE BROWN CO. ; 
EDWARDS & CO. Honolulu 


Indianapolis Cincinnati—Dallas 


Kansas City, Missouri 








AMERICAN JEWELRY 
DISTRIBUTORS, INC. 


681 Fifth Avenue New York 22,N. Y. 
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MAKE YOUR STORE HEADQUARTERS FOR THE BIG 


“0970.00 


“TELL IT TO BETTY CROCKER” CONTEST 








HERE’S THE CONTEST designed to help 
you sell more General Mills Tru-Heat 
Irons, more Steam Ironing Attachments 
and Automatic Toasters. How? By mak- 
ing entrants come to you for entry blanks 
and helpful advice on the many outstand- 
ing features of all three General Mills 
Appliances. It’s a perfect chance for you 
to tell the selling story—a perfect chance 
to make sales. 


























Dealer Listing Newspaper Ads— Maga- 
j zine Ads and—a free display kit full of 
> j a €636s hard selling material — will bring you 

comes apart...gives you a ; plenty of prospects. So... 


SIGN uP Now! 


with your General Mills distributor for... 


WA MORE TRAFFIC 


YOU'LL BE A WINNER when contest entrants come to you and MORE APPLIANCE SALES 
ask for a sales talk on your General Mills Appliances. Ought THIS FALL! 
If you don’t know your nearest supplier 


to be easy to pick off plenty of sales! 

Contest advertising will run PC of General Mills Appliances, write General 
in LiFE, October 27, The Mills, Inc., Home Appliance Department, 1620 
SATURDAY EVENING POST Central Ave., Minneapolis 13, Minnesota. 
October 25, November issues 
of PROGRESSIVE FARMER 
and SUCCESSFUL FARMING. 
...plus big space ads in 125 leading 
newspapers — Sunday, Oct., 26th. 























BNI SS 
N Cue om we we . _ 
» RSS OFFICAL ENTRY BLANK ~ 
SS  General Mh (@) D>; 
Home Appliumces eo) - 





FREE! Display Kit includes 

all the materials you need to i 
make your store contest 
headquarters. Official entry 

blanks your customers will 

need are in this package. 









Look / tris Genera) Mitts 
a” S| steam -and dey © A irons 





<3i, Comes api gives you a 





o-oo 
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Now at your wholesaler 
the complete line of 


AUTOMADE IDENTS 


in a style and design for 
every member of the family 


1/20th G.F., Sterling Silver (Rhodium) 


Quality and Workmanship 
ALWAYS GUARANTEED 











AUTOMATIC CHAIN COMPANY 


PROVIDENCE * RHODE ISLAND 


NEW YORK, N.Y. | CHICAGO, ILL. LOS ANGELES, CAL. 
93 NASSAU ST. 29 EAST MADISON ST. 448 SOUTH HILL ST. 
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ilustration 


enlarged to show 
detail 


RANAT 





| ; © ly 4 : : ; 


114 GEARY STREET 
SAN FRANCISCO 8, CALIFORNIA 










Are you 





taking 


advantage 





- . 
~~ 


_ The instant “click” that unites Wed-Lok* Wedding 


oF atom mare lole vulval mdiile MM ol-Tacelauiliie mete] (-s 
miracles throughout the country... for Wed-Lok* 
offers everything your customers want in 

ol elit avamelfolutelice Malic (Mumm (elge(-Mt-1(ratleli Miceli 
$100 up...style... beauty... plus the 
locking device that is guaranteed for a lifetime. 
To make more sales, demonstrate how the 
rings never separate or shift out of position 
when worn together... how the diamonds are 
never hidden from view... how “ring friction” 
Fei illichicceMmuleL dive Malste muc-rolmeaiaitiel in 

Til eXekssie)(-MelireMersitalie melee uel Maal. 


TValoltg-Mm Mal-\-M-> cine melohZeliicolel-SMmil-coli mule) a= 


diamond ring volume for you... for every 


A'-vo bs Ke) aamto] (- t-te Mle (o)] 0) (-U yo] (-¥ 


Illustrated: $375.00 (retail), “Rhythm” ensemble. Solitaire 
engagement ring with 10 side diamonds, matching 8-diamond 
wedding ring. Granat white gold tempered* mountings (not cast). 


* REG. U.S. PAT. OFF. 











Order thru your wholesaler . | 


CAR L =A RT! NC. 


PROVIDENCE * RHODE ISLAND 


ro 
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TO KEEP THE BAND WAGON ROLLING—ANOTHER SALES-MAKING WESTINGHOUSE PROMOTION 


Westinghouse reaches the greatest audience in history presenting 26 
Political Debates in the campaign of the century... PLUS complete Elec- 
tion Returns on CBS Radio and TV Network. ..and, the Betty Furness 
commercials will make more people want to buy Westinghouse. 


PICK THE WINNER PICK THE WINNER 
“GET-ACQUAINTED” DEALS PROMOTION DEALS 


Extra discount deals on these high demand Full-profit consumer deals on the 
items. See your Westinghouse distributor for details. famous Westinghouse Open Handle 


Iron and Food Crafter Mixer. 
NEW! 


Westinghouse 
GRILL-N-WAFFLER 


Fries @ Grills ¢ Bakes 





Westin gh ouse . ~ er \ oo | . . i Give this hen dy, worksavin g “Cor d 


os King’’(worth $1.25) to your customers 
nor PLATE eo for trying the Westinghouse Open 


Handle Iron. A $14.20 value for $12.95. 


The Toaster that “Winks” > Now” and 


receive $4.65 Juicer 
at no extra cost! 
You sell Mixer 
and Juicer for 
the cost of the 
Mixer alone. 


Sell both for only 


_ NEW! Westinghouse TOASTER 





ov .«& — ee 
3 x CBR, OR, 
* ; il x 3 Bass Pc & opens , - 
; q Oe _ ae Poa 
u 2 > ete S a . oR . 
a OR te : % & 3 ee 
. *% ES . % oe % 
sia : sth 2? 
PER, st ? 
4 . ek _ <3 P + } s 
pee cae, AFR : : “ 


So handy to have ¢ 9 95 4 Pe Westi nghou Se 


when you need if. 
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quality. 


And most gold-filled jewelry is plainly marked. 


This mark is your guarantee that the piece is genuine gold-filled — made in the — 
Old Sheffield way with a heavy layer of Karat gold bonded through pressure and 
heat to a solid, supporting metal base. 


So — from now on — turn over every piece of jewelry...show the quality matk ~ 
to your customers. It’s a sure way to customer satisfaction... a sure way to greater 


LZ 
ae 


ty 
NO 








There’s no guess work... no “happy accident” when jewelry bears the stamp of 


sales at a better profit. 


RESEARCH DIVISION OF 
GOLD FILLED AND ROLLED 
GOLD PLATE MANUFACTURERS 
PROVIDENCE 7, RHODE ISLAND 

















Quality is guaranteed under the terms of Com- 
mercial Standard CS 47-34 as issued by the 
United States Department of Commerce and ap- 
proved by the American Standards Association 
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837—(114/2”), 17 Jewel, 10K 
Natural Rolled Gold Plate 
Top, Steel Back, Sweepsec- 
ond, Incabloc $40.00 








833—(834”), 17 Jewel, 10K 
Natural Rolled Gold Plate 
Top, Steel Back, Dome aie 
tal 


833/7—Same as the prea 
$25.20 


in 7 Jewel 832BR—(834”), 17 Jewel, 10K 


Natural Rolled Gold Plate Top, 
Steel Back, Dome Crystal, with 
matching Goldfilled Expansion 
Bracelet $35.90 


832BR/7—Same as the above in 
7 Jewel $30.50 











841BR-(8%4”), 17 Jewel, 4 
10K Natura! Rolled Gold 
Plate Top, Steel Back, with 
matching Goldfilled €xpan- 
sion Bracelet $35.96 
841BR/7 - Sameasthe above 
in 7 Jewel $30.50 





843S —(8x9”), 17 Jewel, 10K 
Natural Rolled Gold Plate 
Top, Steel Back, Sweepsec- 
ond $39.30 








A distinctive new line of men’s watches. . 


knowingly designed and skillfully fashioned 
to give you a lifetime of accuracy 


3011—(914”), 17 Jewel, 14K and proud dependability. 
GOLD, Service AUTOMATIC 
(360 ), nr inca- 


antes ® QUALITY CONTROLLED 
3010 — (914”), 17 Jewel, @® FULLY GUARANTEED 


Rok htural Rolteg Col EAUTIFULLY PACKAGED 
atural Rolle 0 
Piate, Steel Back, Sweep- sd B 5 i ¥ PA 


second, !ncabloc $46.70 




















838—(834”), 17 Jewel, 10K Natural Rolled 
Gold Pilate Top, Steel Back, Dome yt te 


838/7—Same as the above in 7 jewel..$25.20 








. OS9DRH— (1142”), 17 Jewel SERVICE Watch, 
10K Natural Rolied Gold Plate Top, Steel 
Back, Sweepsecond, incabloc $35.90 


ALL PRICES KEYSTONE prices subject to change without notice. Watches shown 7/s actual size. 


For name of nearest wholesaler contact 
Emil Leichter Watch Co., Inc., 551 Fifth Ave., New York 17. N. Y. 








475W — (6x8”), 17 Jewel, 10K 
ean Pir agg PRs oo — 
z teel Back, enuine Diamonds, 
480—(6x8”), 17 Jewe!, 10K Nat- High Crystal. (Also available in 
ural Rolled Gold Plate Top, Steel yellow) $44 
Back, High Crystal 30.50 
(Also available in White) 


480/7—Same as the above in 7 
$25.20 








474W — (6x8”), 17 Jewel, 10K 
White Rolled Gold Plate Top, 
Steel Back, Dome Crystal..$30.50 
(Also available in yellow) 


474/7—Same as the above in 7 
$25.20 


bd f 
* 5 


Way nee 


492-—(6x8”), 17 Jewel, 10K Nat- 
ural Rolled Gold Plate Top, Steel 
Back, Dome Crystal .00 
(Also available m White) 


492/7—Same as the above in 7 
ann $25.2 


497BR — (6x8”), 17 Jewel, 10K 
Natural Rolled Gold Plate Top, 
Steel Back, Dome Crystal, with 
matching Goldfilled Expansion 
Bracelet $3 
(Also available in White) 


497BR/7—The same as the above 
in 7 Jewel $29.90 





494SS — (6x8”), 17 Jewel, 10K 
Natural Rolled Gold Plate Top, 
Steel Back, mieinenenene Dome 
Crystal . >. * 


322—(6x8”), 17 Jewel, 14K GOLD, 
Dome Crystal _ $37.20 
(Also available in White) 


324—(6x8”) 17 Jewel, 14K GOLD, 
Dome Crystal .$37. 20 
(Also available in White) 


226 — (5”), 17 Jewel, 14K 
GOLD, Dome Crystal....$42.50 
(Also available in White) 


ALL PRICES KEYSTONE r*. 2! ee 


Natural 
Each watch delivered in beautiful HYDE PARK gift box. Top, Steel Back, 4 Rubies 
Prices subject to change without notice. and 2 Genuine Diamonds. 


Dome Crystal $47.30 


Watches prgastuacinesd ate (Also available in White) 


Bes 





For name of nearest wholesaler contact 
Emil Leichter Watch Co., Inc., 551 Fifth Ave., New York 17, N. Y. 





481W BR—(6x8”), 17 Jewel, 10K 
White Rolled Gold Plate Top, 
Steel Back, High Crystal, with 
matching Goldfilled | Identifica- 
tion Expansion Bracelet....$35.20 
(Also available in Yellow) 


481W BR/7-—Same as the above 
$29. 


a a Se EN: 





in 7 Jewel 








496BR — (6x8”), 17 Jewel, 10K 
Natural Rolled Gold Plate Top, 
Steel Back, Dome Crystal, match- 
ing Goldfilled Expansion Brace 

let . ae is ain 20 
496 BR/7_—Same. as the ‘above in 2 
Z Jewel eee. ...$29.90 & 








A AN a A AOE A NL TE LOTTE AEE TE OT ET EN ET T_T 


493BR—(6x8”). SPORT MODEL, 17 Jewel, 
10K Natural Rolled Gold Plate Top, Steet 
Back, Dome Crystal, with matching Gold- 
filled Expansion Bracelet 37.90 


; — - - aroun mer: 
a oe" - : onal Yan 
+ 











eee oe ae 
Ae ON ee na aoge~ ds G00 


2.223 


473BR—(6x8”), 17 Jewel, 
10K Natural Rolled Gold 
Plate Top, Steel Back, 


eae High Crystal, matching 

fx nS ‘ ho «Ane Goldfilled Expansion 

he watch that adds grace and distinction __ Bracelet $35.20 

ts 473 BR/7—Same as the 

to any occasion . . . everywhere the choice of above in 7 Jewel....$29.90 


a oe 
= 


eres 


~ 
ea © 


those who know and seek the finest. 





2070FHST—(914”), 17 Jewel, LADIES AUTO- 
MATIC, (360°) SERVICE WATCH, All Steel 
Swiss Case, Sweepsecond, Incabloc..$53.20 Pe 
2070FG —-Same as the above but with Gold- . ee Ff 326BR—(6x8”), 17 Jewel, 14K 
filled Top, Steel Back Swiss Case.... .$61.30 5 3 GOLD, High Crystal, with match- 
4 +3 _ GOLDFILLED ondennane arate 
t $47 














498BR-—(6x8”), 17 Jewel, 10K Nat- 
ural Rolled Gold Plate Top, Steel 
Back, Come Crystal matching eA 
filled Expansion Bracelet........ $35.2 
(Also available in White) 


498BR/7—Same as the above in 
$29.90 


2068FHST—(834”), 17 Jewel, All Steel Swiss 
Case Sweepsecond, Service Watch, Water Re- 
pellent, Sport, Nurses, etc $41.20 
2068FH—Same as the above but with Chrome 
Top, Steel Back Swiss Case $35.80 
2069FG-—Same as the above, but with Gold- 
filled Top, Steel Back Swiss Case $46.50 








For name of nearest wholesaler contact 
Emil Leichter Watch Co., Inc., 551 Fifth Ave., New York 17, N. Y. 












2099FH — 7 ie el piaclioctabe ke 
Service Watch, Chrome Top, Steel — 
Back Swiss Case, Radium Dial. 





2087FHST/ER — AUTOMATIC 
(360°), 17 Jewel, All Steel Swiss 
Case, Sweepsecond, Incabloc, 
Water Repellent, with matching 
Goldfilled Expansion Bracelet. 

$56.50 
2087FH BR-Same as the above 
but with Chrome Top, Steel Back 
a Be $47.70 
2087FG—Same as the above but 
with Yeliow Goldfilled Top, Steel 
Back Swiss Case.............. $58.70 










2 


2090FN—Same as the above but with 
regular Chrome Top, Steel Back eye 






















2090FHST—Same as the above but 
with regular All Steel Swiss Case. 
$48.60 































3002BR — (914”), 17 Jewel 
DRESS AUTOMATIC (360°), 
10K Natural Goldfillied Case, 
Sweepsecond, Incabloc, with 
eT on Goldfilled Expan- 
~~~town, SION Bracelet ............ 5 
| a $62.00 


839BR—(834”),17 Jewel, 10K 
Natural Rolled Gold Plate 
Top, Steel Back Case, Dome 
Crystal, with matching Gold- 
filled Expansion Bracelet. 
35.90 fe 

839BR/7—Same as the above : 
Si” BS $30.5 








2048FHST—17) SERVICE WATCH, 1 
All Steel Swiss Case, Sweepsec. 
ond, incabloc, Water Repellent. 

$38.50 
2048FH—Same as the above but 
with Chrome Top, Steel Back 
ee $33.20 


2055FG—Same as the above but ished by their iantohiless accuracy 
with Yellow Goldfilled Top, Stee! 


Back Swiss Case................ $43.90 ee d handsome masculine designs, these new 
























© QUALITY conrae.ize 
-@ FULLY GUARANTEED 
@ BEAUTIFULLY PACKAGED 

























Cal. 11-17 Jewel, CALEN- , ee 4 

DAR with Moon Phase, All j ; ” ~** Nis 3003BR — (944”), 17 ler 

Steei Swiss Case........ $66.50 I me ; | a wil DRESS AUTOMATIC. (0 
#9-—Same as the above , | 


Cal. 10K Natural Goldfilled Cas 
' with Yellow Goldfilied Top, 


Sweepsecond, Incabloc, wi 
Stee! Back Swiss Case. meee a ae - 



































$73,80 sion Bracelet ......« 620 
Cal. #+12—Same as the above 
but with (360°) AUTOMATIC 
Movement, All Steel Case. 
$93.30 
ALL PRICES KEYSTONE £ a “ys 
Prices subject to ; : . 
change without notice. , - 3006 (91/4”), 17 Jew 
; ' DRESS AUTOMATIC (36! 
} : 10K Natural Rolled Gold 
844 -(834”), 17 Jewel, 10K \ 7 Se f 
Natural ‘Rolled Gold Plate 2053DRH—(834”), 17 Jewel, 4 : ond, Incabloc ......++. $5 
Top, Steel Back Case, Dome : Rectangular SERVICE WATCH, : , 
| re $30.50 a 10K sere maned Gold Plate i ; 
f op, steel Back Case, Sweep- : 
ge Pn a so5 36 ; second, Incabloc, Water Re- \ ' 
ecsevooccccocoeses ° ° pellent sass aiaaiainiiibiagy A ‘ ‘ Watches show" 
f> 2053DH—Same as the above _ ’ 7, actual sit 
but with Chrome Top. Stee! , . 8 
hi Back Case ........ssesceonn $41.20 oe 4 
nici 


For name of nen wholesaler enntues ' 
Emil Leichter Watch Co., Inc., 551 Fifth Ave., New York 17, N. Y. 












NEWEST ASSORTMENT Of 5,,_ 


EXPANSION “IDENT ¢ 


Top Quality 
Fast Moving 
Favorites In 


STERLING SILVER 
and GOLD FILLED 
Exgutstiely Styled! 
Fully Guaranteed / 
Popularly Priced : 


8 
GRACEFULLY Shaped To Fit 
The Curve of ANY Wrist 











= 
* HAND TOOLED 


* HIGHLY POLISHED 
%& Made To Give Years Of Satisfactory Service 


Me 
Luxuriously Packaged In Beautiful Gift Box 


wg 


% 
». . 
a; | 


SMe : . on ms z 3 , “ oe = 7 ion ' | * 
gFt BEES a a me Ne at eens ; nee j y iy 

> : ERE ee wees es ’ r 4 : 
° ey “! 3% 











Assortment No. 200K6600 
(illustrated) 


8 popular “Idents’” that build profitable 


YOUR COST sales . . . satisfied customers day-in .. . 


day-out. Available For Immediate Delivery. 
EACH ASSORTMENT CONTAINS: 


@ 2 Men’s Gold Filled “idents” 

@ 2 Men’s Sterling Silver “Idents” 
@ 2 Ladies’ Gold Filled “Idents” 
@ 2 Ladies’ Sterling Silver “Idents” 
@ 1 FREE Display Tray 





Total Retail Value 


$3870 OTHER ASSORTMENTS AVAILABLE 


Ask Your Wholesaler 


MILGLO JEWELRY MFG. COMPANY 


wee Irie AVENUE © NEW ..YORK 1,2. RM. Y¥. 
CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 
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The world’s most modern 
watch “‘The Monodate,”’ auto- 
matic wind and day of the 
month calendar, water resis- 
tant, remarkably thin, gold 


Mi\\ \ Wy 


y A ue 
AN NIVERSAL 
(\ " a oeneve 
_ 


N 
ayntiiiitt \ at 
fT WW 
TR s yn 


The fascinating ““Tri Compax’”’ 
which gives moon phases, 
month, date, day and also 30 
minute and 12 hour timing 
records, sweep hand stop 
filled. $95 watch. Stainless steel. $150 


yyatennecant ' 


NI 


v/a 


A national favorite the 
‘Town and 
thin, water and shock resistant. 
Exceptionally handsome, gold ‘‘Citation Bracelet.” 
filled stainless steel back. $55 





These world-famous watches make no other claims than: they 


are excellent in performance, individually tested to high standards, 


distinguished in appearance, exclusive in distribution, well worth 


the uniform and reasonable prices at which they are readily sold. 


(All models 17 jewels. Prices 
include Federal tax.) Ad- 


vertising mats available. 


a 
8. 
big 


Unsurpassed, world-famous ladies caliber 219 wrist watches. 
Excellent performers in exqujsitely executed white and 
vellow 14 kt. gold dress and sport models. Exceptional 
values at $71.50. 








UNIVERSAL 


GENEVE 





seeowe? 


anwar itn AT = 


n Ne yi 
\ya\ ‘ UNIVERSAL 


A magnificent automatic time- 
piece, 36 hour reserve, sweep en in 14 kt. gold, new 
second, gold filled, night reading 


dial. Water resistant. $67.50 


Write for attractive dealer 
terms and information 
about these and other 
Universal best. sellers. 





Another version of the “Toy, : 
> very and Country” with a Striking 
gold-on-black dial and famoys 


A truly distinguished automatic 








$62.50 








square design of great mascu- 
line beauty, with sweep han 


and lapped gold figure dial. $225 


THE HENRI STERN WATCH AGENCY, INC. 


587 Fifth Avenue, New York 17, N. Y. 


OHS.W.A. 192 
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Breweries 


. in YOur &lOW Ne 





Breweries — banks, mills, factories and scores of other 
businesses, too — are spending a small fortune on busi- 
ness gifts this Christmas. Here’s how you can be the one 
to sell them! 





Let them know you have the No. 1 Christmas Business Gift 
of the year — Ascot’s fabulous new Florentine Dagger Lighter. 
Handsomely gold-finished, the Florentine is four gifts in one — 
lighter, paperweight, letter-opener and distinguished desk 


Another brilliant new 


aie Nationally advertised in full color pages in LIFE, the Dagger 
: Lighter is recognized as the most distinctive of gifts. Gift 
packaged in sheaths to match the black onyx, beige onyx or Jade 
green hilt colors. Or in a replica of an old dueling case! Custom- 
ers’ insignia, message or monogram may be engraved on lighter 
hilt or sheath. 





Profit-minded jewelers are taking advantage of Ascot’s great- 
l g g § 

est sales-making aids and national advertising. And they're 
getting the business! Get your share — mail the coupon today. 





WINDPROOF by ASCOT 
Ideal pocket-lighter 
business gift! 





Lighter Division, A.S.R. Corp. 
315 Jay Street, Dept. J-1. 
Brooklyn 1, N. Y. 





Please rush me your new 12-page booklet that tells how I can cash in on 
the Christmas gift business in my town. 





Company... ccc ccc ccccccccrccecccscesess 

pO TCCTTTETTTCTTTTTLECTLTT TTC LLL LL. 

rom $595 to $200 Gis ccens seaeneseonasaePes Zone...... errr amaatedins 
Dg ee Title..... bccoeceocecodneswe 
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Now UNIVERSAL present 
lin Moll 


world-famous authority on parties and entertaining 





ew 


Oe 


NATIONAL AD CAMPAIGN 
IN FULL COLOR 


Holiday, Quick, Coronet and other hard- 
selling magazines will be promoting Elsa 
Maxwell and Cook-a-matic in an all-out 
national campaign. 


Everyone knows Elsa Maxwell, famous for her parties 


ELSA MAXWELL BOOK : , . 
TO BRING IN CUSTOMERS round the world. Now, the use of Cook-a-matic at her own parties 


Your customers will be clamoring for this book and her recommendations will build extra sales for you. Get in 


on Entertaining Hints when they read about 
it. You can offer it FREE! 












on Universal’s nationwide promotion of this popular 


personality —and Cook-a-matic. 
$1200 IN PRIZES FOR 
WINDOW DISPLAY CONTEST 
Win one of these prizes for the best window 


display of the Cook-a-matic and Elsa Max- 
well’s book. Win while you're building sales. 





Her book, “Entertaining Hints’’, written especially for this promotion 
is packed with new ways to give successful parties... special 





recipes, party ideas, games and entertainment. You can offer it FREE 


o and build store traffic right to your appliance section. 


- « 4 
i 


¢ 


Z 





SEE YOUR 
DISTRIBUTOR TODAY! 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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| this 
is no 
silent 
salesman! 


You don’t have to sell the Cricket— 
it sells itself! Just ring it for your 
customer—and, in 7 cases out of 10, 
you ll make the sale! 

















a — ' Invaluable to executives, travelers, 
; business men, all busy men. Keep a 

Cricket on your wrist—show it—ring it 
- —and you'll ring up sales, easily! 
. F Gold-filled, stainless steel back 71.50 
2 re Stainless steel... ........ 99,00 
Bee : 14K gold, stainless steel back . 150.00 
-rrrrr,T Terr? . 
Available with expansion bracelets—also 
with black or white, 14K gold dials. 


Other Vulcain Grand Prix watches from 
71.50 to 5000. Sold and serviced 
throughout the world. 


All prices include Fed. Tax 











GLORY—14K gold lady’s bracelet watch, 
17 jewels... 190. 

VULCAMATIC — automatic, waterproof, 
17 jewels, In ladies’ and men’s sizes, 
Stainless steel... 86, 

Gold-filled . . . 86, 

18K gold... 198, 





VULCAIN WATCH COMPANY, INC. 630 Fifth Avenue, New York 20, N. Y. West Coast: Herbert A. Wood, 649 South Olive St., Los Angeles 14, Cal. 
Midwest: Paul H. Samuels, 55 East Washington St., Chicago 2, Ill. Southwest: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas. 
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United now Proudly 
Introduces 


ENCHANTE 


ANNIVERSARY-TYPE 
ELECTRIC CLOCK 


Pendulum Rotates Clockwise 


— featuring 


New, Graceful, Crystal-clear 
Shatter-proof Styrene Dome 


—solves the sales headache of 
handling-and-shipping breakage 


designed for 
SPECIAL PROMOTIONS 


PRICE ¢ 


Enchantingly...LOW! 
Just Ask Your Jobber 





No. 975 “ENCHANTE” 


Gold Electro Plated. Exposed 
Rotor. One-Way Rotating Pendu- 
lum. 1214" High, 734" Base Diam. 


* coopeentititiiocccs: SRR 





Leading 

Jobbers 

of Jewelry, Holloware 
and Novelties throughout 
the U.S. and Canada 
are Ready to Serve You 


Untted CLOCK CORPORATION 
379 O88 BBV A Vee et. BESO OA VN Ss KN. UF: 
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The thinnest low-priced, 
water-resistant 
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watch in the 


world: 
Oh FULLY GUARANTEED 
Protected against breakage of vital balance staff 
and jewels by Lamont’s exclusive Shock Proteh 


Protected against inaccuracy in any temperature, 
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any climate by Lamont’s exclusive Compensamatic 
feature. 








17J precision lever 
movement 





Y *See-in-the-night” dial — 





Y Water and dust resistant 





ETH Y¥ Unbreakable crystal 
FIRST TO DISPLAY THIS Sweep second hand A 


N YOUR COMM UNITY. WE / Anti-magnetic | | ei? 
AY BE ABLE TO ARRANGE y Cee an Lt fui 


stainless steel back ——r 


AN EXCLUSIVE AGENCY. Y Rust proof 


LAMONT 


*“COMPENSAMATIC”™ WATCHES MAKE YOUR WATCH SALES TICK 





SOLD AND SERVICED ALL OVER THE WORLD 
EXCLUSIVELY DISTRIBUTED INTHE U.S. BY 


CROTON WATCH CO., 48 WEST 48TH STREET. NEW YORK 19.N. Y. 





Now, more than ever, 


eth Thoma 


is your own line 
























1. Brand-new. Oversize dicl, 
17 jewel, 11¥a ligne, 10K 
rolled gold plote case, stain- 
. less steel back. Lentilie crys- 
| fal. With black suede strap, 
| retail $35.007; with expan- 
sion band, $39.75. 





of fine watches 


2. Our newest and finest 
ladies’ watch. 17 jewel, 5 
ligne, 14K gold case. 
Thick, flat crystal. With 
cord. Retail $67.50f. 


Here are 4 reasons why: 


1, Outstanding design typified by these four new 
styles for the Fall market. Outstanding quality 
backed by a time-honored American name. 


2. Sold only through fine jewelry and department 
stores. Fast “fill-in” service from a carefully selected 
nationwide distributor organization. You get fast 
turnover with a minimum investment . . . you have 
less money tied up in inventory. 


3. Priced for the rich middle market with a mark-up 


3. Striking new ‘‘sun- 


burst” design. 17 jewel, 5 li | , | , . f . fi 

ligne, 10K gold filled case, policy which assures you fair profit on every sale. 
ick, at crystal. it ss A ks 

cord. Retail $55.00. Most Seth Thomas* styles are Keystone priced. 


4, Backed by national advertising. Every other week 
from October to Christmas, big, powerful Seth 
Thomas advertising will appear in Lire and the 


Mid 4. The newest in dress avto- =8=8=SATURDAY EVENING Post. Many of the 20,000,000 
CaN TOK gold Wicd rah, see: apy 
5) LON — «UDK getbeck ontimegeetic, readers of these top weeklies are right in your own 
ipsa shock-resistant {incabloc}. . a h ; = -_ M k 
With expansion bracelet, re- area. Turn these prospects into customers. Make 
toil $71.50f; with fleother | 
strap, $67.50f. your store headquarters for Seth Thomas Watches. 


Write today for our new watch catalog. 
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Sf Lhomuaston ' C cnnectiout 


od the newest in fine watches 





*Reg. U.S. Pat. Off. 
tIncludes Fed. Tax 
(Prices subject to change without notice) 


by the oldest name in time 





Division General Time Corp. 
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over 50 distinctive 
palladium ( 
pieces 











Each emblem in this vy 
new 1&R De Luxe Line is 

beautifully packaged in this 

specially designed gift box 

of hinged steel. 








Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. | 
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For nearly a century, Irons and Russell have been 
the leaders in manufacturing fraternal jewelry 
emblems. Now all that acquired skill and crafts- 
manship have been brought to bear on this beauti- 
ful new line in palladium. 


This all-precious, brilliant white sister metal to 
platinum complements the fine workmanship and 
intricate detail of this high quality jewelry. 


New dies and heavy stock in the hands of skilled 
craftsmen are used to produce these durable and 
exquisite creations. You’ll find exceptional detail 
in every piece, and the weight and thickness of the 
metal give each emblem a three-dimensional feel- 
ing which is entirely different from the traditional 
flat construction of pins and buttons. 


Here’s what I & R President 
William E. Smith writes about 
his company’s new line: 





“At this writing, trade reac- 
tion has completely justified our 
faith that palladium was the 
proper medium for the successful 
launching of our new De Luxe Emblem Line. 





“One of the principal features of this line is its 
third dimensional quality, accomplished by using 
stock of extreme thickness in its manufacture. 
Palladium’s fine working qualities and its rela- 
tively light weight enable us to make outstanding 
emblems at reasonable cost. Our beautifully fin- 
ished De Luxe line has met with gratifying recep- 
tion from the trade. 


“There is no question in my mind that this union 
of the oldest emblem house and the newest precious 
metal will prove to be one of the trade’s outstand- 
ing combinations.” 








Irons & Russell Company 
95 Chestnut Street 
Providence 3, R. I. 


Please send me your free catalog and price 
list on the new T&R De Luce line. 


Name 
Address 
City State_ 
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LINE OF 


JEWEL 


se 3 TCHES — The REAl 
mun a <e HIT of Both Jewelry Shows 


BOXED 


The introduction of our NEW 17-jewel MEDANAS, as a fitting 
companion to our 7-jewel line, has been an overnight, fantastic 
success. You have never seen anything like it before in the 


SHOCK 
RESISTANT 


popular, low-priced watch business. Dress, sport, water-resistonl, 
calendar and gem-set models in an almost bewildering array, 
all priced to give you a real profit. These new 17-jewel MEDANA 
watches are your answer how to pep up new interest, new 


YQ EVERY WATCH 
ANTI- 
MAGNETIC 


excitement, to promote and create more watch sales for your 
store. NO OTHER LOW-PRICED WATCH LINE GIVES YOU 
FULL PAGE ADVERTISING IN LIFE MAGAZINE. Remember that! 
Over 4000 jewelers are featuring MEDANA. You should, too! 


EVERY WATCH 
DUST 
RESISTANT 


o 


>a . * 


gee ya /~< Over 100 Models to Select 
ATE @. 7 le«Cin 7 Jewel and 17 Jewel 


FOR 1 YEAR cae] <2 SSS aot pS a OE 
ae oh Ags, Fj : 


OUIS AISENSTEIN & BROS., 
16 East 40th Street, New York 16, N. Y. 














(FULL COLOR) 


WEAR CORO JEWELRY 


S BAZAAR 





AS ADVERTISED IN HARPER’ 
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SCIENCE GREATES A REVOLUTIONARY WATE 
10 SELL FOR A LOW PRICE NOT A CUT PRI 





NEW! WATERPROOF! 
This new Timex is guaran 
teed waterproof as long 
as crystal is intact, back 
not removed and crystal 
unimpaired. 








Unusual TIMEX Movement 

Challenges $50 Watches 

For Fine Performance 
And Accuracy. 











V-Conic Escapement — With Armalloy — \ Split-Second Accuracy—Checked by U.S. 
bearings cone-shaped balance staff is : ] Time Timeograph that is calibrated to .001 
stronger than spindly pivot shaft of conven- of a second. TIMEX challenges watches 
tional watch. TIMEX cannot be over-wound! i_x=S st a ) costing five times more. 


American science has achieved a 
triumph in creating TIMEX—and you 
profit fully from this achievement! 
TIMEX is rugged enough to take the 
beating of a foothall—yet its price 
is never ‘“footballed”, TIMEX has 
every mark of an expensive watch, 
yet you sell it at a full mark-up, not 
a mark-down! TIMEX is All-American, 


Fewer Parts—Instead of 120 parts, many American-made and American-sold Wall Test—TIMEX is amazingly anti-shock. 
bridges, TIMEX has only 98 parts, 2 plates. on0 ° Smashed against a wall—TIMEX ticks on. 
Result: greater strength, greater accuracy, —and it's all degen for _— biggest Ask our salesman about this test! 

greater precision. sales in the Christmas gift season! 


TIMEX is the only jow- in time with tomorrow, to sell today 
priced watch you can time THE UNITED STATES TIME CORPORATION 
on a Watchmaster. World's Largest Manufacturer of Wrist Watches * 500 Fifth Avenue, New York 36, N. Y. 
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WRITE TODAY! 


This talked-about assortment 
Of beautiful wide wedding 
bands including the display 
tase, sent to you on mem- 


randum, upon receipt of your 
request, _ 


This ‘“‘SHOW-STOPPER” assortment is ONLY ONE of 
10 differently merchandised trays of wide wedding 
bands. All in all, we have over 100 RING DEALS! We 
manufacture EVERYTHING IN RINGS...ask us fo 
show you our “inventory control” set-ups — reduc- 
ing inventory and increasing profits in everything, 
from baby rings to diamond engagement and dia- 
mond wedding bands, by LLOYDS OF NEW YORK. 


K. POLISHOOK & SON core. 


MANUFACTURERS OF ‘‘EVERYTHING IN RINGS’’ SINCE 1898 
31 West 47th Street, New York 19, N. Y. 


‘‘Show-Stopper”’ 
| Assortment of 
AWide Wed. Bands 

IN 14K GOLD 


WE HELP YOU SELL. these fast-moving rings. 


FREE DISPLAY CASE (pictured here; shows off 


the beauty of each ring) 


(power-packed ads that 
really sell) : 


FREE RESALE TAGS, (make your prices 


4. LN . 
authentic) 


FREE AD MATS 


OS 








Plaza 7-2227 





























“Watches equipped 
with INCABLOC™ 
outlast and outperform 
others—two to one!” 


: says Samuel T. Schwartz, 
| President, Charles Schwartz & Son, 
Washington, D. C. 





















“Through careful checking of watches brought into our Service Depart- 








: ment, we have found that those equipped with the Incabloc feature _ 


outlast and outperform (by a margin of at least 2 to 1) other models 





not containing this amazing shock absorber.” 








| Because it is the world’s most dependable shock-absorber, Incabloc is that 
| important “extra” that helps assure your customers’ satisfaction with the 
watches they buy from you. Now in use in over fifty million watches in all 


price ranges, Incabloc builds good will for you. 
Tell your customers about [ncabloc. 
| Profit from the customer good will it builds! 


| : Send for free literature, tags and other selling aids. 


THE UNIVERSAL ESCAPEMENT LTD. 


: 9 East 40th Street, New York 16, N. Y. 


incabloc 


Protects the Life of Your Watch 








Incabloc is advertised all year round in SATURDAY EVENING POST and COLLIER’S. 
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NEW COMPLETE LINE 10 
OUTGROSS, OUTNET THEM ALL! 


MODEL 551—G.E.'s 
Clock-Radio with phono- 
jack and Audio-Magic 
Switch and all automatic 
services. Mahogany 
(551), Pearl gray plastic 
(552). $49.95* 
*Slightly higher West and 
South. Subject to change with- 
out notice. 


® 


MODEL 535—Super-powered. 
Rich cordovan (535), alabaster ivory 
plastic cabinet (535W). $44.95* 





MODEL 546—Mahogany plastic. 
Alabaster ivory (547), Persian red 
(548), kitchen white (549). $39.95* 






MODEL 542—Wake up to music. 
Mahogany (542) and alabaster 
ivory plastic (543). $34.95* 


MODEL 514—New price leader in 
modern-styled mahogany plastic. 
Fine toned radio. $29.95* 


— 1 
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@ Any record player can now be 
sguemes through the new G-E 
phono-jack at back of 551 or 552. 





@ New G-E Audio-Magic Switch en- 
ables you to control record or radio 
volume by a twist of the knob. 





i MORE THAN EVER THE WORLD’S MOST USEFUL RADIO 


* With prices ranging from $29.95* to 
$49.95*, General Electric gives youa com- 
plete new line to outgross and outnet them 
all! Now you can offer America’s #1 Fa- 
vorite to fit every purse—and with no extra 
charge for choice of colors. 


Startling new Model 551 with phono- 
jack and Audio-Magic Switch opens up 
an entirely new market. For the first time, 
records can be played through a clock- 
radio and the volume of radio and records 


controlled with a single flip switch located 
on the front. Also for the first time, the 
record-player is connected with the Elec- 
tronic Servant—G.E.’s automatic appliance 
outlet. Now you can go to sleep or wake up 
to recorded music of your own choice! 


Added to undisputed sales leadership, a 
complete line and unmatched features, is 
the most aggressive advertising and sales 
promotion campaign in the entire indus- 
try. See your G-E Radio distributor today! 


General Electric Company, Receiver Department, Syracuse, N. Y. 


Gu con pu you concen 


GENERAL @ ELECTRIC 
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in these two great magazines 


LIFE ..1 LOOK 


Read by more people than any others! 


ARTCARVED DIAMOND RING ADVERTISING 
CONSISTENTLY REACHES YOUR CUSTOMERS 





IN THESE FAVORITE MAGAZINES! 


Month after month Artcarved* offers its franchised dealers greater 
national advertising support in these top magazines than any other ring- 
maker! LIFE and LOOK bring customers into your store . . . for in these 
two great magazines millions see Artcarved rings, learn to trust the 
Artcarved name and come to you for the Artcarved rings they want. 


The tremendous “sell” in LIFE and LOOK works hard for you... 
tie in with Artcarved's big new fall advertising for the easier sales that 


come to franchised Artcarved jewelers. 


ONLY ARTCARVED’S SEPARATE 
WEDDING RING ADVERTISEMENTS GIVE YOU 
A CAMPAIGN UNIQUE IN RING HISTORY! 


Separate from Artcarved's diamond rings . . . yet sharing the pages of 
LIFE and LOOK . . . this distinctive wedding ring campaign is an im- 


portant aid to greater wedding ring sales for you. 


ANOTHER GREAT ARTCARVED PLus! 
WEDDING RINGS LIFETIME GUARANTEED! 


Easier to sell than ever before . . . Artcarved wedding rings are now 
guaranteed for a lifetime! Here’s the assurance your customers want. . . 
the trusted guarantee that makes Artcarved the outstanding name in 


wedding ring sales! 


Greater diamond profits, greater diamond 
sales come to jewelers who have an Art- 
carved franchise. Write for information on 
available franchises to: 


J. R. WOOD & SONS, INC. 


216 EAST 45th STREET, NEW YORK, NEW YORK 
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Walter Winchell 


the most famous radio voice 
in America makes his 


TV debut for Gruen! 


starting October 5th in his 
famous Sunday evening spot 


Full ABC-TV and Radio Networks! 


Get set for the greatest selling season in history! 


Gruen ... the only watch manufacturer to support you and your profits 
... now puts all the dynamic power of the one-and-only Walter Winchell 
behind your entire line of value-packed Gruen Watches . . . starting with 
the “All-Star” Promotion and continuing for years to come! 








Here’s the greatest sustained merchandising blast in the retail watch busi 
ness ... an estimated audience of 20,000,000 every week! Get behind 
Winchell. Get behind Gruen! Get ahead of every sales record you ever had! 


GROEN 


THE PRECISION WATCH 
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The Gruen Watch Company, 
Time Hill, Cincinnati 6, Ohio 
In Canada: Toronto, Ontario 
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DIAMOND DIGEST 


THE NEW "FORGOTTEN MAN" 


some years ago, the term "forgotten 
man" was originated. It described a 
poor fellow, forsaken by everyone. 

Right now a different specie of 
"forgotten man" is afoot. He is 
fairly well off financially. In fact, 
ever since he married around seven 
years ago, he has been making more and 
more money. He very likely owns a car 
and a house, and he has started to 
rear a fine family. 

How, then, did this fortunate fellow 
become a "forgotten man"? It happened 
right after he purchased a diamond en- 
gagement ring from his local jeweler. 
And the one who forgot him, need we 
say, was the jeweler himself. 

The jeweler will protest that this 
is not so, that he kept the man's name 
on his mailing list. 

But how often did the jeweler make a 
special effort to interest this cus- 
tomer -— who must have been "sold" on 
his store originally —— ina larger 
diamond for his wife's engagement 
ring, or a finer wedding band? 

You may be sure that the dealer who 
sold this young man his first car has 
been camping on his doorstep ever 
Since. So has the merchant who sold 
him his first oil burner, vacuum 
cleaner and refrigerator. They are on 
their toes, attempting to improve the 
model he already has, or to sell hima 
new one. 

But the jeweler, with a few excep— 
tions, has been asleep at the switch. 
He has forgotten to remind this valu- 
able customer, now able to afford 
luxuries, that diamonds should be 
among them. Sure, that $250 engage-— 
ment ring once looked wonderful on his 
bride's finger. But now a larger 
stone is in order. The same goes for 
the wedding ring. And how about dia- 
mond earrings or diamond clips for her 
birthday, anniversary. or Christmas? 

Diamonds never disappear from the 
list of luxuries that women cherish. 
The jeweler must constantly renew his 
customer's desire to give his wife the 
most regal of all gifts —— diamonds! 

Arnstein experience has shown that 
the core of every jeweler's business 
is only as sound and as durable as his 
diamond volume. It is the jeweler's 
mark of distinction; it is also a 
measure of his success. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS’ 


Wt recently attended a luncheon 
in honor of the 19 graduating 
students of the Joseph Bulova School 
of Watchmaking and New York Uni- 
versity School of Retailing course in 
“Jewelry Store Management and 
Merchandising.” 

Seated across the table from us 
were two highly alert jewelers, Bob 
Morrow of Armstrong Jewelers, 
Waco, Texas, and Clarence Beavers 
of Robert Koerber, Inc., Fort Wayne, 
Indiana. We were quite taken by 
the conversation of these men as they 
intelligently discussed certain aspects 
of their completed course in the es- 
sentials of conducting a successful 
modern jewelry store. 

We were, naturally, impressed by 
the fact that Bob Morrow and Clar- 
ence Beavers were dressed as jewel- 
ers should be: Bob wore a diamond 
tie pin, a beautiful star sapphire 
ring, and a new wrist watch with an 
attractive expansion bracelet. Not to 
be outdone, either, Clarence sported 
a tie pin, a tie clasp, an emblem ring, 
a watch plus an expansion bracelet. 
They were truly living models for 
the merchandise they sell. Inciden- 
tally, but of course, both Bob and 
Clarence are subscribers to THE 
JEWELERS’ CIRCULAR-KEYSTONE, as 
has been every graduate of the 
course but one since its first class 
four years ago. 


o © 


HE golf enthusiast, many wives 
bitterly complain, belongs to a 
separate species all his own. Earth- 
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quakes, volcanic eruptions, or even 
outright war are not likely to disturb 
this individual when he is out on his 
favorite course. The consuming am- 
bition of each golf enthusiast is to 
make a hole-in-one some time during 
his life. Many try, but few are 
chosen. 

Lionel Rycus, general sales man- 
ager for Meyer Jewelry Co. in De- 
troit, has joined the elite ranks of 
those chosen few who have made a 
hole-in-one. Lionel aced the 120- 
yard second hole recently on a local 
golf course. 

So rare a feat was this accomplish- 
ment that Lionel’s hole-in-one was: 
reported in the sport pages of The 
Detroit News. Jeweler Rycus, we'll 
have you know, shared space with 
winners at the Olympic games, base- 
ball heroes, and noted athletes. 


o © 


RITISH retail jewelers, we 

gather, are an energetic, alert 
group of merchants. For instance, 
there’s C. D. Dyson, whose jewelry 
store stands in the shadow of Wind- 
sor Castle. Dyson has been elected 
Mayor of Windsor for the coming 
year. Another British jeweler to 
attain high public office is F. H. 
Lewis, proprietor of Botley & Lewis, 
Reading, England, who was recent- 
ly appointed a Mayor. 

Last year a British jeweler, Philip 
H. Rising, swam the English channel 
from France to England in 14 hours, 
55 minutes. This year he plans to 
swim across in the opposite direc- 
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tion, which is more difficult. It seems 
to us that jeweler Rising is certainly 
going overboard on the promotion of 
waterproof watches! 


> © 


A* interesting but not too amusing 
article was published recently by 
Fortune magazine pertaining to the 
state of retail salesmanship. How 
does today’s retail salesmanship 
stack up? It has hit rock bottom, 
says Fortune. 

The Fortune survey of five eastern 
states reveals that, in effect, there are 
too many clerks and not enough 
salesmen. Research people uncovered 
numerous instances of sales persons 
actually discouraging customers from 
making purchases. 


© © 


A POETICALLY inclined chap cor- 
nered us the other day and 
passed along the following bit of in- 
formation: it is a little more than 
100 years now, said he, since the 
poet Longfellow wrote “The Clock 
on the Stairs.” He went on to explain 
that the poem was inspired by a 
clock on the staircase of a house in 
Pittsfield, Mass., that belonged to 
relatives of Mrs. Longfellow. 

Inspired by the talk with our poetic 
friend we did a little research. It 
seems that old Henry Longfellow was 
not the first nor the last to write of 
clocks and watches in a poetic vein. 
As far as nursery rhymes go—and 
they just keep going and going—we 
all know about “The mouse ran up 
the clock.” 
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THE JEWELER’S WATCH LINE 


A MOST IMPORTANT FRANCHISE 


The Longines- Wittnauer watch line is so vast and varied in styles, types 
and prices that it can completely fulfill any demand in the price range 
from $37.50. Unsurpassed prestige, automatic consumer acceptance, 
powerful national advertising, unstinted jeweler cooperation, and the 
largest of all watch lines combine to make Longines-Wittnauer a most 


important franchise to the qualified retail jeweler. 


Since 1866, maker of watches of the highest character 
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Then Alexander Pope wrote, “Ris 
with our judgments as our watches, 
none goes just alike, yet each believes 
his own.” (We take exception to Mr. 
Pope’s appraisal of 18th century 
watchmakers. Apparently his friends 
and acquaintances wore inferior time- 
_ pieces.) 

Tin Pan Alley composers have also 
contributed a few tuneful lyrics on 
the subject of clocks and “o’clocks.” 
How about “My Grandfather’s 
Clock,” “The Syncopated Clock,” 
“Three O’Clock in the Morning,” and 
let us not overlook the invitation to 
attend the “Dark Town Strutters’ 
Ball” which advised us to “better be 
ready “bout half-past eight!” 

Quotes of this sort are just timeless 
in number. They could very well 
inspire advertising and window dis- 
play men to plan an eye-appealing 
display combining clocks and poetry. 


> © 


HE various trials and tribulations 

of a circulation manager can be 
partially understood by the following 
story. Dave Ballard, Time magazine’s 
circulation manager, opened a letter 
one morning and a tiny “pebble” 
dropped out on his desk. The letter, 
from British Guiana, read: “You'll 
find enclosed a diamond which I have 
sent to you, on a barter basis, for 





you to use to the value thereof to 
extend my magazine subscription.” 

Now Time ordinarily does not 
barter subscriptions. But the appeal 
of the situation was irresistible to 
Ballard. He had the diamond ap- 
praised by a 48th Street jeweler in 
New York City. 

He was offered $10 for it. Ballard 
closed the sale and notified the chap 
in British Guiana that his subscrip- 
tion to Time’s Latin American edition 
had been extended an additional 12 
months. 


© © 
ISPATCHES from the Interna- 


tional News Service and the 
Associated Press reveal that Walter 
Winchell, the famous Broadway col- 
umnist, will return to the air Octo- 
ber 5 over ABC-TV and radio. 
It has been suggested that the 
theme song for the program be: “The 
Wearing of the Gruen.” 


© © 


STARTLING news item from our 

Southern man in the field hit 

our desk the other day. Keith O. 

Wright, a jeweler in Clearwater, 

Florida, has taken on a new “side- 

line.” He’s going to sell automobiles 
“on the side.” 
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"Oh, Harry, it's beautiful! | can hardly wait to have it appraised.” 


FOR SEPTEMBER, 1952 


There’s nothing really wrong with 
sidelines, we always say, but just 
don’t let them side-track you. 


© © 
IDNEY S. KAUFMAN, Fred- 


ericksburg, Va., is a veteran of 
90 years in the jewelry business. In 
that long span of years Kaufman has 
come in contact with every conceiv- 
able variety of jewelry store patron. 

His business experiences are many, 
but the strangest, most eccentric cus- 
tomer he ever met was the chap who 
entered his store one day carrying 
a ladies’ gold-filled bracelet watch. 

Kaufman examined the watch 
while the customer calmly sat in 
front of the counter. The watch, a 
rather expensive model, was in need 
of a new balance staff. The jeweler 
turned to the customer and explained 
the extent of the required repair work 
and quoted a modest price. 

Without any warning sign, the 
sound and the fury broke loose in 
the Kaufman jewelry store. To the 
astonishment of the jeweler, the cus- 
tomer reached for the watch, placed 
it on the floor and mashed it with 
his heel. After the watch was com- 
pletely destroyed, the customer 
headed for the door and was heard 
to mumble, “No one else will ever 
repair this watch!” 


© © 


ES, drama, comedy, farce—all are 
met in a jeweler’s daily routine 
of meeting the public. The above 
story sent to us by S. S. Kaufman is 
just one of the many business stories 
we have received in recent months. 
Drop us a letter (literary style is 
unimportant) telling us about your 
most unusual business experience. 
THE JEWELERS’ CIRCULAR-KEYSTONE, 
100 East 42nd St., New York 17, 
N. Y., will pay $5 for each story 
published. All contributions become 
the property of JC-K and will not be 
returned unless requested. Jewelers’ 
names and towns will be used in con- 
nection with the stories unless request 
is made to omit them. 
Additional _ business 
stories appear on other pages of this 


experience 


issue. 
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HURRY! HURRY* 
Local radio and television advertising 
behind 1847 Rogers Bros. new wal 
tember “Table-Setting Special starts 
, September 8! 









With every 52-piece service of 1847 _— 
Bros. you sell at regular price ($74.50) you ° — 
complete, 42-piece set of dinnerware made Dy 


mous Edwin M. Knowles China aaa Don’t miss it! All through September your new 


UCT 1847 Rogers Bros. “Table-Setting” Promotion 

J will bring traffic to your store. It’s the biggest 
sales opportunity in silverware in years! 

Proof: one store in the Midwest sold 863 sets 

of America’s Finest Silverplate (without radio 


and television advertising!) in a two-month 
period! Store sales records were smashed! 

















Now it’s your turn! 


Still time to cash in on this proved sales-making 
idea! 





Your wholesaler has the complete story —or 


| write direct to Sales Department, 1847 Rogers 
| * 


AMERICAS FINEST SILVERPLATE 
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". . . divert attention to avert diversion... 


Raymond Abrahams; Raymond Abrahams, New York. 


“In order for the jeweler to augment the loss of sales of merchandise that is being 
sold through cigar, drug and premium, and door-to-door canvassers he must adver. 
tise locally at least once a month on staple lines. 





“In order for the jeweler in small towns to prevent his customer going to the big 
cities to buy expensive jewelry, he should contact his sources of supply and arrange 
exhibitions and sales of important jewelry at least semi-annually.” 





", . . seeds for the second watch... 
Jerome T. Agate; President, Cyma Watch Co. 


“The public’s ‘Watch Awareness’ is at a high level. Retailers should take advantage 
of this favorable situation to expand their watch sales. 


“Consumers attention should be focused on the fact that it is practically a must to 
own two watches. Present day wide range in styling and watch specialties offers the 
public opportunity to be correctly watch attired at all times. 


“The seed for extra watch sales has a natural birth in the jeweler’s service depart- 
| ment. Employees of this department should be briefed on proper approach and sales 
| talk. An incentive plan would stimulate their sales interest. The consumer at a 
; . . . ° . *,° 99 

repair counter having his watch repaired is vulnerable for that additional watch sale. 





" ,... engagement rings for the married... ! 
Alexander H. Arnstein; Partner, Arnstein Bros. & Co. 


(1) Through well conceived advertisements and promotions. The greatest poten- 
tial is among engaged couples but not to be overlooked are the millions of married 
couples, who could be induced to buy diamond engagement rings on the ‘better late 
than never’ theory. This group represents one of the great untapped sources of 
business, particularly for higher priced stones. 

“(2) Through promotion of diamond items for men—another great untapped 
source of business. There will probably be unprecedented demands for higher priced 
men’s gifts this year, particularly at Christmas time. 

“(3) By carrying a well assorted stock of popular priced diamond merchandise. 
Jewelers can’t sell from empty trays. 

(4) By promoting special items, designed to induce customers to make frequent 
| purchases of diamonds.” 








- « - opportunity with inexperienced clerks .. ." 
John H. Ballard; President, Bulova Watch Company, Inc. 


“Concentrate on nationally advertised merchandise. It is easier to sell, especially 

{or inexperienced clerks. This means more sales in less time—more profit for you. 
“More important, it is safer to sell. You want your customers to come back—but 
not with complaints. The prestige of your store can be no greater than the prestige 

and quality of the products you sell. 

“Advertise nationally advertised products. Let the people in your city know that 
the same merchandise they know from television, radio and magazine advertising can 
| be purchased at your store. Try to feature the same merchandise in your advertising 
| and window that is being advertised nationally that particular day or week. Most _ 
manufacturers advise you well in advance of the dates of their national advertising. . 
“No matter how good business is, it is better for those jewelers who hustle and 
work to get a greater proportion of available sales.” 
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aking ideas from 40 Leaders in the Industry 











“4 the clerk is the key seen 
Tom H., Briddell; Vice President of Sales, Chas. D. Briddell, Inc. 


“Give more attention than ever before to the improvement of the selling techniques 
used by your sales personnel. 

“Institute a program of intensive sales training. 

“Train your salespeople to become friendly counselors to customers, not order 
takers nor high pressure artists. 

“Urge your salesmen to carefully read and study the information available from 
each manufacturer about the quality features of his line. See that your salespeople 
study their trade paper. 

“Arrange for the sales staff to visit the factories of nearby manufacturers to learn 
more tbout the product. 

“Arrange periodic meetings where salespeople are addressed by well informed 
representatives of various lines. 

“Forever strive to become more sales conscious and make every effort to transmit 
that same spirit of sales enthusiasm to your entire organization.” 
















", . . courage, then constancy ... 
Marvin J. Bruner; Vice President, Bruner-Ritter, Inc. 


“It seems to me that the retailer could gain greatly by concentrating his buying on 
the lines that give him best profit in those departments responsible for his greatest 


volume. 


to inspire them to do imaginative, resourceful selling. 
should stick to it until it no longer pays off. 


of boys going into the Service. 





". « « business will be good, unless .. ." 
Wm. J. Carey; President, Doulton and Co., Inc. 


“This may take me out on a long limb, but my prediction for Fall is that your 
business will be very good. If your inventories are low—and they probably are—you 
may be caught with more customers than merchandise—unless you keep a fast re- 
order system going daily. With demand brisk you’re going to need to know at all 
times your ability to supply it. 

“Sensing that our dealers will be depending on more prompt service than ever 
before we ve built thoroughly adequate inventories and have streamlined our order- 
filling system. We're ready for you—make sure youre ready for your customers 
by keeping daily watch on your re-order system.” 


A gy 101 PICTURES OF PROFITABLE ITEMS 


AS SEEN AT THE RECENT SHOWS 


—-—_—_> 


“He should institute workable and worthwhile incentive plans for his salespeople 


‘‘He should advertise consistently, trying every type of media and he should not be 
afraid to experiment.. Once having established a successful selling formula, he 


“He should schedule an advertising campaign for every month in the year to reach 
engaged couples, newly married couples, new home buyers, parents of graduates and 


‘Above all—he should give some extra service to every purchaser realizing that 
he has not completed a sale until the customer comes back to buy again.” 
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L. HELLER & SON (Far | 

Irving Goldberg Bn bones ae Brave, 

given their firm's new Park Renee The recep 

simulated pearls in its new double © Serie, . 
Ette"’ case, PUrpote "¢, 





CORY CORP. (Left)—Harry R 

of Domestic Products Div.. right ysis Mater, 

electric knife sharpener to Jake come fitm's 
ity, Mo. Mi OF Keng 





GOODMAN & CO. (Far left)—Na,-: | 
right, shows Henry Papermeser Ce Goode 


; ' 0 r Pte 
tive, new line of star stone tings for he 


A. C. REHBERGER CO. (Left)—To 
Manager, shows new sales trophy ton ie we 
line of trophies for ail events, om 
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HENRY PAULSON AND CO. (Right)—Roy While, 
Advertising Manager, reported a lot of interest in 
latest model of the Time-O-Graph. 





WALTER LAMPL, INC. (Far right)—Walter Lampl 
shows a retail customer samples of some new rhine- 
stone pins. 





ELGIN-AMERICAN. (Right)—Dale Mehroff, Adver- 

tising Manager, A. B. Gellman, President, and Mort 

Vogelman, head designer (I.-r.) are all proud of new 
“Carryall” kit. 


U. S. TIME CORP. (Far right)—R. H. Bennett, left, 

Sales Manager of the Wholesale Division, and W. G. 

Shine, Division Manager Chicago area, show com- 

pany's new display package of shock-resistant Christ- 
mas character watches for children. 
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SURE COOKER CO | 7777S = MEEKER CO. (Far left)—L. D. Morris, Meee ( 
Le, wee. | shows the firm's new line of leather wallets to reto 
C. A. Sensanbaugh and Maude E. Fribier 
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NATIONAL PRESSURE COOKER (left)—Leslie ¥'* 

Chicago area representative, explains some fei 

of the new Presto steam iron to Mr. and Mf 
Butler, Roos Jewelry, St. Louis, Missout 


CASCO (Far left)—John Shields, midwest soles 
ager for Casco, shows retailer R. J. Stoker, Greto 
Miss., the firm's new stainless steel steam and ay 
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DENNISON (Left)—G. T. Hynes holds in his hone! 
of Dennison Mfg. Co.'s new ring display bors 
is part of the firm's Fall line. 
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". . . sell what your competitor doesn't have .. ." 
M. Fred Cartoun; Chairman of the Board and Treasurer, Longines-W ittnauer Watch Co.. Inc. 


“With wages and salaries at an all time high, retail jewelers have, potentially, one 
of their best seasons ahead of them. Today almost all jewelers realize that their 
competitors are not so much their fellow jewelers as retail dealers in other lines who 
ave attempting to invade the jewelers’ legitimate business, including brand-name 
watches and jewelry items. The jeweler’s most powerful weapon is his reputation 
for selling quality merchandise and giving skilled and conscientious service. Jewelers 
who concentrate on Jines which are sold exclusively through retail jewelers, and who 
build public confidence by offering only fine quality merchandise and the highest 
standards of service, should find business this holiday season exceptionally good.” 





« |. stock, merchandise and sell... . 
Charles H. Church; President & Treasurer, Church & Companv 


“There is excellent business to be done by the retail jeweler. who maintains an 
adequate stock, carefully chosen for style and quality, well displayed and who works 
at the job of selling. 

“Selling includes not only personal salesmanship by self and properly trained sales 
people, but advertising and various forms of promotion as well. 

“In our line the retailer may get much help from the Jewelry Industry Council's 
aud JC-K’s special ring promotion aids. Using these will greatly increase his ring 
sales. 

“We also furnish free to our customers, mats for newspaper advertising.” 





. . « price never guaranteed profits .. . 
A. Del Sesto; President, Van Dell Corporation 


“If | were a jeweler planning my fall business | would riot overlook my stock of 
name brands of quality jewelry such as gold filled, etc. 1 would not consider price 
alone, but have a well-balanced stock for every income level in my community. All 
people desire to wear finer jewelry. All people like to have quality jewelry as gifts 
and most of them are able to buy it if | have what they want. I would stock quality 
jewelry, present it properly, and by so doing increase my profits during the shortest 
and best season of the year.” 





"... increase the batting average in three columns .. . 
John F. DesReis; Vice President-Sales, Ronson Art Metal Works, Inc. 


“As a jeweler, | would say to myself that my major problems are: 

1—-More traffic. 2—Making sales to a larger percentage of each day’s traflic. 
3—Upping the average sales check. 

“Then | would ask myself: ‘What new ideas am I using to lift my batting average 
on each of those basics?’ 

“And to find those new ideas | would not only turn to my major suppliers but | 
would also study other types of retailers, especially those who are taking volume 
away from the jeweler. We can all learn from our competition—and I believe the 
time is here when the jeweler should and can adapt and adopt ideas from other 
merchants. Inbreeding helped the retail jeweler enormously—-but I think the time is 
ripe for some judicious cross breeding!” 





"... use... the manufacturer provides ... 
William Forstner; President, Forstner Chain Corporation 


“Indications are that sales for the balance of the year will be appreciably better than for the comparable 
period last year. Inventories are in better shape, generally, and the consumer is spending, though still judi- 
ciously, somewhat more freely. If I were a retail jeweler I would feature window displays and local adver- 
tising on the quality and attractiveness of nationally known brands. By making intelligent use of dealer aids 
provided by most manufacturers, I would constantly remind my customers that my store offers the latest 
creations and up-to-the-minute designs of leading manufacturers at very attractive prices.” 








Seen at NJA Show 
Chicago, July 27-31 


SEMCA CLOCK CO. (Left)—B. L. Weinstein, Semca 

sales manager, holds a desk clock for executives 

which gives at a glance the time in different places 

in the world. Priced at $228 plus tax, the clock lies 
flat on a desk. 


PARKER PEN CO. (Right)—James N. Black, left, 
vice president, Daniel Parker, center, executive vice 
president, and David Gullett, general sales manager, 
discuss the firm's 4-color, 2-page ad which will be 
published in national publications this coming season. 








RONSON ART METAL WORKS, INC (Left)—M. J. 

Campbell, left, lights H. M. Stein's pipe with the 

new Ronson Maximus compressed fuel lighter which 

features pin-point lighting for pipes. Prices range 
from $6.95 to $14.50. 


SPEIDEL CORP. (Right)—Phil Wolf, southeastern rep- 

resentative for Speidel, shows one of the firm's new 

wire display frames. The model he is holding fea- 
tures ‘'Raindrop"’ ladies' watch bands. 
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KREISLER MFG. CORP. (Left)—J. E. Keilus, left, 

and Tobias Stern, president of Kreisler, admire a 

group of ''Golden Crescent'’ bracelets which are 
especially designed for round watch models. 


M. J. KARPELES, INC. (Right)—C. R. Thompson 
holds a new Karpeles rosary which comes in a plastic 
and board box. Retail price is $6.50. 














LOUIS AISENSTEIN BROS., INC. (Left)—Irving 

. Rosenblum, vice president, proudly shows a new 

shock-resistant, anti-magnetic, self-winding wrist 
watch which retails at $265. 


SETH THOMAS CLOCK CO. go pee Magary, 

left, supervisor of watch sales, holds a new styled 

man's round model watch which retails at $39.75, 

°F.T.1. Harold E. Blackburn, sales manager, shows 

Seth Thomas’ new —— type wall clock, the 
"Glance." 








JEWELS BY BOGOFF (Left)—Richard Yaseen, left, 

representative in Michigan, Illinois and Indiana, and 

G. W. Stangeland, another Bogoff representative, 

admire the firm's new cuff bracelet which is being 
featured in Vogue magazine. 


IMPERIAL PEARL SYNDICATE, INC. (Right)—Dave 

Goldstone, right, vice president, talks to Henry 

Bloedel of Bloedel's, Milwaukee, who is admiring 

the model wearing the famous $100,000 cultured pearl 
dress owned by Imperial. 





W. E. SEBEL CO. (Left)—Aaron Dee, left, Dee Jewelry 

Co., Indianapolis, Ind., and W. F. Sebel, right, 

discuss some of the new diamond rings that the Sebel 
Co. recently introduced. 





CAPEHART-FARNSWORTH CORP. (Right)—E. H. 

McConnell holds a new Capehart clock-radio. Re- 

tailing at $49.95, this model features a reminder 
alarm and an appliance outlet. 





A DIRECT LINE to profit making ideas from 40 Industry Leaders 


", . « you can't win on your own terms... 
W. D. Evans; General Sales Manager, Elgin National Watch Company 


“Study your competitor! Only if you know who he is and how he operates, only 
if you evaluate his success against your own—only then can you claim honestly to be 
alive to the fast-changing patterns of the jewelry business. And only then are you 
in a position to compete intelligently and successfully for your share of the con- 
sumer’s dollar. Learn what your competitor is doing about evening-hour shopping 
and selling in the home. Study his advertising, merchandising, promotion. The 
successful jeweler of tomorrow will be the jeweler who grasps at the opportunity to 
compete. The failure will be the man who asks the world to do business on his own 


"... price gimmicks have their limits .. . 
B. M. Getman; Vice President, The Gorham Company 


“The jeweler knows his own business better than we do. We serve him best by 
rclaying the consolidated experiences of all our dealers. Our current findings are 
these: 

“Well operated club and installment plans are the best means of reaching the 
broadened market for silverware. While some ‘Price’ items are necessary in every 
store, well styled quality merchandise in the higher price brackets is moving. The 
jeweler should not neglect the promotion of finer things, else he will be at the mercy 
of the distributive outlets featuring low-end goods.” 





". . . trade dispersion is a challenge to the jeweler." 
Allen B. Gellman; President, Elgin-American, Illinois Watch Case Co. 


‘Sixty-one million people are employed (51 per cent earn over $3,000) producing 
nationally a disposable personal income of $210 billion dollars. Our population 
increased 19 million in the last decade. Family units are increasing over one and a 
half million each year. Thus we can expect normal sales, if not an outright boom. 
But who will get these consumer dollars? The aggressive retailer! 

“The rate at which commodities, in the past sold through jewelers, are now sold 
through other outlets is a challenge to the jeweler to fight for his existence and 
survival. Immediate effort is imperative. He must regain the confidence of the 
public by dealing on the highest ethical plane. He must also attract the public with 
his superior skill, knowledge and unexcelled service.” 


". « « forget the price — sell the product .. ." 
David Goldstone; Vice President, Imperial Pearl Syndicate 


“If 1 were a retailer I would reach high in an effort to secure my share of the 
$150,000,000,000 national income available during the next six months. 

“I think I would first run a consistent advertising campaign using newspapers, 
direct-by-mail, radio and television where available, and coordinate my windows 
with those advertising efforts. 

“I would capitalize on the fact that every day is someone’s birthday or anniversary. 

“I would feature the best in nationally advertised merchandise and I would use 
evesy bit of ingenuity at my command to bring people into my store for a gift that 
would be remembered long after the price was forgotten.” 





", . . everything's fine — or should be... 
Lowell F. Halligan; Vice President in Charge of Sales, Hamilton Watch Company 


“There is the opporunity this year to move the retail jewelry business out of the 
‘bargain counter’ category. I believe business generally will be good; inventories 
are fairly in balance with sales volume; the consumer appears to be conscious that 
prices have become more stable; the retail jeweler is again in the position of being 
able to feature the brands which have honest Fair Trade support. That seems to 
me to add up to an opportunity for the jeweler to re-establish himself as a fine mer- 
chant, selling fine goods at prices which do not have to be cut to be an attractive 
value. Buying policies and merchandising plans should be geared to that objective. 
Industry-wise, it’s the No. 1 job for the retail jewelry trade.” 








Seen at NJA Show 
Chicago, July 27-3} 


CHINA OVERSEAS CO. (Far left 

bins, left, and E. M. Raunheim, Ohio yew Ro 

tive, admire a new opal and amethyst recente 
set, which retails from $5 to Signed 


AMERICAN SAFETY RAZOR CORp, 

J. Begeman, right, accommodates sive) Car 

with a light from a $5000 Florentine pon” 

lighter by Ascot, which has jade. rubioc%% 

diamonds and is solid gold. Florentine Da se, 
lighters retail at a popular price, $9.90" 





E. INGRAHAM CO. (Far left)—Ted Klein Chi 
cago district sales manager, shows the ‘ 
"Little Star'' 40-hour alarm by Sentinel! Reta 

price is $3.88. — 


FLEX-LET CORP. (Left)—Joint approval js Give 
to some new Flex-Let watchbands and be 
jewelry by, left to right, C. A. Wat Woods 
Jewelers, Rock Island, Ill.; Jules Hochman Fle. 
Let; Sam Lachman, — and Jack Storti Fley. 
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WATCHMAKERS OF SWITZERLAND (Far left)— 

With time on their hands, Athon Goetz. |e 

acting Consul of Switzerland, and Paul Tschudin 

director of Watchmakers of Switzerland, proudly 
stand by their exhibit. 


POLISHOOK & SON CORP. (Left)—Discussing 

new ring selections by Polishook & Son are, lef 

to right, Sam Stellar, Basch Jewelers, Grand 

Rapids, Mich.; Philip Polishook; and Albert 

Nieboer, Basch Jewelers. The new look in two 

tone wedding bands by Polishook is the topic 
of conversation. 
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tue ERNE — Fa hy ro os LOUIS STERN CO. (Far left)—Paul Stern, presi- 
) ae. . a dent, left, Robert A, Koff, center, and Saul 
Pie , Sadow, vice president and sales manager, e- 
press their confidence in the new items from the 
firm's Fall line. 


WALTHAM WATCH CO. (Left)—Teviah Sachs 
second from left, proudly holds a new 2l-jewel 
Waltham watch which is priced at $49.75 and is 
being advertised in Life, Holiday, Collier's, and 
The Saturday Evening Post. Standing by are (I.-r.) 
Russ Williams. Harry Goldstein and Gilbert Sachs. 








OLLENDORF WATCH CO., INC. (Far left/- 
Morton Ollendorf, left, treasurer, and Adolf 
Ross, Gotham sales manager, hold a new Akt. 
gold, presentation watch with a diamond dial 
and a 1|7-jewel automatic movement. The new 
model retails at $175 F.T.I. 





7 : 
MAUTNER CO., INC. (Left)—Mac Brett, right 
Mautner production manager, shows a new jewel 
box to E. H. Ruppelius, a Winfield, Kansos, 
jeweler. Standing in the background is Mautners 
Jed Black. 





STEIN & ELLBOGEN CO. (Far left) —Surrounding 

Rudolph Samuels, company advertising manage 

are Mrs. Milton Nathan, left, wife of the firm's 
Michigan salesman, and Mrs. Samuels. 


SIMONS-MICHELSON CO. (Left)—Joseph Mot 

rison, left, and Leonard N. Simons, second from 

left, discuss one of their company's new new 

paper mats with Irving Gerson, Gersons, ** 

troit, and Ray Gerson, Myer's Jewelry Shop, De- 
troit. 
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. « « modernization — and | don't mean store fronts .. . 
Ernest S. Heller; President, L. Heller & Son, Inc. 


“The message I have for the retail jeweler is—‘modernize.’ 1 feel that the great problem for the 
jeweler right now is to become up-to-date; modern in thought, in advertising and in merchandising. It 
is not sufficient to redecorate a store front. The important thing is to streamline all departments that will 
permit the jeweler to compete successfully with his rivals in other merchandising fields who have been ag- 
gressively invading his trade. He must be up on the last minute ideas in style; he must use all the latest 
angles in advertising; he must be prepared to offer his customers those things that they want at the moment 
they want them and not six months or a year later as is too often the case. 

“This really all boils down to the question of attitude. If the retail jeweler can establish himself as a hard- 
hitting, progressive, style conscious merchant, he will maintain the position in retailing that he deserves because 
of the other qualities inherent in the jewelry business—honesty and reliability.” 


",. . opportunities knock, inside the store .. ." 
Max Jacoby; President, Jacoby-Bender. Inc. 


“Speaking directly to the Retail Jewelers and Watchmakers in America, I want to 
confine my suggestions to these few words: 

“Be sure that every person behind your counters takes full advantage of every 
selling opportunity. Make them feel that a selling opportunity knocks at your door 
every time a person walks in. 

“For example, when a customer claims a watch repair job, you have an excellent 
opportunity to up’ your sale by recommending a new watch band. It is only through 
this constant effort to sell that you can increase profit without increasing overhead. 
. Make every person in your store constantly aware of this one underlying thought: 
Every time a man or women enters your store it means that he or she is interested in 
something you have for sale. Make the most of each such opportunity.” 








. » - no peak in sight... ." 
Walter N. Kahn; President, L. & M. Kahn & Co. 


“The presidential campaign is on. That usually means business uncertainty. This 
year, however, both candidates are of such high calibre that we can well feel assured 
the nation will be well guided no matter which man is elected. 

“Now that the steel strike has been settled, high production and full employment 
are indicated with no peak in sight before the end of next year. 

“The jeweler is, therefore, justified in looking forward with confidence for good 
business during the closing months of 1952.” 





" . . beware of price and terms ..." Robert Kronstadt; Bristol Seamless Ring Company 


“The retailer should purchase to fill in his depleted stock. However, the stocking 
of poor merchandise because terms are easy or priced cheaply due to a closeout is a 
failacy the retailer jeweler should beware of. 

“New styling and production techniques have revolutionized the jewelry trade in 
the past 2 years and the retailer who takes advantage of these facts will benefit greatly. 

“The retailer needs the newest styles and best quality if he is to get his proper 
share of business.” 





.. . set sights . . . over brand names... 
Leo F. Krussman; Vice President & Treasurer, Trifari, Krussman & Fishel 


“If I were a jeweler I would appreciate and accept the fact that this is the age of 
the nationally known and advertised Name Brand. Having accepted that fact, | 
would take full advantage of the increased volume that name brands and the adver- 
tised merchandise can bring, by informing myself as to the advertising and promo- 
tional plans of my resources for the coming season. I would order large enough quan- 
tities of these numbers to insure early delivery and sufficient stock on hand to carry 
me through the busy months ahead. The trick is to have the goods available at the 
time the advertisement appears, and, by using forethought NOW, I believe you can 
look forward to the most prosperous Christmas season in years.” 











Seen at NJA Show 
Chicago, July 27-31 


BOB SCHEFFRES CO., INC. (Above, top)—Gene 

Judd, left, Bob Scheffres, center, and Robert 

Meyer, gather around a decorative electric 

mantel clock by Mastercrafter. Price: $39.95, 
plus tax. 


MELE MFG. CO. (Top)—John Valli, left, Mele 
sales manager, and Arthur F. Schloss, sales rep- 
resentative, proudly display the new ‘Duette,"’ a 
combination jewelry box designed for traveling. 


MOTOROLA, INC. (Below, bottom)—Ashton Hul- 

bert, regional sales manager for ‘Motorola, holds 

a new 3-way portable radio. Priced at $29.95, it 

has a pliable plastic board cover with simulated 
leather. 


ALTHEIMER & BAER, INC. (Below)—Left to 

right, E. L. Harris, W. M. Stockman, M. L. 

Altheimer and H. E. Multack examine a !|2-gauge 

shot gun, a promotion item for jewelers, which 

retails at $39.95 along with axe, knife, and clean- 
ing kit. 
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A. COHEN & SONS (Above, top)—Lovely La- 
Verne Muuss and Charles Cohen admire a hand 
engraved tea set made in Sheffield. $200, Keystone. 


KRAMER JEWELRY (Top)—Everywhere you look, 
says Kramer Jewelry, you'll see ‘'The Diamond 
Look"’ which characterizes the new fashion-wise 
line of jewelry by Kramer—a part of which is 
here displayed by the model at the booth. 


NEW HERMES ENGRAVING MACHINE CORP. 

(Below, bottom)—An inside ring engraver attach- 

ment for New Hermes machine is inspected by, 

left to right, F. A. Ohlsen, Ohlsen & Myers, 

Hastings, Neb.; Paul Kahn, New Hermes; Leon 
Rubin; and Maury Kaufman. 


DULANE, INC. (Below)—W. Frazier, left, and H. 


Lang examine the Dulane ''Coffyryte,"’ the only 
automatic French drip coffee maker on the 
market with temperature maintenance control. 


Retail price is $39.95. 














DAVIDSON & SONS JEWELRY CO., INC. (Above 

top)—Henry Davidson, right, and Sydney ¥ 

Davis, sales manger, look over a group of mer’ 
stone set rings. 


SHRIRO WATCH INC. (Top)—Morris Feldme 
vice president, holds a new thin automat: 
Sandzo watch model, which retails at $49.75, F1; 


SHEAFFER PEN CO. (Below, bottom)—Ciyd 
Everett, sales manager of the southern division 
shows a new Italian desk set which retails o 
$20.79 F.T.1. It will be featured in national oi. 
vertising for the Christmas season. 


WATCH MATERIAL DISTRIBUTORS ASSN. (le 
low)—Harry Ruthhart of the association point 
out some advantages of the new standard stati 


material cabinet. 
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A DIRECT LINE to profit making ideas from 40 Industry Leaders 






. . . jealously guard Fair Trade .. ." 
Benjamin S. Katz; President, The Gruen Watch Company 






“Fair Trade is not alone a great aid to jewelers but a great obligation as well. 

“Reputable manufacturers have worked hard and long to establish, maintain and 
a ey. support the benefits of retail fair trade. But because the retailer’s stake in its preser- 
wa fi “3 vation is so vitally important, it should be jealously guarded by their vigilance. 

: Ae. “The local level . . . scene of the actual retail sale, is where the greatest control 
and safeguard of fair trade’s strength can be assured. 

‘Jewelers, working individually and through their local associations, constantly 
guarding the principles of fair trade against anything that might weaken or destroy 
its protection, are the strongest positive force in assuring themselves that they will 
continue to receive the great benefits of fair trade.” 


















" .. don't get hit by the pendulum... ." 
D. W. Leach; Vice President and General Sales Manager, R. Wallace & Sons Mfg. Co. 





“To fully capitalize on the substantial purchasing power of the consuming public 
during the remainder of 1952, it is my firm conviction that the retail jeweler should 
maintain adequate inventories and energetically promote his wares throughout the 























Abeve Fall and Holiday seasons. 
1 “Inadequate stocks result in loss of sales. Jewelers who have embarked upon a 
met sound inventory reduction program should guard against the pitfalls of permitting 


the pendulum to swing too far in the low direction. 

“Sales of staple items will unquestionably be stimulated and plus volume obtained 
by effective promotion of new and exciting lines and items, particularly those of out- 
{mar standing values. Women today are overwhelmingly value conscious.” 





". .. repair your personal service .. . 
J. K. Marshall; President, C. & E. Marshall Co. 


“If I were a retail jeweler, I’d capitalize the word SERVICE in everything I did. 
I’d do everything humanly possible to make my customers feel at home in my store. 
I'd modernize and streamline my repair operations to take advantage of the best 
trafic builder in my store . . . the repair department. I’d promote my repair de- 
partment, because I know that a good repair job can mean a good customer anc 
friend. I’d make him want to come back by offering more of something that perhaps 


all of us have neglected . . . PERSONAL SERVICE.” 





- markup never sold anything .. . 
Robert E. Mohr; Director of Sales, The United States Time Corporation 





“Consideration of inventory and mark-up will prove the key to profits. Jewelers 
cannot afford to overlook fast-moving, popular-priced items, even if the lower mark-up 
does not seem as attractive in some cases. The public is more value and price con- 
scious, than ever before, and the retailer who features items that meet this demand 
must certainly build volume. Today it is ‘turnover’ that puts over the profit. Dead 
inventory, at a high mark-up, can’t compete for the profit dollar with live items that 
move when attractively presented and displayed. And, of course, the really ‘live’ 
items are those backed by national advertising and promotion.” 























", . « guessing is for gamblers ... 
Norman M. Morris; President, Norman M. Morris Corporation 





‘All signs point to a healthy, active market this Fall, in which case, the jeweler 
will share accordingly. But, more important than attempting to forecast general 
business conditions, it’s my thought that the jewelers of America will do well to 
apply the principles of good retailing year in and year out, regardless of market 
conditions. This means to stop buying on a ‘guessing’ basis. While reputable manu- 
facturers and wholesalers do not try to overload dealers, a jeweler should be a sound 
merchant ‘on his own power’. . . neither buying in meager, panicky fashion, nor 
over-extending his hand with unnecessarily big purchases.” 
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BRUNER-RITTER, INC. (Left)—R are 

executive assistant to the president, disccaseeimhic , 

of new line of Bretton men's bands with Hen ctures 
Ferester, New York representative, ned. 


ths gg BERRY & CO. 
chweighart and Joseph Mazzarin i : 
of Clifton, N. J., place order with Freaety iemelen 


, PB 
left) and Rudy Dor ne 
( ) y ne. See sales representa. 








SWANK, INC. (Left)—Irving Schwartz, sales repr 
sentative, reported keen interest in firm's @- 


of New-Gram initial gold jewelry, ™ 





MULTI-FACET CO. (Right)—Alex J. Kopstein, pres 
dent, showed jewelers the fiery brilliance in every oe 
of the 98 facets in a Multi-Facet diamond by use of 

the Spectrosphere shown here 








BEATTIE 


“{ a ee er 
Seen at ANRJA Show . ». \—r - pS YOUCAN POINT gh 


New York, August 10-14 
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BAKER & CO., INC. (Left)—Among the many attrac- 

tive jewelry items on exhibit at the Baker booth was 

the gold and palladium tie pins and cuff links made 

by Krementz & Co., Newark, N. J., admired here by 

Jack Vidt (left) and George J. Kimmerle, sales rep- 
resentatives. 


BEATTIE JET PRODUCTS, INC. (Right)—Featured at aS i : 1 feat — Liehie 
the Beattie exhibit was a new line of desk model st Me ; 
lighters which have hand-tooled leather bases avail- 
able in pigskin, wine red calf and black morocco. 
Showing new item are, |. to r.: George L. Walker, 
v. p.; George |. Reid, advg. mgr., and E. A. Charles, 

asst. secy. 





CYMA WATCH CO. (Left)—Directing attention to 

new line at Cyma booth were, |. to r.: Herb Tischman, 

sales representative; E. C. Matthews, asst. sales mor.; 

Samuel Korman, mdse. mgr., and Mark Breslau and 
Jack Granity, sales representatives. 


REED & BARTON (Right)—Joseph H. Martin (left), 
vice president in charge of sales, received many 
favorable comments on the firm's new sterling pat- 
tern, ‘Silver Wheat,"' a piece of which is displayed 
here by Matthew H. Bury, assistant sales manager. 





R. F. SIMMONS CO. (Left)—George C. Spellmeyer 
(left), N. Y. sales representative, and Hayward H. 
Sweet, vice president and sales manager, were happy 
about enthusiasm for new "Mr. Slim" tie-clips whic 
are available in sterling and gold filled. 


KIMBERLY GEM CO. (Right)—James S. Martell, 
president, fastens necklace which once belonged fo 
royal family of Siam on Mara Kim, Oriental balle- 
rina. Valued by its owner at $15,000, the necklace 's 
made of Siberian amethysts and genuine pearls. 





POOLE SILV 











JACKSON VITRIFIED CHINA CO. (Left)—Retaile 

George S. Wheeless of Thomaston, Ga., is shown Q 

dinner plate in the ''Countess Madison Teal'' 

by Hal M. Copeland, Southern representative, a 

Miss J. Gould, N. Y. office manager. The 93-piec 
service retails at $200. 





POOLE SILVER CO. (Right)—Richard Kaplan (left) 
midwest sales representative, and Arthur Kaplan, 
president, proudly display Old English, hand-ches 
sterling tea set. Complete seven-piece set with fay 
retails at $1720, plus Federal tax. 

















", . . profits ... not just prestige .. ." 
Craig D. Munson; Vice President and General Sales Manager, The International Silver Co. 


“The retail jeweler should strive for a better balance in his silverware department, 
particularly with respect to flatware which constitutes roughly 80 per cent of the 
silverware business. He should be able to serve not only the sterling customer, who 
can afford to spend $30.00 for a single place setting, but the customer who must buy 
a whole set of eights for $30.00, and all those customers in between. 

“Many jewelers are losing sales dollars as well as store traffic by overlooking the 
fact that fully 90 per cent of America’s tables are equipped with knives, forks and 
spoons other than sterling and that more than 50 per cent of the dollar sales of 
flatware are done in the various qualities of silverplate and stainless steel.” 








" .. everyone must be customer conscious." 
W. E. O’Brien, General Sales Manager, Toastmaster Div., McGraw Electric Co. 


“If I were you Mr. Retailer, I would want to know what my customers think of 
my store. I would be sure that everybody in my employ is customer conscious. Too 
many sales and customers have been lost by lackadaisical salespeople. 

“Then I would be certain that I carried properly priced merchandise, in which I 
had confidence and that customers want. I would display it to advantage and adver- 
tise it consistently. Above all, I would employ every means possible to improve selling 
technique in my store and never overlook the attitude of the customer, for it is he 
who determines whether or not my business will progress.” 


. . . forget the excuses... 








G. H. Niemeyer; President, Handy & Harman 


“Growls in the Trade might make one feel that business is not too good, but will 
someone please explain why our retail sales excise tax payments for first five months 
of 1952 are $2,822,186.00 more than they were for the same period in 1951? 

“Heavy inventories, fewer weddings, hot weather, politics, less consumer spending, 
the steel strike are some of the reasons given for complaints about business. Forget 
the excuses! Employment is high—people have money and they will spend it if you 





have something they want. 





",.. 5.5 turnover, against 1.5...’ Thomas Press; Sales Manager, Swank, Inc. 


“The profitable retail operation of today is based en how many times you can turn 
your stock. 

“The jewelry departments in department stores have built a very profitable jewelry 
volume based on sound merchandising policy built on brand names with consumer 
acceptance which assures quick turnover. They take full advantage of the merchan- 
dising, promotion and advertising programs offered by leading brands. They are 
quick to tie in with local newspaper advertising and inter-store promotions and avail 
themselves of all services that are offered by leading manufacturers. 

“The rate of turnover according to statistics for department stores is approximately 
9.9 as against 1.5 for the jeweler. The high rate of turnover is the answer to a profit- 
able operation.” 


", . . operation TARGET...” 


“Jewelry and Silverware business should be good this Fall if we go after it.” 








William J. O'Meara, Jr.; Sales Manager, Ascot Lighter Division, American Safety Razor Corp. 
“SELL AND PROMOTE! Business for the balance of 1952 will be good, 10 per 


cent to 15 per cent ahead of last year, but only for the aggressive, merchandising 
minded jeweler who will ‘sell and promote’. 

“Target for this year; new ideas, new customers, quicker turnover. Present efforts 
are not enough. Kno-y your merchandise, indoctrinate your sales people, tie in with 
powerful product and advertising campaign themes. Merchandise in terms of 
window and counter promotions and, above all, sell your store. 

“Create, with imaginative new ideas, a real desire for the potential customer to 
visit you. Unicue mercl.andising ideas, real sales ability and hard hitting promotions 
will be the key to increased business for the balance of 1952.” 














Seen at ANRJA Show 
New York, August 10-14 





ELGIN NATIONAL WATCH CO.—On hand to serve 
retail jewelers at the Elgin exhibit were, left to 
right: H. E. Rich, sales manager of the firm's Wads- 
worth-Hadley Division; A. L. Rowe, Elgin vice presi- 
dent, and Harry Lynch, eastern sales manager of the 
Wadsworth-Hadley Division. 


MARVELLA PEARLS, INC.—Retailers were greeted at 

the Marvella exhibit by Leonard Newhouse, vice 

president, who showed them the company's new line 
of simulated pearl bibs and chokers. 


S. J. SURNAMER, INC.—Arthur Schindler (left), art 

director, discusses new Christmas direct mail catalog 

with William Surnamer. The colorful new mailing 
piece is available at nominal cost to jewelers. 


HAMILTON WATCH CO.—D. F. Chapman (left), 

district sales supervisor, and John Hall, eastern dis- 

trict sales manager, examine special display unit 

which advertised the fact that Hamilton is sponsoring 

a new television show—''Your Jewelers’ Showcase''— 
in the fall. 


a 


HOLZER WATCH CO., INC.—Center of attraction a ae 
at the Holzer exhibit was this display unit featuring Heliorss 
| Tissot's ‘‘Navigator"’ which automatically tells the er 7 
ai — ‘ time the world over. Flanking the exhibit are Julian iideaeey 
Wes _— g Holzer (left), president; Sidney Langsam, N. Y. rep- 
ones ) Ie ES resentative, and Ted Kreuter, secretary-treasurer. 


HELBROS WATCH CO.—Three Helbros sales repre- 
sentatives show the new ''Wind-O-Matic,"' which re- 
tails at $150 FTI, to Jack Ronson (left), of Baird- 
North, Inc., Providence. Shown left to right are: Mr. 
Ronson; Bernie Morris, Joe Priest and Ed Lawrence. 


NORMA PENCIL CORPORATION—A complete as- 

sortment of Norma multikolor pencils were shown at 

the firm's exhibit by Samuel Jacobs (right), president, 
and his assistant, Martin M. Greene (left). 


ADMARK—Albert Adler, president of Admark, and 
Sandra Becker, a member of the firm's office staff, 
hold a two-foot scarab bracelet which is reputed to 
be the world's largest. The bracelet is available for 
display purposes to dealers throughout the nation. 


TELECHRON, INC.—Directing attention to the com- 

plete new line of clocks for every room in the house 

at the Telechron exhibit were, left to right: R. A. 

Thomas, N. Y. sales representative; E. C. Pease, mer- 

chandising manager, and E. F. McManus, assistant 
to the sales manager. 


LINDE AIR PRODUCTS CO.—Wide interest in new 
developments in titania was shown by visitors to the 
Linde exhibit. On hand to greet jewelers were Irving 
Brown, Jr. (left), eastern division sales representative, 
and W. H. Dickie, of the sales department. 


PSRs 


ae . as C. J. BATES & SON—L. B. Woodcock (left), sales 
flees i representative, shows new jewel-box-style manicure 
Mp set which retails at $16.50, plus tax, to Emil Krohn- 
gold, retailer of Ashtabula, Ohio. All of the set's 

seven implements are gold plated. 


PHYLLIS ORIGINALS, INC.—Phyllis O'Neil and C. 
J. O'Neil (right), retailers of Rochester, N. Y., are 
shown a new Scitarelli creation by William Mancini, 
Phyllis Originals designer. Earrings and necklace 
set retail at $15.00 boxed, without Federal tax. 

















A DIRECT LINE to 


“All too many business men worry exclusively about current problems and possible 
{roubles that may never happen. After all, tomorrow’s dentist appointment does not 
mean that we are on our death-bed. 

“All too many business men overlook the long-range viewpoint in their pre-occupa- 
tion with immediate problems, and in so doing, fail to carry out forward-looking 
selling, advertising and business building plans. 

“The jewelry business is a good business. No industry has, relatively, more manu- 
facturers willing to give help and aggressively promoting their merchandise by sound 
jong-range advertising and merchandising programs. 

“Of course, we must meet the day to day problems, but we should not let the 


profit making ideas from 40 Industry Leaders 


". . . an invitation to good treatment .. ." 
Robert A. Pond; President, A. H. Pond Co., Inc. 


“For me, a producer of goods, to offer suggestions to experienced retailers might 
seem presumptious were it not that basically our problems are similar. We can 
produce or buy our heads off, but unless we sell we are sunk. 

“What would I do to get profitable business in a retail store? Well, there are 
many things but fundamentally here it is. I would preach to my clerks that—BUSI- 
NESS GOES WHERE IT’S INVITED AND STAYS WHERE IT’S WELL TREATED. 

“If I practiced what I preached and made mighty certain my clerks did too I would 
expect success. 

“There are so many ways to invite business— various forms of advertising, 
promotions, display, store front, layout, personal solicitation, etc. It’s so easy to 
treat business well—courtesy, promptness, honesty, a touch of personal interest and, 
of course, good merchandise. 

‘“The consumer has the money. Will the jewelers get their share? We are all work- 
ing together in this industry to help him do it.” 


“.. dentist or death bed .. ." 


Miles E. Robertson; President and General Manager, Oneida Ltd. 






































gleom of current local or world events blind us to the expansion that is going on in 
this country. The next decade will show a tremendous growth if we continue as 
practical optimists. Let us remember too that a good business man will survive in 
any type of economy.” 





- .. simple ... do it each day.. .' 
Teviah Sachs; President, Waltham Watch Company 


“The most important contribution a Jeweler can make to his successful operation 
in the decisive four months ahead would be to get each day’s work done each day. 

“After setting up general plans, every one of them should be implemented. Just 
setting plans up and not following them through is often the most costly in business 
operation. 

“A sound merchandising plan predicated on realizable goals and carried through 
intelligently and with the utmost industry will guarantee the maximum results for 
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future matters.” 





“, . . nobody can cancel Christmas .. . 
William E,. Smith; President, Irons & Russell Company 


“It is my opinion, based on my travels to fifty cities a year, the coming Fall 
season will bring unusual results to those Jewelers who make an aggressive, unhesi- 
tating approach to their selling problems. Beyond a doubt, the majority of inven- 
tories are now at or beyond normal levels. We, at Irons & Russell, believe this to 
the degree that our supply of merchandise available for holiday shipment is now 
being built to its highest level. | 

“Rather than give a message to the retailer, I would rather address one to the 
entire industry. Let us realize that the seller’s market is a thing of the past and 
approach our respective customers in a manner indicating that we honestly believe 
we merit their support. Regardless of strikes, elections or uncertain economic condi- 
lions, nothing has or ever will cancel Christmas or the spirit of Christmas. Above all 
others, it is the Jewelers’ Season. Let us ‘grasp it!” 
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Seen at ANRJA Show 
New York, August 10-14 


ANSON, INC. (Far left)—An enthusiastic r i 
accorded this new Anson display unit which’ heats 
dozen assorted jewelry sets. It's shown here by Ol - 
Anderson (right), president, and H. William Coulth 
administrative assistant. = 


BULOVA WATCH CO. (Left)—One of the most Popul 

items at the Bulova exhibit was the firm's new clock puter 
shown here by Sam P. Epstein (left), eneciilive 
president, and Mort G. Evans, his assistant, |+ retails a 


$49.95 and is being sold through jewelry stores only 


L. LURIA & SON, INC. (Far left)—Retailers Mark £ 
Holt (center), of Petersburg, Va., and C, fF. Neese 
(right), of Burlington, N. C., look over seven me 
silverplated coffee and tea set which retails at $5 
Federal tax. Assisting them is Joseph D. Magid 

president. 


“Piece 
» Plus 
vice 


HERSCHEDE HALL CLOCK CO. (Left)—Robert H. Her. 
schede (left), vice president and manager of sales was 
pleased with the reception given the Westminster chime 
mantel clock shown at the right which retails at $75, piu; 
tax. Others in picture are Lee Maggio (center) ond 
Otto E. Borowski, east coast sales representative. 


J. R. WOOD & SONS (Far left)—W. Waters Schwab 

president, looks on as lovery Pat Burrage models |? 

Artcarved wedding and engagement rings valued a 
approximately $50,000. 


BABCOCK BOX CO., INC. (Left)—Melvin J. Young, 
sales manager in New England, reported good recep. 
tion to the jewel box shown here which is covered in 
Chinese patterned satin. Retailing at $5.95, it features 
brass corners and double heavy construction. 


LEDO JEWELERS (Far left)—Niel Kropf (left) and Mickey 
Baskin, sales representatives, were happy about enthusi- 
asm for the rhinestone necklace and earring set in white 
metal featured here. Part of nationally-advertised ''Frozen 
Fire'’ group, it retails at $17.50, plus Federal tax. 


GRUEN WATCH CO. (Left)—Announcement was made 
by Henry Dorff (left), director of advertising, that Gruen 
will sponsor Walter Winchell this fall on a 65-week series 
of radio and TV shows. Henry Cole (right), of the sales 
force, stated complete ABC facilities will be used. 


FORSTNER CHAIN CORPORATION (Far Left)—Retailers 
James E. Hart (second from right), of Waycross, Ga., 
and Joseph Jerger (right), of Thomasville, Ga., admire 
Forstner's new line of gold filled jewelry. With them are 
sales representatives M. Kleinfield (left), and Harry 


Taylor. 


AXEL BROTHERS, INC. (Left)—Arthur H. Berger (left), 

sales supervisor, shows firm's coronet display unit for 

diamond bridal sets to Mr. and Mrs. James Snyder, re- 
tailers of Sunbury, Pa. 


B. A. BALLOU & CO. (Far left)—Center of attraction 

at this exhibit was the sterling silver, gold finish jewelry 

in the background which is flanked by Paul Monohon 

(left), sales manager, and C. Harry Martens, manager 

of the N. Y. office. Set comprising necklace, bracelet 
and earrings retails at $32, plus tax. 


FANTASY OF JEWELS (Left)—Traveling sales representa- 

tives Seymour Markinson (left), and Sidney Rich (rign 

directed attention to the seven-row rhinestone bracele 

held by Alexander Fuchs, president. Featuring center 

emerald-cut stones and marquise stones at each end, 
the bracelet retails at $24 FTI. 











"|, fed up on phonies . 


“Because the consuming public has become cautious as a result of the mass of 


". . . the marriage, promise and replacement... 
Vaughn T. Salter; Vice President and General Manager, Traub Manufacturing Company 


“Business will be better for six and perhaps 12 months, but jewelers will have a 
smaller potential for diamond ring sales unless they do something about it. The 
low birth rate of the early thirties is largely responsible for the decline in marriages. 

“But there are two other markets long neglected, which we hope will more than 
compensate—the ‘promise’ and the ‘replacement’ markets. 

“Our jewelers will have effective advertising and promotion facilities to do this 
job. The results depend on how aggressively and consistently they are used. 

“Many engagement diamonds were ‘promised’ in the early thirties, others need 
replacing. They can be sold now.” 


W. Waters Schwab; President, J. R. Wood & Sons, Inc. 





‘phoney’ sales (the promotions of merchandise whose principal attraction is mark-up 
rather than value) it behooves the retail jeweler to promote merchandise that the 
public wants and has confidence in, thus strengthening his own reputation in his 
community and creating satisfied customers.” 


ss 
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. . . choose your competitors .. . 
Paul Stern; Louis Stern Company 


“If I were a retail jeweler | would train my sales force and myself to ‘trade up’ 
for the oncoming season. 

“Financial reports show more money than ever available for spending. 

“Public buying for the past 18 months has been strong in the heavy goods indus- 
tries. This market should be temporarily satisfied, leaving a greater percentage of 
the consumers’ dollar for purchasing jewelry for Christmas gifts. 

“The public looks to the jeweler for quality, so ‘trade up’ by selling high grade, 
well known, trademarked items of quality. Do not be afraid of price. Do not try 
to compete with the department store, drug store or speciality shop.” 





'. » « be popular; promote popular prices .. ." 
Tobias Stern; President, Jacques Kreisler Manufacturing Corporation 


“The Federal Reserve Board reports that more and more consumers now believe that 

prices are unlikely to go down. The jeweler’s problem is to get his share of the resulting 
Increased interest in buying. 
_ “First of all, he should promote and display low-priced merchandise. Of course, 
jewelers should advertise the big ticket items too. But low priced, profitable jewelry 
from $5 to $12.50 will foster the idea that jewelry stores sell popular-priced gifts. 
Such promotions will create traffic: prospects for higher-priced items, as well. 


“Second, the jeweler must have a selection of the latest styles. The life-blood of 
buying each year is provided by the new idea for which people are shopping.” 








. reduce overhead by accelerating sales .. . 

Jack K. Storti; Executive Vice President, Flex-Let Corporation 

“The best means of combatting today’s skyrocketing overhead is for the jeweler 

to get greater profits, faster turnover and increased sales. All three are available 
to the jeweler in the fastest selling item in his store—watch bands. 

“Hold regular sales clinics in your store—impress your sales personnel that a 
watch band presentation must be made to every watch repair customer—to all cus- 
tomers! Educate clerks to step up unit sales with proper suggestive selling. 

“Every time an inferior, low-priced ‘promotional’ watch band is sold you not only 
tose the full profit you might have had but your store’s good will is placed in jeopardy. 
“Sell Fashion-right styling to start the sale—guaranteed quality to clinch it!” 


































































Seen at ANRJA Show 
New York, August 10-14 


A. BLUMSTEIN, INC. (Above, top)—Stanley Blum- 

stein (left), and sales representatives Armand 

Korta (center) and Bert Levine, show new line of 
Lucien Pjccard lapel and boudoir watches. 


MANCHESTER SILVER CO. (Above)—Happy about 

reception given new sterling butter dish were, |. to 

r.: C. M. Rebok, J. Carl Gould, George A. Blakeslee 
and J. J. Gould. All four are on sales force. 


CROTON WATCH CO. (Below, top)—Proudly dis- 
playing new Croton motion display unit are, |. to 
r.: Ben Mandel, salesman; Sid Asherman, sales mar.;: 
Sidni Zimmerman, advg. mar., and salesmen Charles 
Weyrich, Eli Savel and John Kan. 


BRISTOL SEAMLESS RING CO. (Below, bottom)— 

Sales representatives Barney Lessner (left), and 

Joe Stern reported much interest in new iine of 

palladium engagement and wedding rings which 
they display. 




















R. WALLACE & SONS MFG. CO. (Above, top)— 
Snapped by the cameraman during confab were, 
|. to r.: John Miller, asst. mdse. magr.; Walter Mar- 
tin, director of trophy sales; Donald W. Leach, v. p. 
and gen. mgr., and Paul Mansolf, asst. sales mgr. 


FEATURE RING CO. (Above)—Henry Peterson, 

president, shown here with his wife, received many 

favorable comments on new bridal display unit with 
revolving stand shown in background. 


VACHERON & CONSTANTIN-LE COULTRE (Below, 

top)—Everett Mayer, sales mgr. and v. p. of this 

division of Longines-Wittnauer, shows tiny ladies’ 

watch to veteran salesman, Fred Wilkinson, with 
firm 54 years. 


J. & H. FLYER, INC. (Below, bottom)—Displaying 

trays of new and attractive watch cases are, |. 

to r.: Lothar Gates, Gerald Flyer and Louis M. 
Rothenberg. 














CHURCH & CO. (Above, top)—Stanley £ ¢ 

(left) and Alma Otto discuss features of tm 

and 14 karat gold ring line with W. B, Hitd. 
of Xenia, Ohio. 


THE JEM CO. (Above)—David Pinkas (righ 

plains new and efficient watch repair tag; 

ing system to Wm. S. Preston, well-known rs 
of Burlington, Vt. 


LONGINES-WITTNAUER WATCH CO. (Below, 

—George Keerson (left) and Lou Salter, both» 

bers of sales advisory board, show new |& i 

thin man's watch which has 44 diamonds on be 
Retails at $495 FTI. 


EMIL LEICHTER WATCH CO. (Below, bottor 
Discussing case design of new line of men’s 
are Ted Lisnow (left), Dinhofer Bros. Co, 

York, and Hy Sohner, Leichter sales manage 
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W RONSON DEALS YOU A WINNING HAND! 
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BIG SALES IN THE CARDS FOR YOU... 


IF YOUR RONSON ASSORTMENT 





IS COMPLETE. ORDER NOW! 


The experts agree...every sign points to rap- 
idly rising retail sales for Fall and Christmas! 
And Ronson is directing this record traffic 
your way with a powerful Fall advertising 
campaign. Exciting advertisements will pre- 
sell the readers of America’s leading maga- 
zines...and television spots in key cities will 


® 





\s: Nationwide Publicity 
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LIGHTERS SHOWN IN REDUCED SIZE 


bring the Ronson name into millions of tele- 
vision homes. 

Be prepared to meet the demands of these 
Ronson-conscious customers. Place your 
orders now! Be sure your Ronson assortment 
is complete—and turn this heavy traffic into 
heavy sales for you! 





WORLD’S GREATEST 
Ronson Art Metal Works, Inc., Newark 2, New Jersey 


ONSON 


LIGHTER 
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Christmas Sales Help From the Bank 


During the Christmas season Irving Chayken needed extra salesmen. For courteous, 


dependable men, he didn’t have to look any further than his neighborhood bank. 


ania CHAYKEN, of Armstrong Jewelers, 
Hammond, Ind., has more money in the bank this year 
because he went to the bank to find his extra Christmas 
help last year. 


Chayken rates as one of the best merchandising ideas 
he has come up with in more than 25 years as a retail 
jeweler the hiring of bank personnel to fill out his sales 
staff during the Christmas rush. He has learned, as have 
most jewelers, that year-round merchandising is impor- 
tant, but the year-end sales figures are ultimately made 
or broken during the three or four weeks before Christ- 
mas. During these periods, customers are buying more 
than shopping. In the majority of cases, they have 
already decided what merchandise they want and come 
into a jewelry store largely to verify prices and make 
their purchases. In such a situation, courtesy and bear- 
ing on the part of a jeweler’s sales staff are as important 
as a knowledge of jewelry merchandise. In this respect, 
bank personnel, most of them tellers, qualify as well as the 
regular members of the store’s sales staff. 


Chayken himself lists four main advantages which are 
a part of the bank employes’ regular business makeup: 

(1) They are dependable. 

(2) They are trustworthy and honest. 

(3) They are experienced in meeting the public and 
have a good bearing in dealing with customers. 
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(4) They are experienced in handling currency and 
checks. Several times during last year’s Christmas rush. 
Chayken or members of his regular sales staff found 
themselves at a point of indecision in accepting large 
checks covering jewelry purchases. In every case, at 
least one of his teller-salesclerks had a personal knowledge 

(Please turn to page 153) 
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Bank personnel had little trouble in adjusting to life bole 
jewelry counter. They proved to be assets during Christmas rust. 
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A thriving diamond department is the surest road to 
merchandising success for a jewelry establishment. When 
you make diamonds your main attraction, you enjoy multi- 
ple benefits ...in each and every phase of your business. 
If your objective is the increased sale of diamonds,,. 
America’s fastest-growing diamond house can help 


you get on the right course... today! 


LOS ANGELES 13, CALIFORNIA 
220 West Fifth Street 
MUtual 3173 


CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-7791 


DALLAS 1, TEXAS 
1802 Main Street 
PRospect 1041 


ANTWERP, BELGIUM 
CAPE TOWN, SOUTH AFRICA 





Diamond Photographs Courtesy of 
De Beers Consolidated Mines, Ltd. 
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Good repair workmanship is necessary to build a reputation. By the same token, alert 


merchandising in publicizing this workmanship is necessary to produce healthy profits. 


Do you look upon your repair department as a neces- 
sary evil or as a unique opportunity for producing healthy annual 
profits, building good-will and increasing store traffic? To be 
specific, if yours is a jewelry store, does the repair department 
account for at least 15 per cent of your annual profits? If yours is 

a repair shop, are you using the prestige and store traffic you have to expand your 
business and include profits from the more lucrative jewelry merchandise? 


If the answer is “No,” your thinking regarding the purpose and advantages of 
the repair department calls for reconsideration and re-evaluation. What you need 
is a planned merchandising program to elevate the repair department to the posi- 
tion which it so rightfully merits. 


{> 


While most jewelers maintain repair departments, too few of ll 


them realize that a repair operation can be one of the store’s WLS, 


biggest single builders in the traffic and sales it makes possible. 


The extent to which a jewelry firm can profit directly from 
its repair department is demonstrated by the ten-store chain of 
Olsen & Ebann which garners $100,000 a year from its repair departments. That ts 
big business and the Olsen & Ebann chain treats it as such. Their repair depart- 
ments are operated on the same business-like basis as the merchandise departments. 


Yet despite the fact that some jewelry firms do a booming 
business on watch and jewelry repairs alone, some jewelers have 
failed to realize the full potential of their repair departments. 
Too often the repair department is the step-child when merchan- 
dising and advertising plans are discussed; it is truly the forgotten 

man of jewelry merchandising. The average layman’s indifference to his jeweler’s 
repair services stems directly from the jeweler’s own indifference in promoting them. 


Consequently, the American consumer takes his watch for granted. Unaware 
of the complexity of his timepiece, he is led to believe that his watch will run effi- 
ciently year-in-and-year-out with little, if any, care. Yet, this very man will go to 
great pains to see that his automobile is given periodic check-ups, regular oil changes, 
etc. Why? Because he has been conditioned to do so, conditioned by alert mem- 
bers of the automobile industry. 


What can you do about putting your customers in a similar 
frame of mind about watch servicing, where they will become 
watch-repair conscious to the extent that they will visit your store 
once a year for a watch check-up? 





First, you must constantly remind the public right from the 
time you sell a watch that a timepiece is a delicate, highly intricate mechanism 
which requires periodic inspections. Second, you must establish your store as a 
dependable, first-rate firm in watch repairing. Let us turn now to case histories which 
reveal how other jewelry firms have successfully merchandised their watch repair 
departments. | (Please turn to page 140) 
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= every jeweler recognizes the 
advantages of his repair department. But like many 
advantages that have been with us for a period of time, 
jewelers take for granted their repair departments and 
fail to reap all the benefits which they are capable of 
producing. To what extent is this true? 

In order to find out the facts, THE JEWELERS’ CiRcU- 
LAR-KEYSTONE recently conducted a survey in which 2077 
retail jewelers throughout the United States were sent 
pertinent questions concerning their repair departments. 
These 2077 stores were not chosen at random—they were 
chosen because together they are representative of the 
different groups of jewelry stores having varying annual 
sales volume. As an example, since 15.8 per cent of 
jewelry stores in the country have annual sales volumes 
of $30,000-$50,000, approximately 15.8 per cent of the 
2077 stores which received JC-K questionnaires are in 
the $30,000-$50,000 category. As a result, these 2077 
firms constitute a genuine sampling of the varied jewelry 
stores in the United States. 

The great interest which jewelers have in repairs is 
evidenced by the 866 retailers (over 40 per cent) who 
took time out to answer JC-K’s questionnaire. A 25 per 
cent return, as a matter of fact, is usually considered 
high on such surveys, and even 15 per cent is deemed 
sufficient to produce reliable statistics. 

The JC-K survey indicates, above all, that jewelers 
do consider their repair departments as assets. Their 
considerations are based upon the fact that repairs con- 
stitute at least 10 per cent of the average jeweler’s busi- 
ness. More important, however, is the store traffic created 
by a repair department and the sales of new merchandise 
this traffic creates. Furthermore, one must consider the 
intangible benefits derived from a good repair depart- 
ment: increased prestige for the store and added com- 
munity confidence. 


TRAFFIC BUILDING 


The importance of a repair department cannot be 
fully appreciated solely in terms of direct profits. When 
considering the traffic building aspect, the importance of 
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Are You Getting Ay 





the repair department looms even larger. This increased 
traffic created by the repair department subjects cys. 
tomers to displays of merchandise. Alert merchants cap 
and do channel this store traflic to the sales of ney 
watches, watch attachments, jewelry, giftwares, etc, 
Jewelers were asked in the survey what percentage of 
their sales of new merchandise was made possible by the 
store traffic developed by the repair department. Here's 
how 763* jewelers answered this question relating spe: 


cifically to new watches. 
272 said 10% of new watch sales due to repair departmey 
189 66 20% 66 6“ 66 ée 66 66 6 
106 6é 30% 6e te 


52 66 40% 66 és 66 66 66 66 

79 66 50% sé be 66 66 

17 66 60% 66 be se 6s 6s . 6< 

19 66 70% 66 66 e- 6s 6s * 6 66 
9 sé 80% ‘“ és ee 6s 66 66 66 66 

90 66 90% 66 66 és 66 66 66 és a 





* As no single query in any survey is answered by all persons 
replying, numbers cited above indicate total jewelers answering 
a specific question. 
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You Should From Your Repair Department ¢ 


Compare your repair operation with the results shown here from JC-K’s just 


completed survey of over 2,000 retail jewelers throughout the country. These 


facts may help you in determining if you are fully capitalizing on this department. 


Customers attracted to a store’s repair department are 
logical prospects for new watch attachment purchases. 
Here’s how 778 jewelers estimated watch attachments 
sales made possible by the repair department. 


149 said 10% of watch band sales due to repair dept. 


163 20% “ 

122 “ 20% “ 

84 ee 40% ee ee ee te ee . ee 
132 6s 50% 6s ee ee ee es ee ee 6s 
46 ee 60% ee ee &6 es ee es &* ee 
31 oe. 10% ee t- ee 6. 6s e< 

31 ee 80% ee *- &e e 66 ee ee ee 
90 6eé 90% ee e. ee 6s ee e* te ee 


The prestige and confidence building powers of a repair 
department are further attested to by the sales of jewelry 
merchandise. Nearly 40 per cent of the jewelers in the 
survey estimated that the repair department accounted 
for sales totaling 10 per cent of the store’s annual volume. 
The breakdown of answers is as follows: 


333 said 10% of “jewelry” sales due to repair dept. 


148 66 20% 66 6 

97 66 30% 6 6s 66 6 66 66 66 
39 66 40% 6e 6s 6s 66 66 ‘6 66 
39 66 50% 6s ss 66 66 66 “6 66 
10 66 60% 66 66 66 66 66 Be 66 
12 66 70% “ 6s 66 6 6< rT) “e 

3 66 80% 66 66 66 6é 66 66 66 

7 66 90% 66 66 66 66 66 66 66 






























PROMOTION 


Statistics reveal that jewelers do consider their repair 
departments as assets. Furthermore, jewelers readily 
admit that repairs are a nice source of profit, both 
directly and indirectly. Yet when the question of mer- 
chandising and promoting the repair department arises, 
it is strangely overlooked. Indifference characterizes the 
jeweler’s attitude toward his repair department. 

In the JC-K survey the question was asked, “Do you 
advertise your repair department?” The answers were 
startling. Out of 866 jewelers only 167 replied that they 
regularly advertised their repair departments; 343 stated 
that they advertised “once in a while’; 284 jewelers 
didn’t bother to answer, presumably because they didn’t 
consider the question important. 

What possible significance can be attached to these 
figures? Obviously, there exists a contradiction in the 
thinking of jewelers. Repair departments, they say, are 
assets; but the general opinion seems to be “why bother 
advertising the repair department!” 

It is a paradox that jewelers should regard their repair 
departments with indifference, especially when one con- 
siders the large number of jewelers who originally 
started in business as repairmen. It is strange, indeed, 
that these men who built their jewelry stores on the foun- 
dation of a strong repair business should now have an 
indifferent attitude in advertising and merchandising 
their repair departments. 

Now the question arises if a retailer feels indifferent 
towards his repair department, will not the disease of 
indifference be inflicted upon the customer? Unfor- 
tunately that is the case. The average consumer is not 
watch inspection conscious; he is not even aware, in 
some instances, that his jeweler maintains a repair de- 
partment! 

That is why you must advertise your repair depart- 
ment—and advertise it regularly. Certainly the repair 
department merits a place in the firm’s yearly budget. 
(For specific suggestions and ideas on how you can mer- 
chandise your repair department, we suggest you turn 
to page 110.) 






PROCEDURE 
To determine whether there exists any predominant 


pattern among jewelers in methods of operating their 
repair departments a number of questions were posed. 


(Please turn to page 145) 
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Calls for 


Colored Stones 





ens is a good fashion season for selling 
colored stone jewelry! It is good because the prevailing 
fashion mood is toward romantic and historical elegance, 
and colorful jewelry is placed in a position of top im- 
portance. It is good because the coming coronation in 
Great Britain is stirring up interest in richly designed 
jewelry pieces, and colored jewels are intrinsically mag- 
nificent. And it,is a good season because clothes are 
basically simple and are dependent upon colorful jewelry 
for glamour. 
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Fashion's Color Story 


hy WINIFRED PARKER 
(Illustrated by Dorothy Burke) 





Top: Admark's “Queen of the Nile"— 


large scarab pendant on gold chain. 


Scarabs in all forms of jewelry is a top 
fashion note for all in bright colors to 
spark the season's new deep-toned colors. 


Color is an important part of the style story for Winter 
1952-1953, but it is a story of subtly darkened costume 
colors, and sparkling colored stone jewelry is one of the 
smartest ways to heighten the basic color effect. 

All-black costumes are a leading fashion choice, and 
one of the most important aspects of the season is for 
basic black to be accented with a single vivid color. 
Colored jewels should be sold as the most perfect means 
of achieving this dramatic color contrast and it is a 
practical approach for promoting jewelry that can be 
carried through every price bracket. 

The brushed-with-black theme is another prevalent 
color scheme in which deep, intense shades of green. 
sarnet, blue, brown and gold are brushed with a blackish 
cast. This provides us with an opportunity to sell jewel 
matched to the under-color which will highlight the 
importance of the basic shade and lift it out of the black- 
toned realm. 

Green is one of the most-talked-about colors this season, 
and is shown in yellowed shades and black-toned shades. 
The basic green color can be heightened with emeralds, 
alexandrite, jade, peridots, chrysoprase, green aqué 
marine, green tourmaline, or color contrasted with other 
stones. 

Blue is important in a complete range of sea shades, 
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ATMOS — The Perpetual Motion Clock! Only the 
fine engineering skill of LeCoultre could create this 
ingeniously designed, superbly executed creation! 
National advertising is creating a desire in the 
hearts of millions for this handsome clock! $175. 








LECOULTRE WRIST ALARM. A watch with a 
“golden voice” — to remind of every appointment 
and waken in the morning! Sight and sound unite 
to clinch the sale to the man who sees it advertised 
in national magazines! Only LeCoultre makes a com- 


plete line of specialty watches! Gold-filled, $99.50 
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“Sultana”, in gold-filled cases, each $71.50. 
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THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL- THE WORLD 


LE (OULTRE 


BACKED BY POWER-PACKED PERSUASION 
TO BRING YOU THE MOST EXCEPTIONAL 
FALL AND CHRISTMAS SEASON — 1952 


As a jeweler, you may enjoy the privilege of sharing a unique 
opportunity! LeCoultre will create greater profits for your Fall 
and Christmas season — with the largest national advertising 


campaign in its history — in LIFE, SATURDAY EVENING 


POST, and other important national magazines. 


LE COULTRE — Unique — Exceptional — 
Unduplicated By Any Other Watch Liné 
A Proven Road to Increased Sales and Profits 





os 


LE COULTRE FUTUREMATIC — 100% Automatic, it has no 
winding stem! Can’t overwind or run down! Only LeCoultre could 
engineer it to be the most accurate automatic watch in the world 
today! Millions will see it again this year in Life, Saturday Evening 


Post and other national publications! Every man who sees it — 
wants it! Gold-filled case, $99.50. 14K Gold, $165. 





LECOULTRE SULTAN AND SULTANA LE COULTRE CAPRICE LE COULTRE CORONET M AND L 
Only LeCoultre produces and offers, for your CAPRICE is but one of a_ These fine watches, “twins-in-all-but-size”, 
most exceptional selling opportunities, acom- multitude of LeCoultre will be seen and admired by millions this Fall 
plete assortment of couturier-styled duet- stylized watches in high and Christmas. The biggest advertising cam- 
watches in the highest fashion. “Sultan” and demand that you may offer _paign in LeCoultre’s history will be selling 
today. In 14K gold. $125. for you. “Coronet”, gold-filled, each $71.50. 
















but it is brushed with black in almost every instance. 
The basic blue color can be heightened with sapphires, 
moonstones, turquoise, lapis lazuli, blue aquamarines, 
blue zircons, or color contrasted with other stones. 

Red is an eye-stopper in almost every designer’s col- 
lection, and runs in true-red tones such as poppy, ver- 
milion, garnet, and black-brushed lipstick shades. The 
basic red color can be heightened with rubies and garnets, 
or color contrasted with other stones. 

Purple is an important color this season in rich, fruity 
shades of grape which are often black-shadow cast. The 
basic purple color can be heightened with rubies, ame- 
thysts, purple garnets, or color contrasted with other 
stones. 

Brown is rising high in popularity in all shades from 
dark brown to fawn, to lightest beige, and is often tinged 
with black, rust, silver, gold or pink. The basic brown 
color can be heightened with topaz, brown and yellow 
diamonds, tiger’s eye, brown garnets, or color contrasted 
with other stones. 
































































Grey continues to be a fashion favorite and extends Princess Alexandra Kropotkin designed these 

through all the pale tones to deep banker’s grey, and is jewelry pieces in airy spirals of silver to shov 

: eile ott Bit We. ; fashion styling possible in use of the synthetic 
sometimes brushed with black. The basic grey can be ster sapphires end rubles by Llads. 


heightened with smoky diamonds, grey pearls, black 
pearls, jet, or color sparkled with other tones. 

Black and white tweed is outstandingly popular. In 
fact, lovely tweed mixtures in many colors are notable. 
but black and white predominates. Multi-color , jewels 
can give varied combinations of ‘éley interest, or the 
strongest shade in the material can be played up with a 
single matching gem color. 

Fabrics are finely supple and make unusually good 
backgrounds for showing-off jewelry. Those most in 
evidence are soft tweeds, gabardines, jerseys, velvets, 
crepes, satins, and chiffons. 





SCARAB JEWELRY 


Scarab jewelry is particularly suitable for accessoriz- Above: multi-color scarab earrings in 14K gold 
ing many of the new clothes. The bright blend of gem settings are made by Art-Craft Jewelry Co 
colors net aamy Sivnt: te niagara panties - pimaplo Below: Superbly carved jade in necklace of I4K 
silhouettes, but scarabs have a fascinating quality (his- gold links. Also from the Art-Craft Jewelry Co, 
torical) that gives them unusual jewelry interest. Then 
too, scarabs are strong enough in character to dominate 
tweed mixtures and are wonderfully decorative with the 
new sweater-look which is sweeping into every phase of 
the fashion picture. 


The new styling of scarab jewelry is very smart and 
includes many high fashion details such as delicate airi- 
ness of design, large attention-getting pieces, and the 
flinging together of many bright colors. Larger scarabs— 
much larger—are being used in many of the jewelry 
pieces, and there is a definite trend for two and three- 
strand bracelets, although small single strands are still 
selling well. Spray pins are still popular, but the newest 
pins are airy spiral-circles, or unusual modernistic twists 
of gold into which colorful scarabs are scattered with 
pleasing irregularity. The leading houses which design 
fine scarab jewelry in 10 and 14K gold have incorporated 
all these trends with individual interpretations, and all of 
them have pieces of advance fashion interest. For in- 
stance: 


Admark is featuring enormous scarab pendants called, 
(Please turn to page 180) 
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iT’s DIAMOND ADVERTISING 


ow © SE FX Y€ Diamond advertising is starting 
— VP Ve Ow its 14th year in September. 

: ~ eee % By stressing the eternal emotional 
symbolism of diamonds, it’s creating 
desire and demand for diamonds. 
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engagement symbols. . . the one in 


fashion magazines is promoting 





diamonds as gifts for important 
occasions, gifts of lasting meaning and 


_ seer ta value. Promote your own diamond 
ee business in the same way. 
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The Engagement Diamond Tradition .. . a dramatic new 
series in Life... Look . . . The Saturday Evening Post. 


Your Diamond Promotion also includes 


Publicity in newspapers, magazines, on radio 
and television. 


Lectures throughout the country. 


Diamond 
Sales Manual ... Helpful FREE booklet, “‘More 
Dollars from Diamonds.”’ Order from 
Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 
45th Street, New York 17, N.Y... - 


Diamond Clips... 
in Vogue... Harper’s Bazaar. 





Tie in with this all-out promotion —keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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kvery Day is a Gift Day 


With a Consistent Gift Theme Promotion Prograng 


Christmas, Easter and St. Valentine’s day certainly do not constitute the year’s 
entire gift-giving occasions. Remember, every day is someone’s birthday or 


anniversary and people are always on the look-out for gift-giving suggestions. 





















































Occasionally an entire window display should feature gifts for all occasions. 


= are few jewelers who do not recognize by VIRGINIA DIXON 


the importance of promotions for the “big” gift occasions 
such as weddings and graduations. And most of the “Cal- 
endar” gift occasions, St. Valentine’s, Easter and Christ- 
mas, get their fair share of attention in the jeweler’s 
windows, but this is not all the gift business there is 
by any means. Everyday is somebody’s birthday—or 
anniversary and very nearly every day someone who 
passes your store will have occasion to remember a new 
baby, or say “thank you” to a hostess, or select a testi- 
monial gift, or send a remembrance of affection and good 
wishes to someone dear. 

With a consistent program of promotion in your win- 
dows, you can make these gifts-to-be-purchased become 
something-from-the-jeweler. Individually such gift sale: 
may not seem important enough to warrant extensive 
promotional effort, but while collectively they still may 
not comprise a major share of overall business. there is 
enough to be interesting and once started, such business 
can grow speedily and is bound to bring in additional 
sales as well. For a display of gift suggestions for anniversaries a long 

The amount of window space which you can devote to listing acceptable articles for certain years is very eff 
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511 Fifth Avenue, New York 17, N. Y. 




















“Happy Birthday" streamer, top, sets theme of this 
window display. For further effect, birthday cake 
candles in holders are inserted in. gift-wrapped 
boxes tied with ribbon to match the candle color. 


Cut-out silhouette figures, right, lend drama to a 

display with copy suggesting that for any tangible 

expression of gratitude, affection or good wishes 
—jewelry is most appropriate to fill the bill. 


this promotion will depend of course on how many win- 
dows you have and how large they are. The important 
7 zcthing is to allocate a percentage of this available space 
“definitely. to the showing of gifts for all occasions—and 
Stick to it! It should be a year-round affair—or as nearly 
so as your space will permit. Occasionally. one whole 
window should be devoted to the showing ofa variety of 
gifts for many occasions, such as illustrated here. When 
possible a. window should be devoted to.-one. particular 
type of gift—birthday, anniversary, testimonial. When it 
is not possible-to give up an entire window, a section of a 
large window can show a condensed version of a gift 
theme. If you have a small window or a self-contained 
section of a window which can be permanently reserved 
for gift promotions—by all means take advantage of it. 

In planning and arranging these gift displays, whether 
they are full windows or only a square foot of space, be 
specific in your suggestions. Don’t promote just gifts— 
but Birthday gifts, Anniversary gifts, Shower gifts, Baby 
gifts, gifts for the Sportsman, gifts for the Hostess, gifts 
for the Smoker, and so forth. By making the suggestions 
specific, you make it easier for the prospective customer 
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to associate your display with*his own very specific gil 
problem. 

Choose the merchandise for these windows as care: 
fully as you would if you were making suggestions toa 
customer in the store. Don’t just toss in the odds and. 
ends of stock that you want to get rid of. Make the sug 
gestions really helpful to the customer who must buy | 
for a particular person and a particular occasion. Ge” 
the reputation of having all the answers to the gilt” 
problem! 

And always feature prices. Price is probably a greatet | 
consideration in the selection of gifts than in the selee 
tion of any other item. Many people can be persuadel 
to go overboard, budgetwise, for something they a 
convinced will be useful and enjoyable to themselves, bit 
once they have settled on five dollars for Aunt Emma 
anniversary present, five dollars is all they will spend 
for it. Because an item is seen in a jeweler’s window, 
many people will assume that it is more costly than they 
can afford, where they would not make the same assullij : 


(Please turn to page 150) 
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A Short Course in Gemology 





The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part XV — TOURMALINE 


in complete color range that is available 
1o the jeweler in the tourmaline group of jewelry stones 
(and at very moderate prices) makes them one of espe- 
cial interest. Tourmaline is both a mineral name, as well 
as the name usually applied to the jewelry stone, with 
color distinctions less emphasized than in some of the 
other groups. The mineral (which in its common form 
is black) is a complex chemical compound, described 
once by John Ruskin as having a formula more like a 
alchemist’s receipt than a respectable mineral. For the 
record, it is a complex silicate of magnesium, iron, alumi- 
num and boron, with many other elements present in 
small, but important. amounts. Most of our light-colored 
jewelry tourmalines contain some lithium. Both lithium 
and boron are among the rarer elements, requiring some 
special conditions in nature to appear fixed in a mineral. 
Like two other jewelry minerals that we have seen, topaz 
and beryl, tourmalines are also found in the segregations 
that form when a mass of granite has crystallized (peg- 
matite dikes) and are often associated with those min- 
erals. Consequently. tourmalines come from sources that 
are already familiar to us: Brazil, Madagascar, Siberia. 
Southwest Africa, Ceylon and the Northeastern and 
Southwestern parts of the United States. Today’s chief 
source is, as would be expected, Brazil. 
Tourmaline is doubly refracting, crystallizing in slender 
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Typical fat, stubby crystals of tourmaline from Madagascar. 


by DR. FREDERICK H. POUGH 


crystals which may be a foot or more long and an inch 
or more in diameter. Madagascar is particularly well 
known for its fat and stubby crystals (see illustrations) 
beautifully color-zoned when sliced, but not notably trans- 
parent. The change in color with crystal direction 
(dichroism) is very pronounced in tourmaline. The 
common green stones are so dark as to be almost black 
along the long direction of the crystal. and specimens ol 
this material show their fine color only on the sides. 
The commonest color of tourmaline is green and, ub- 
fortunately, mostly a pretty dark green. Most Brazilian 
stones are of this type. though they may be heated to 
lighten the color a little, they remain, nevertheless, too 
dark for the cutting of large stones. The range is from 
almost an olive-green to a blue. the stone is elongated 
parallel to the prism so that the sides show the color and 
the end is black. Cut stones are seldom very large, nol 
because large crystals do not occur, but because stones 
of any size are too dark to be attractive. The price o 
green tourmaline is low. $6.00 to $8.00 a carat at retail, 
and does not varv much whether the stone is 5 carats o 
20 carats. Probably all of them have been heated t0 
lighten them as much as possible. Their hardness is about 


(Please turn to page 161) 
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you've got to have Something extta 





True, if your price is right and your selection is varied, the chances are 


you'll stand up well in competitive markets. 


But if you can add the extra value of Circle of Light Diamonds 
with their smooth polished edges at no extra cost, the possibilities of 


profit are increased tremendously. 


We are the prime source for loose diamonds—the largest diamond 
cutter in the U.S. You are welcome to inspect our three factories where 
diamonds of all sizes and types are manufactured. All selections, 

from the famous Jagersfontein collection down to the most 

competitive qualities are available at basic cutter prices. 
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Dallas ~ 
Bi an athbate of 4 . , ‘ 

311 South Akard St. ) pet ! The diamond with the signature no other can copy 
Los Angeles R A | | \ é () aD 
220 West 5th St. 

Broth P 62 WEST 47th STREET, NEW YORK CITY, N. Y. 
as DLOUECHETS, £hiC. 
Melee Plant: Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 


905 East 45th Street, N. Y. C. 
FOR SEPTEMBER, 1952 _ 





Opal 
Color: 


Opals principally occur in three “body” colors— 
white, black and red. The so-called “black” Opals ar 
not necessarily that color as the name is applied x 
those stones which are darker than the white or “a 
white of the “white” variety. The play of color which 
is the desired characteristic of the gem qualities of 
opals is not actually existent in the stone. It is caused 
by the interference of light reflected from the varioy, 
layers of the stone, due to tiny cracks or to a variation 
of the water content of the stone. This is similar ty 
the play of color seen in a soap bubble or in an oj 
film on water. y 


How to 
Capitalize 
on the 


Stone of 
the Month 


Visual Characteristics: 


The value of opals is based on its play of color and 
the more red in the color play the better. The stone 
is broadly classified into four general groups. The 
“whites” or “Hungarian opals” are so-called from the 
original source of these stones in Hungary. These 
mines were exhausted and abandoned in the 1880's, 
The “whites” have a white or near-white body color 
and are translucent to semi-transparent. 

The blacks are called “Australian opals” from the 
original and present site of their origin. These are 
semi-translucent to opaque. 

“Mexican opals” are usually transparent to trans 
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Opal and Tourmaline 


NEWSPAPER AD 


This suggested newspaper ad is a reproduction of an 
ad mat prepared especially by Metro Jewelry an 
Optical Service, 80 Madison Ave., New York, producers 
of a syndicated service providing ads for jewelers. 


NA 
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t; their body color from colorless to any color. 


Jucen or) : ] ] 
“Nevada opals” occur in nearly every color, are 


arent to translucent and are described as 
5 trade. 
“glassy 10 the 


transp 


Wearability: 

Compared to most other gemstones, opals are fragile 
and must be given special care but with reasonable 
wear last indefinitely. They may be easily fractured 
from a sharp blow and are susceptible to cracking 
due to extreme heat which causes loss of the stone’s 
moisture. Rubbing with or immersing the stone in 
olive oil may prevent cracking; usually the oil and 
moisture of perspiration are sufficient for opals that 
are worn regularly. 


Usual Shapes: 


Generally unfaceted, cabachon or cushion shape. 
Fire opals, the fiery red colored Mexican variety, are 
sometimes cut brilliant. 


Astrological Significance: 


The opal is the symbol of hope, innocence and 
purity for those born under the October sign of 
Scorpio. As the old rhyme goes: “October’s child is 
born for woe and life’s vicissitudes must know; But 
lay an opal on her breast and hope will lull those 
woes to rest.” 


(Please turn to page 154) 


Tourmaline 


Color: 


The most common colors are dark green, pink and 
a yellowish shade but tourmaline occurs in most all 
the principle colors and colorless. Most desired colors 
are a green called “African Green,” which approaches 
an emerald shade and the red (Rubelite) from Mada- 
gascar which is nearest the ruby in color. Two or 
three colors in the same crystal is not unusual for this 
stone and sometimes cuttings are made to include 
more than one color. 


Visual Characteristics: 


The gem qualities of tourmaline are clear and trans- 
parent and cut into a fairly brilliant stone. One of 
its peculiar qualities is that when rubbed or heated 
it becomes strongly electrified and will pick up pieces 
of paper, lint, ete. 


Wearability: 


Tourmaline is about of the same hardness as quartz 
which makes reasonable care necessary to prevent 
scratching. It is particularly suitable for use in 
jewelry other than rings and large, clear pieces in a 
wide choice of colors are readily obtainable. 


(Please turn to page 154) 
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RADIO COPY 


Opal Tourmaline 


ANNOUNCER: City Jewelers suggest ANNOUNCER: City Jewelers know that 
that all of the women who live in our almost all men take special pride in own- 
city are luckier than Cleopatra! Why? ing personal birthstone jewelry. They 
Because Cleopatra fell in love with an know too that the first masculine choice 
opal that matched her own beauty, but for the month of October is tourmaline, 


the man who owned the opal fled to 
another land, and she never saw the 
lovely jewel again! The women of our 
city, however, are invited to look as 
long as they like at the breathtaking 
collection of opals now on display in 
the magnificent birthstone department 


fall in love with one of these opals, City 
Jewelers will be happy to place it on a 


WINDOW DISPLAY 


Colorful folds of chiffon are shirred onto a circular back- 
ground plaque to emphasize the rainbow beauty of the 
lovely Opal. Rings are circled around a small elevation 
bearing either a piece of opal matrix or your choicest ring 
specimen. Copy card curves in front of the elevation. Strips 
of soft tones of red, yellow, blue and green chiffon can be 
shirred very full and stapled on arching curves on an up- 


right circular plaque. 
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and that is why they are now featuring 
a complete choice of fine tourmaline 
jewelry in their outstanding birthstone 
department. Tourmaline is especially 
suited for men's jewelry because of its 
durability, and rich colors which range 

: . from deep green, to deep red, to deep 
at City Jewelers. And if you should blue, and are often shadowed with biack 
according to the crystalline structure. 
budget or charge account, and you may City Jewelers have massive rings, dis- 
wear it when you leave the store. Opals _ tinctive tie-clasps, cuff links, lapel orna- 
combine all the beautiful flame colors ments, club and organization emblems 
of October foliage, and are flattering set with fine tourmalines in handsome 
to all types of beauty. And remember gold mountings. The price as well as 

. all jewelry at City Jewelers is of the color range is wide! Plan to make 
top fashion design! City Jewelers are at your selection of men's jewelry at City 
.. + Main St., in your city. Jewelers at . . . Main St., in your city! 











Jewelers’ Circular-Keystone’s Report on 


THE DIAMOND INDUSTRY IN 1951 


PART Ill 


DE BEERS CONSOLIDATED MINES, LTD. 


De Beers, through its subsidiaries, associations and contracts 
with independent producers, is the determining factor in the 
diamond market. Diamond mining companies still retaining 
corporate existence, but controlled by De Beers are The Premier 
(Transvaal) Diamond Mining Company, Ltd.; The Consolidated 
Diamond Mines of South West Africa, Ltd.; Griqualand West 
Diamond Company, Dutoitspan Mine, Ltd.; Consolidated Com- 
pany, Bultfontein Mine, Ltd.; and The New Jagersfontein Mining 
and Exploration Company, Ltd. 

Selling companies in which De Beers has an interest are: The 
Diamond Trading Company, Ltd.; The Diamond Purchasing and 
Trading Company, Ltd.; and Industrial Distributors (1946), Ltd. 

Wesselton, Dutoitspan and Jagersfontein Mines and the alluvial 
deposits at Kleinzee were in production throughout the year. 
Mining and washing operations were on a single shift basis 
except at Dutoitspan, where an eleven hour shift was worked. 
Production totalled 817,058 carats, 29,039 carats less than in 1950. 

The high demand for industrial diamonds has stimulated the 
company to consider reopening some of its idle mines. At the 
Bultfontein Mine development work was carried out in prepara- 
tion for lowering the hoisting level from the 1600 foot level to 
the 2,200 foot level. The De Beers Mine, idle since 1908, was 
dewatered to the 1,000 foot level, No. 1 Main Rock Shaft was 
renovated, and sampling of the ground on the west side of the 
1,000 foot level was begun. The Kamfersdam Mine, near Kimber- 
ley, inactive since 1907, was dewatered and a two-compartment 
shaft completed to the 519-foot level to assess its available 
reserves. At the Koffyfontein Mine, at Koffyfontein, Orange 
Free State, idle since 1932, a three compartment shaft was 
completed to a depth of 836 feet to sample unworked ground. 
The Koffyfontein Mine is one of the largest of the pipes and 
was operated by open-cut workings. 


by W. F. FOSHAG and GEORGE SWITZER 


Curator and Associate Curatorx, 
Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington 25, D. C. 


(Published by permission of the Secretary, 
Smithsonian Institution) 


At Wesselton and Dutoitspan Mines additional water tunnels 
are being developed around the pipes, with marked improvement 
already noticeable. Additional units were installed at the washing 
plant. Concentrates from the washing plant are further cop- 
centrated in the small Heavy Media Separation Plant constructed 
last year, and these concentrates will be treated in a new recovery 
plant now under construction. When the new recovery plant is 
completed and brought into operation the existing pulsators will 
be used for re-treating old tailings. 


PREMIER (TRANSVAAL) DIAMOND MINING COMPANY 


De Beers Consolidated Mines owns 91% per cent of the preter- 
ence share capital and 98 per cent of the deferred share capital 
of this subsidiary, which operates the Premier Mine. The mine 
is now equipped to mine and treat 5 million loads (4 million 
tons) of ore per year. 

Alterations and adjustments to the new heavy media separation 
plant were completed and the full production rate of 416,000 
loads per month was attained in November. The average number 
of loads treated per month during 1951 was 362,890, amounting 
to a total of 4,354,675 loads for the year, from which 1,134,942 
carats of diamond were recovered. The average yield was 26.06 
carats per 100 loads. The Premier diamonds are mostly small, 








The Consolidated 
Diamond Mines of Premier (Transvaal) 
South-West africa, Diamond Mining 
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The Diamond Producers Association 


De Beers Consolidated Mines, Limitea, (including Jagersfontein and Kleinzee). _ 
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But make it good! 


This has been the plea of countless jewelers for dia- 
aoe ey iat S, mond service. That’s why so many rely on Kionka. Yes, 
C : they get fast, reliable service, and they get the carefull 


planned selections that go so far to make your sales easier. 





Make your next selection Kionka. Kionka knows how. 


. C. KIONKA & CO., Inc. 


ESTABLISHED SEPTEMBER 1900 


* 


15 MAIDEN LANE NEW YORK 38, N. Y. 
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only 29 per cent being larger than one carat, and during certain 
production periods nearly 70 per cent less than one quarter carat. 


THE CONSOLIDATED DIAMOND MINES OF SOUTH 
WEST AFRICA, LTD. 


Production by this subsidiary of De Beers Consolidated Mines 
(De Beers holds 95% per cent of the ordinary share capital) 
totalled 478,075 carats during 1951, an increase of 100,480 carats 
over 1950. 


ANGLO AMERICAN INVESTMENT TRUST 


Anglo American has a considerable interest in the diamond 
market due to its holdings in several diamond mining companies. 

Companies in which Anglo American Investment Trust has 
large interests are: Boart Products, South Africa, Consolidated 
African Selection Trust, De Beers Consolidated Mines, Diamond 
Trading Company Ltd., Diamond Purchasing and Trading Co., 
Ltd:; Industrial Distributors (1946), Ltd., Companhia de Dia- 
mantes de Angola, and Société Miniére du Bécéka. 

Anglo.,American also has an indirect interest in the Boart 
Products Manufacturing Company due to its holdings in Boart 
Products, South Africa, and Consolidated Diamond Mines of 
South West Africa, De Beers Industrial Corporation, and Premier 
(Transvaal) Diamond Mining Company, due to its large holdings 
in De Beers Consolidated Mines. 


SOCIETE MINIERE DU BECEKA 


This company, the principal producer in the Belgian Congo, 
mined 10,027,000 carats of diamond during 1951, as against 
9,604,000 carats in 1950. The number of workings in the Lubilash 
Sector in activity at the end of the year has been brought up 
to nine, one working in three shifts, five on a two shift basis, 
and two only one shift. Plant facilities now include one double 
washing plant of large capacity and eight double plants of 
average capacity. Because of increased mechanization, the quan- 
tity of gravel treated in 1951 exceeded that of 1950 by 25 per 
cent, in spite of a reduced number of washing plants. 


THE DIAMOND CORPORATION, LIMITED 


The whole of the share capital of the Diamond Corporation is 
collectively owned by De Beers Consolidated Mines, Ltd., its 
subsidiary, The Consolidated Diamond Mines of South West 
Africa, Ltd., and that company’s subsidiary, The South West 
Finance Corporation, Ltd. 

The Diamond Corporation is the link between the Union and 
non-Union producers of diamonds, and has contracts with all of 
the principal non-Union producers in Africa for the purchase of 
their production. The contracts with the producers in the Belgian 
Congo, Angola, Sierra Leone and Gold Coast continue until 
December 31, 1955. During 1951 a contract for a period of 
four years from January 1, 1951, was entered into with Société 
Guineenne de Recherches et d’ Exploitations Miniéres, a producer 
of diamonds in French Equatorial Africa, for the purchase of 
its production. 

During the depression of the 1930’s the Diamond Corporation 
accumulated large stocks of all types of diamonds. During World 
War II, the cutting centers of Amsterdam and Antwerp were lost, 
and a result there was additional accumulation of millions of 
carats of melee, chips, small macles and flats, all under one carat 
in weight. Since the war, this accumulation has been substantially 
reduced, but the corporation, at the end of 1951, still had on 
hand substantial stocks of melee, chips and other small sizes. 


DISTRIBUTION ' 

The companies in the diamond selling organization are the 
Diamond Purchasing and Trading Company, Ltd., The Diamond 
Trading Company, Ltd., and Industrial Distributors (1946), Ltd. 
The Diamond Trading Company, Ltd., is the medium for the 
sale of gem diamonds, while all industrial diamond sales are 
through Industrial Distributors (1946), Ltd. Sales agreements 
are in effect between the Diamond Producers Association and the 
Diamond Purchasing and Trading Company, Ltd., for the sale 
of gem diamonds. Similar sales agreements have been made 
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between the Diamond Producers Association and Industria} Dis. 
tributors (1946), Ltd., for the sale of industrial diamonds The 
Diamond Producers Association agreement and the agreemey 
the Association has with the selling companies have a curreney 
of six years from January 1, 1950. : 

Sales of diamonds effected through the Central Selling 
ization on behalf of South African and other producers and 
diamonds drawn from stocks held by The Diamond Corporation, 
Ltd., once again set a new record, and were as follows: 





TO GES. cn c.nccenniadbuois £46,780,632 
Industrial diamonds ............. 18,277,333 
£65,057,965 | 


The previous record was in 1950, when total sales were 
£50,967,041. 

The 1951 sales represent an increase of about 30 per cent oye 
1950. This increase was in part due to an increase in diamond 
prices in March 1951, and in part due to an increase jp the 
quantity of diamonds produced and sold. | 


INDUSTRIAL DIAMONDS 


As in 1950, developments in the field of industrial diamonds 
centered chiefly about greatly increased use by manufactures 
geared to defense requirements, and a resultant short supply, 
Because of these factors prices of industrial diamonds of al 
grades continued to rise. 

The world production of industrial diamonds during 195] 
amounted to approximately 14,000,000 carats, an_ increase of 
about 1,500,000 carats over 1950. The Belgian Congo continues 
to be the principal producer, with approximately 10,000,00 
carats, mostly from the Lubilash sector. The Belgian Congo pro. 
duction is primarily crushing boart. There was also a Jarge 
increase in total production from the Gold Coast, from about 
950,000 carats (total) in 1950 to 1,600,000 carats in 1951. Since 
85 per cent of the Gold Coast production is industrial grade, this 
made available an additional 500,000 carats in 1951. The Premier 
Mine in South Africa came into full production in 195] and 
helped the industrial diamond picture to a considerable degree, 
1951 production from the Premier Mine amounted to 1,134,000 
carats, of which 80 per cent was high grade industrial stones, 
ECA loans to increase diamond production in areas such a 
French West Africa have not yet had an important effect. 

Industrial diamond prices are greatly influenced by the rising 
market and by activities behind the Iron Curtain. Due toa 
shortage of goods, prices quoted on the United States open market 
rose to about 110 per cent over basic by the end of the year, 
and to over 185 per cent in Europe. It is reported that Iron 
Curtain operators paid up to 330 per cent over distributors 
prices. The greatest increase in price has been in the cheapet 
grades, for crushing boart is the standard upon which the prices 
of inferior qualities are fixed. 

The United States and South African governments have ir 
stalled sharp controls in order to eliminate the black market 
in industrial diamonds, and to prevent diamonds from going to 
communist countries. 

There is a shortage of diamonds for truing grinding wheels 
and prices have gone up about 25 per cent in the last five months. 
This situation has been partially offset by substituting smaller 
sizes in multi-set tools and by using cheaper grades. The price 
of stones for drill bits has also gone up about 25 per cent, and 
for cheaper grades even more. Stones for diamond dies are very 
scarce. The manufacture of diamond grinding wheels for sharpel 
ing sintered carbide tools continued to be the largest consumef 
of crushing boart. 

No new uses for industrial diamonds were announced during 
the year, but there has been continual improvement in design o 
all types of tools. A. E. Long of the U. S. Bureau of Mines has 
oriented diamonds used in drill bits to take advantage of the 
hardest directions, and in his first tests he obtained 10 times the 
life from diamonds correctly oriented. Other tests showed es 
benefit, but a gain of two times in the life of a drill bit using 
this technique seems to be a conservative estimate. Likewis, 
C. B. Slawson of the University of Michigan has demonstrated 
that the wear on diamonds used for truing grinding wheels ci 


(Please turn to page 149) 
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Santa's Gingerbread House, right, was a highlight of the University district promotion. 






Cooperative Christmas Promotions 


Keep Holiday Shoppers at Home 


Alone, the local merchant cannot compete 
with the extensive Christmas promotions of 
the downtown department stores. But, when 
he unites with his neighbors, he can stage 


a promotion that keeps customers at home. 


by EDWARD R. LUCAS 


Tax average merchant often looks with envy 
at the extensive Christmas promotions staged by the large 
chain and department stores. He envies the expensive 
programs of the downtown “giant” who runs full-page 
ads, holds festive parties and attracts vast numbers of 
shoppers to his store. 

A large scale Christmas promotion can become a 
reality for the small merchant if he unites with his 
neighbors. A cooperative Christmas promotion can be 
a boon for one and all and, at the same time, keep shop- 
pers at home, away from the downtown firms. 

This was proven by two separate community groups 
in Seattle last year. Both the University district mer- 
chants and Northgate stores were successful in their 
efforts. 

A childhood nursery tale provided inspiration for the 
unusual and successful Christmas promotion for Uni- 
versity district merchants of Seattle, Wash. The inspira- 
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Billboards and newspaper advertisements were used to pub- 
licize the University district merchant's Christmas promotion. 


tion was the gingerbread house of the well-known chil- 
dren’s tale. An imaginative replica of that famous house, 
erected on a parking lot near the center of the district, 
served as the focal point for last year’s district Christmas 
promotion. The house also provided the theme for most 
of the district’s billboard and newspaper advertising. 
The house was designed by Donald Kraft, executive 
secretary of he University Commercial Club, and was 
built by a Seattle decorating company. The exterior wa: 
colorfully decorated to simulate its confectionery com 
struction, with a large front window facing the street 
so that passersby could watch the children as they were 
interviewed by Santa inside. Another window at the 
rear, permitted them to see the proceedings from the lot. 
A public address system broadcast each interview to the 
spectators outside. A realistic touch was provided by 
lining the inside walls with real candy, cookies, and 
popcorn. A small concealed room was built for a photog: 
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. IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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rapher, who took pictures of each child interviewed by 
Santa. A feature of the roof was construction of a 
chimney in the shape of an ice cream cone. 

Another inducement to youngsters was the gift of a 
gingerbread boy to each child who entered the house. 
The cookies were furnished without cost to the Com- 
mercial Club by a local bakery, whose product was 
identified in distributing them. 

Behind the house a small merry-go-round and minia- 
ture train ride were operated on a concession basis. 
Except for erection of the tent by the Commercial Club, 
this equipment was furnished by the concessionnaire. 
The small percentage which he paid as rental approxi- 
mately equaled the cost of the tent. The house and con- 
cessions were placed on the parking lot of a district 
restaurant, loaned without charge by the operator. 
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Erection of the house and the services connected with 
it, cost the district about $2,000. An additional $2,500 
was spent for promotion and advertising, including the 
Christmas season opening ceremonies. 

The date for those ceremonies was November 29, jp 
the evening. They began with a procession starting at 
the lower end of University Way and proceeding through 
the business district to the gingerbread house. As the 
celebrity, Santa rode in a convertible, accompanied by 
an American Legion drum and bugle corps, and 3 
drum majorettes. When the procession reached the 
house, the official opening ceremonies took place, jp. 
cluding fireworks and switching on the Christmas 
decoration lights. The proceedings were timed for a 
live broadcast giving listeners a special 15-minute radio 
report on the ceremonies. 

The gingerbread house served as the principal identify. 
ing symbol for the district's other Christmas advertising, 
That included the 12 billboards rented for the pre- 
Christmas period. A reproduction of the boards was 
printed for mounting on placards which were affixed 
to telephone poles throughout the residential areas, 
Others were distributed to merchants for their windows, 
In addition, 50,000 package inserts were printed showing 
a reproduction of the house together with a statement 
summarizing the advantages of shopping in the Uni- 
versity district. These were placed in packages of mer. 
chandise sold and received wide distribution. 

As indication of the success of the program, 14,000 
rides were sold by the concessions, 1300 of them on 
opening night. Over 6000 children were interviewed 
in the gingerbread house. 

Additional interest in the district’s program was 
fostered through a children’s coloring contest promoted 

(Please turn to page 156) 


Stores in the Northgate area cooperated in running 
a series of full-page newspaper ads, left. Below, 
one of the twelve tableaux which represented dif- 
ferent scenes from the "Alice in Wonderland" story. 
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over 30 years 


of service to the 


jewelry trade... 


For over 30 years Raymond Abrahams has been 
supplying fine jewelers throughout the country 


with the unusual in precious jewelry. 


For those who desire the finest in 
quality and value, Raymond Abrahams 


offers his unique experience and service. 


Available on consignment 


for your special requirements. 


Raymond Abrahams 


551 Fifth Avenue, New York 17, N. Y. - Phones: VAnderbilt 6-0457 -8 
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1. This stunning clip contains 234 round diamonds and 
56 baguette diamonds. Entire clip is made of plati- 
num. $7200, Keystone. By Ostier, Inc., New York City. 


2. An unusual pin by the Imperial Pearl Syndicate; it 
is made of I4Kt. gold and is mounted with cultured 
pearls and genuine sapphires or rubies, $150 Keystone. 


3. Feature attractions of this platinum ring are an 
oriental sapphire weighing 1.65 cts. and a round can- 
ary diamond weighing |.47 cts., and twelve baguette 
diamonds. $1900, Keystone. By Robinson & Sverdlik. 


4. This 9-stone, large high center ring is an authentic 
reproduction of an early American masterpiece; is 
14Kt. solid gold, decorated with black jeweler's 
enamel. By A. Sauer & Co., Kon-ite Bldg., Cincinnati. 


5. Church & Co., 2 Garden St., Newark, N. J., created 
this stone cameo set made of I4Kt. gold. The brooch 
is priced at $140 Keystone; earrings are $90 Keystone. 


6. One of the new emblem rings from the Goodman & 
Co. line, Indianapolis, Ind., model #5296A is made of 
14Kt. gold. This ring model is priced at $70 Keystone. 


7. Illustrated is an original creation from the exten- 
sive Karlan & Bleicher Perfect Rings and Findings 
line. It is a die-struck, needle point design, and 
is easy to set, easy to assemble and easy to size. 
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Imperial Cultured Pearls are 
now the ONLY Cultured Pearls 
REGISTERED and INSURED 





and pre-appraised* 
a new, exclusive feature that 
adds still another plank to 
Imperial’s world-renowned platform 
of Finest Qualities, Greatest 
Selections, Highest Protection to 


both the jeweler and his customer! 


SOMETHING NEW HAS BEEN ADDED! 


Also NEW, and exclusive with 
Imperial, is ANOTHER magnetic 


SELL-MORE-CULTURED-PEARLS 
* 











merchandising plan 
that has been applauded by 





all jewelers who attended the July- 





August national jewelry shows. 


The World’s Finest 
Widely Publicized 


Nationally Advertised 
Universally Admired 


The Greatest Name in Pearls 





Call our nearest office for details 








J IMPERIAL PEARL SYNDICATE 


Worlds Largest Importer of Cultured Pearls 


CHICAGO: 5 North Wabash Avenue, DEarborn 2-2844 9 NEW YORK: 607 Fifth Avenue, PLaza 8-1076 
DETROIT: 914 Michigan Theatre Bldg.. WOodward 2-1300 © LOS ANGELES: 607 So. Hill St., TUcker 6159 
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|. Illustrated are some of the men's jewelry from the 
new Beau Brummel men's line by Flex-Let, which con- 
sists of over 60 different styles. Sets come in gift 
boxes. The retail prices range from $2.95 to $6.95. 


2. "Mermaid," a ladies’ watchband, is made of links 
of genuine mother-of-pearl. It retails at $12.75 for 
expansion models and at $12.95 for models with 
double safety clasp. Federal tax is included in the 
prices. Kestenman Bros. Mfg. Co., Providence, R. |. 


3. Open link styling highlights "Aerie," one of the 
models from the Marvel collection of men's expansion 
watch bands. It is ¥" wide, 1/20 I2Kt. gold-filled 
and has stainless steel back. Retails at $9.50, T.I. 


4. The "Duo-Riter,"" combination ball point pen and 
fine line pencil, provides the complete-in-one writing 
instrument. Retails at $5 in sterling silver and $6 
in rolled gold plate. From the Holt Pen Co., R.I. 


5. The "Sunburst" set by the Hadley Co. includes tie 
clasp and cuff links; designed with highly finished 
centers suitable for engraving. Retailing at $14.50, 
the set comes in sterling silver or 1/20 I2Kt. G.F. 


6. "Form," a stainless steel flatware pattern, was 
designed by Wilhelm Wagenfeld. It is imported and 
distributed by Fraser's, Inc., Berkeley, California. Ap- 
proximately $8.50 retail for 5-pc. place setting. 
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CULTURED PEARLS *° CULTURED PEARLS * CULTURED PEARLS ° 


LEONARD ROSENTHAL, 


(ULTURED PEARLS 


eFine quality pearl necklaces at all prices. 





eUndrilled cultured pearls. 


e Graduated assortments. 


610 FIFTH AVENUE 
NEW YORK 20, N. Y. 


CABLE ADDRESS: LEOROSTHAL 


CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS CULTURED PEARLS*° 
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eepsake Gives Prestige and| 


Keepsake’s Saleability and 
Strong Advertising Big Asset 
to Jeweler in Aurora, Illinois 


Manager Carl Linnemeyer 
introduces couple to 
Keepsake. 








Rings enlarged 
to show details 
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| Volume to “The Diamond House” 


“Including Keepsake was one of my best decisions 
in 25 years in business,” says Arthur A. Navarro 
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@ Saleability—Nationally Advertised by the 
biggest campaign in brand-name rings. 

e The strongest Guarantee in the trade... 
gives every Keepsake customer written 
proof of quality. 

e@ The words “guaranteed registered perfect 
gem” appear on the Keepsake Tag. 


You, too, can profit from... 






e Keepsake prices are nationally estab- 
lished. 

e Exchange privilege is assured if turned 
in later on a Keepsake of greater value. 

e Guaranteed by the Good Housekeeping 
Institute. R A REFUND o> 

OG haradeed by» 


Good Housekeeping 
<’ 
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“the ONE GREAT NAME in the DIAMOND INDUSTRY!” 
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Profits Are Necessary, Too 
(From page 111) 


J. Herbert Hall, Pasadena, California, is only one of 
many who have come to depend on consistent newspaper 
advertising to publicize its service department. Their ads 
emphasize workmanship, skill, quality, and the need for 
periodic inspection. A typical Hall ad shows a drawing 
of delicate hands working on a watch. The copy reads, 
“Skilled hands for watch work. Your watch is the finest 
piece of precision equipment you own. It is a much more 
delicate mechanism than your automobile and the degree 
of perfect ‘time keeping’ you enjoy from your watch 
depends largely upon the expert care and attention given 
to it. Bring your watch to the store for regular inspection 
and oiling by our factory trained certified watchmakers.” 

Moon’s jewelry store, Tallahassee, Florida, has found 
direct mail a successful medium for bringing in cus- 
tomers. Once a year customers on the firm’s mailing list 
receive a card which reads, “If a watch could talk, it 
would say: Just a year ago I came out of Moon’s in 
perfect condition. During the past year I have been your 
faithful servant giving the correct time, day or night. 
In order to do this I have made 18,000 beats per hour, 
432,000 per day, 157,680,000 per year. I am due for an 
additional service in order to be able to continue my 
dependable service to you. Like vour car, I need lubrica- 
tion. The oil I received a year ago has now dried up 
and | find dependable operation increasingly difficult.” 

Having succeeded in making the public watch-care 


conscious, the next important step is to establis 
store as the store to go to for repair service. 
advertising, as well as quality work which inevitably leads 
to word-of-mouth advertising, can accomplish this aim 

One midwestern jeweler handles 15,000 to 20,004 
watch repair jobs each year. This record was obtaines 
without benefit of fancy, extravagant newspaper adver. 
tising; just the usual run of newspaper notices, seasonal 
letters and window display, the type of media every 
jeweler uses, but with the all-important addition of wal 
of-mouth advertising. This firm has found that quality 
repair work leads to satisfied customers who in tum 
usually recommend the store to their friends. 


h your 


EDUCATIONAL WINDOW DISPLAYS 


Another effective method in attracting repair customers 
is the use of educational window displays. Instead of 
continuously ‘plugging new merchandise, some firms 
regularly feature the watch repair department. Windoy 
displays of watch parts, watchmakers’ tools, ete., are pot 
only educational in themselves, they are valuable cop. 
fidence builders. 

Window displays can serve to. point up not only the 
need for yearly watch care but also show why your store 
should do the work. An effective method is to combine 
an educational window display with “Do you know’ 
facts about watches and their care. For example, “Do 
you know that some of the parts of your watch are so 
small that 10,000 of them would not fill a thimble?” 
“Do you know that you should wind your watch only 
once a day—preferably in the mornings?” “Do you 
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A. cel. fLeinberg 


62 West 47 St., New York |Y 
LUXEMBURG 2-0740, 074 
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Watches 
Clocks 
Attachments 


Jewelers of the Middle West now have the largest 

wholesale jewelry supply source in America virtually within 
arm’s reach. The now-combined facilities and operations 

of Edwards & Company in Kansas City and M. A. Mead & 
Company in Chicago, with complete warehouse stocks 

in both cities plus strategically located sales offices, affords 
overnight service to jewelers anywhere within a 12-state area. 
M. A. Mead & Company since 1883, and Edwards & Company 
since 1886, have achieved enviable records as wholesale 
distributors to retail jewelers. Now, under the direction of 

M. A. Mead & Company, these two renowned houses function 
as one to provide Midwest jewelers a wholesale supply 
source unparalleled for dependability, speed and service. 
So, if your business is located within the area shown 

on the map above, you'll find that the combination of 

M. A. Mead & Company and Edwards & Company is 

the answer to your every need in general jewelry items 

of outstanding quality and reputation. 


| Jewelry 

: Diamond Rings 
| Silverware 

| Lighters 

: Leather Goods 


Electrical 
Appliances 





SPOSPOOSOMUBesO OO esas aenesmeomeameammemenmenamol 


M.A. MEAD & COMPANY EDWARDS & COMPANY 
Since 1883 : Since 1886 


1115 WALNUT STREET * KANSAS CITY 6, MISSOURI 
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know that a cracked or broken crystal should be replaced 
immediately so that no dust can get inside the case?” 

But your efforts should not end after publicizing the 
repair department and gaining the confidence of cus- 
tomers. If the repair department of any jewelry store 
is to realize its full potentialities, the department must 
be operated with the desire to provide customers with the 
best possible service, with good workmanship, reason- 
able prices and fair treatment. Furthermore, unnecessary 
and disturbing delays in locating the customer’s watch 
must be avoided. 

To accomplish this the handling and recording of repair 
work should be thoroughly systematized. As each job is 
taken in a card should be made out for it which includes 
the name, address and phone number of the owner, a 
description of the work to be done, watch brand, and the 
initials of the watchmaker to whom the job is given. 
This should be attached to the watch and accompany it 
through the shop. 


SERVICE SATISFACTION MAKES SALES 


Watch repairs are often a major source for getting 
new customers and invariably this work reflects the 
integrity and ability of the jewelry store most effectively 
to new customers. Consequently, quality work is of 
great importance, because a dissatisfied customer is 
eventually a lost customer. 

One jeweler has observed that one third of the cus- 
tomers who enter his store come in for watch repair 
work. They are not given second-hand treatment or 





less courtesy than the man who wants a new watch 7: 
merchant realizes that repair customers are importan 
his business: they are his future customers : 
chandise. 

H. E. Woods, owner of the Woods Jewelry Store ; 
Yonkers, New York, has served well over 50,009 ia 
repair customers in the past 25 years. He has found thy : 
these customers return to buy silver. costume jewel, 
and diamonds. He has also learned that people like 4 
buy watches from a man who has done an excellent repair 
job on an old one. “In my case,” Woods has si 
“watch and clock repairs represent over half my tot 
volume and the customers who get good service » 
repairs think of me when they make other jewelry go, 
purchases. Repairing is the foundation of my store.” 


for new Me, 


CUSTOMERS LISTEN TO THE EXPERT 


A reputation for expert watch repair work has oth 
concrete benefits. Charles Leutwyler, owner of Igy, 
wylers Jewelers in Austin, Texas, is known locally ag a 
expert watch repairman. He spends a considerable gy 
of money each month publicizing his watch repair seryig. 
A repair customer, he finds, is in the frame of minf 
where he will listen to expert advice. Many a time Ley. 
wyler will take the initiative to point out to a custome 
that he is wearing the wrong type of watch. A man, fo 
example, who wears a dress watch and does manual wor 
should have a shock-resistant model for working hou, 
he explains to customers, and reserve his dress watch 
for evenings and week-ends. This system of using repai 
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ALL QUALITIES 








Cultured Pear 








LOOSE PEARLS 
MABES (half pearls) 


NECKLACES 






2.1. LEVKOV 


565 FIFTH AVENUE at 46th 
NEW YORK 17, N. Y. 
TELEPHONE: PLaza 3-9727 
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work as a springboard for making new watch sales has 
been successful for Leutwyler. 

Jewelry repair service can also be another lucrative 
source of profit—but it is a source that has not been 
tapped to any great extent by jewelers. 

But it has been by Carbert’s jewelry store of Bethesda, 
Maryland, which has increased its pearl restringing vol- 
ume five times in the last two years. The firm’s jewelry 
cepair service, a department with negligible volume only 
three years ago, is now doing a flourishing and profitable 
business in special orders. Even more important is the 
fact that other departments have shown increased sales. 

A Carbert executive estimates that his firm handles 
somewhere between 40 to 50 repair jobs a day, many. of 
which are minor and at small charge, but constitute the 
best promotion that any store can give itself. 

The little jobs—a baby’s locket with a link pulled 
open, a clasp on a string of pearls that won’t work, a 
twisted link in a bracelet—build good-will and future 
volume as nothing else does. Dollar volume has trebled 
from such small jobs as these. 

The current vogue for pearls has contributed to 
Carbert’s repair department an enormous volume of 
pearl restringing. Pearl restringing has upped clasp 
volume about eight to ten times what it was three years 
ago. 

How do they do it? Carbert’s uses “We Do All Work 
on the Premises” in its newspaper advertisements in two 
local weeklies. That, plus customers’ recommendations, 
is the extent of the firm’s advertising. 






























When considering your jewelry repair department 
remember that the public’s sentimental attachment to old 
jewelry can be put to work. As William F. Wentz, owne, 
of Wentz Jewelry Store, Hollywood, California, Says 
“People are not going to throw away their old jewelry 
just because it needs repairing. I think we sell more 
new merchandise by featuring repair service than we 
would be by promoting new merchandise.” No, a customer 
will not discard old jewelry because of sentimental reo. 
sons, but he can be induced to buy a new setting, 








Using a large portrait of a college girl as the dominant window 

prop, Weisfields, Portland, Oregon, featured ‘New arrivals in 

jewelry for Fall." The display appealed to the fashion-conscious 

woman and featured was gold = ranging in price from $20 
to $27. 
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33 Years of Service to Leading Jewelers 
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Sapphires ¢ Star Sapphires 


Catseyes 


Loose or in exclusive Platinum Diamond mountings 




















ROBINSON & SVERDLIK INC. 
Importers & Cutters Rt of Precious Stones 


610 FIFTH AVE., Rockefeller Center, New York 
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SPEIDEL’S STRIKING WIRE-FRAME Birdcage display 
gives new Speidel FIRELIGHT and PETTI-POINT 
for women irresistible eye-appeal. PETTI-PO 
golden links gleam with elegance and charm. FIRE 

magically captures the winking light of embers gk 
in a fireplace. 


Order as FP/6 Unit . . . . . Your Cost ; 
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NEW SPEIDEL COBBLESTONE! Massive in 
line! Rugged-looking! 4 bands handsomely 
set off in the eye-catching wire picture frame. 
COBBLESTONE taps a new market among 
millions of men who have waited for a band 
of true aristocratic appearance. 


Order as CB/4 Unit . . Your Cost $16.80 
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SPEIDEL’S RAINDROP’S delicately fash- 
ioned links glisten with a golden radiance 
like raindrops in a summer shower. Dra- 
matically shown against a wire frame sun- 
burst.to whet the appetite of any passerby. 


Order as RD/6 Unit . . Your Cost $25.92 














Turn Knob so ssusc: 


YOUR CHOICE OF 21 BEAUTIFUL 
SPEIDEL WATCHBANDS 
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SPEIDEL’S REVOLUTIONARY NEW TURNTABLE DISPLAY-SELLING UNIT 
Your customer just turns the knob to select a choice of 21 beautiful 
Speidel watch bands. 3 panels — 7 bands to a panel — the complete 10 Giee 
Speidel line! A terrific attention getter ... truly a silent salesman. , <<a: x 
Order two: one for new watch department, one for spot sales in f= = aa — | 
watch repair department. , A ie —_— y ae Fil 
Order as TT/21 Unit . ... =. . . Your Cost $99.73 & Dem l295| fn ae 
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SPEIDEL IDENT NEW “TRIPLE-SELL” UNIT. Ta ™ | 
Millions of servicemen, and sweethearts of all ages have made Wi, Sl . 
Speidel IDENTS the favorite gift of men and women. New unit hen YOu give fs 
includes two popular curb chain style for men ... one CATALINA ad Pttilel 
style, and three of the brand new RAINDROP style for women. =<. yoy 
Triple your Ident sales with a “Triple-Sell” unit. 


Order as IDT/6 Unit . . . . . =~. ~~ Your Cost $34.30 
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A Statement of Policy by 


S|Ple De IL 


PEIDEL has always maintained a firm price 
policy to assure its jewelers a fair profit. We 
have always believed in fair trading. Now The 
Speidel Corporation wishes to announce that ‘we 
are taking immediate steps to put into effect the 
provisions of the new Federal Fair Trade Law 
which revives and makes enforceable State fair 
trade laws throughout the country. We originally 
adopted, and continuously kept in effect fair trade 
prices until the decision of the Supreme Court 
of 1951, which held such contracts generally 
invalid when applied to articles sold in interstate 
commerce. This was done in the interests of 
jewelry outlets everywhere upon whose successful 
business operations the structure of the Speidel 
Corporation is based. 


Pith : 
, Be a. ‘ 
BA 


a 
tlle ai 


te 


bands. 


SPEIDEL RENEWS *1000000 T-v SMASH! 


TO HELP YOU SELL more 
Speidel watch bands we spend over 
$1,000,000 in powerful national 
television network advertising. 
The Winchell-Mahoney Show 
has hit the top in TV Audience 
ratings. It reaches over 10,000,000 
people week after week, bringing 
them to your store for Speidel 


Speidel “follows through” — 





When the Supreme Court overruled fair trade 
contracts, we embarked upon an intensive, coun- 
try-wide campaign to obtain voluntary adherence 
by Jewelers with our fair trade prices. This effort 
was overwhelmingly successful and the prices 
were not broken except in a few minor instances, 

Now that Congress has enacted, with the ap- 
proval of the President, a new fair trade law, 
this company will immediately take all necessary 
steps to enforce existing fair trade agreements and 
enter into additional ones wherever necessary. 

We take this opportunity of expressing our 
gratitude to you and other Jewelers who volun- 
tarily maintained the fair trade prices for our 
merchandise, and we sincerely hope that future 
relations will be as pleasant and as profitable as 
they were in the past. 





doesn’t leave you with the head- 
ache of moving merchandise by 
yourself. Speidel gets you “store 
traffic’ with the most dynamic TV 
Show, Radio & TV Spots, eye 
compelling displays for windows, 
counters ... the most elegant pack- 
aging, free newspaper mats. Yes, 
while others “talk” Speidel gives 
you everything you need to sell... 
sell... sell. 








“But,” you may say, “we want to sell new watches, new 
ie welry—not repair old ones!” Well, a repair depart- 
ment efficiently operated does these things. The trick 
‘; to set up your repair operation so that every step the 
customer takes, from the time he leaves home in answer 
to your repair ad, to the time he talks to your salesman, 
leads directly into a sale of a new watch, a new neck- 
lace, a new bracelet, or some new piece of jewelry. 


TRAINED SALESPEOPLE ARE NECESSARY 


If you want to use the repair department as a spring: 
board for swinging more sales, a trained sales person 
must do the job. In many stores, the customer with the 
broken piece of jewelry or the broken watch crystal 
speaks either to the repair man or a girl clerk who 
usually are not sales people. In other stores, the cus- 
tomer takes his problem to a regular jewelry salesman 
who handles the order for repair work and, in the han- 
dling, has the opportunity to offer the customer a new 
piece of jewelry or a new watch instead of a repair job 
on his old one. 

Yes, a repair department can be one of the store’s 
biggest single business builders, both in the store traffic 
it creates and the sales it makes possible. But if the 
jeweler is to realize the full potential of his repair depart- 
ment, he must publicize this department and treat it as 
a separate merchandising endeavor. The successful mer- 
chandising of a store’s repair department can result in 
more business, more sales and greater profits. Its poten- 
tialities are unlimited—it only, awaits for your initiative. 


Repair Department Survey 


(From page 113) 


“Do trained repairmen or regular sales clerks wait on 
repair customers?” Of the total replies, 537 stores stated 
that repairmen served as direct contacts with customers: 
148 jewelers said that sales clerks did this work and 
153 stated that both repairmen and sales clerks were used. 

The repairman is held in esteem by customers; they 
respect his knowledge and experience. A patient looks to 
his doctor for advice. By the same token, a repair cus- 
tomer looks to the watch repairman for assistance. This 
respect can be utilized if the trained repairman uses the 
repair department as a springboard for launching the 
sale of new merchandise. 


HOW LONG TO FIX IT? 


Nothing can lose friends and alienate customers with 
as much expediency as a repair department slow on 
delivery. It is a source of great annoyance to customers 
to have to wait immoderately long periods of time for 
jewelry repairs. People become accustomed to wearing 
a watch; when it is in the repair shop for a long period 
of time they naturally become disturbed. Confidence in 
a store diminishes in direct ratio to the slowness. 

In the JC-K survey jewelers were asked the length of 
time required to finish the average repair job. An over- 
whelming majority stated that the average length of 
time taken for repairs is 7 to 10 days. A partial break- 
down of replies runs as follows: 














Birthday sentiments are best expressed (and 
satisfied) in the traditional way... with 


the gift of a birthstone ring. 


The two strikingly beautiful examples of 
Church designed birthstone 
rings illustrated can earn you extra 


and profitable sales. 











6022w 1/4 Kt. Synthetic Star 
Sapphire & Diamond Ring 


2907 14 Kt. Synthetic Sapphire 
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& Diamond Ring 





CH U RCH & CO MPA N Y MEMBER 
MANUFACTURING JEWELERS 
Trade Mark Regi 2 Garden Street . . 
Unwed Sates and Canada Newark 5, N. J. Member American Gem Society 
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BANDMASTERS 
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They're right in fashion... and right for you; 





“ Sf me customers ... from flawless design to gleaming { 
—- Se AND ... they‘re priced right 


Fully guaranteed against for live-wire sales... and lively turnovers 


any mechanical defects 
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suitable for engraving 
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Colors: Yellow, Pink, and White 
~~ ORDER FROM YOUR WHOLESALER — TODAY! 


CHICAGO 
A. B. PINER 
29 E. MADISON 


RNC 
SAN FRAN 


Diy ——— rst 
“RY MANUFACTURING 


221 HUDSON STREET « HOBOKEN, NEW Jets 
PHONE HOBOKEN 2-5757 @ WoOrth 4-0323 (NE 


























BANDMASTERS = 








Duchess 


_,.aed there are extra profits in the glow — 
the “get-up-and-go” of Bandmaster Bands. 
Handsomely designed for today’s fashions, 
they flatter the wrist, the watch, 

and the wearer... increase your total volume, 
quicken your turnover. 


#104/I—Men’s 
Identification Bracelet, 
Sterling Silver plaque, 
Stainless Steel band, rhodium 
finish. Also Yellow GF. 
~Above as watch band only. 
Also GF. 


, All bracelets, except when otherwise noted, are 
ladjes’ pt fs 1/20 10K Gold Filled top with Stainless Steel back. 
ee Colors: Yellow, Pink, and White. 


.. with 
with bar end for Fully guaranteed against any mechanical defects 


nurses’ or sport watches. Op) ( hea, 
ODE aa ORDER FROM YOUR WHOLESALER — TODAY! 


BANDMASTE = RT ALL BANDS Pepe en 


29 E. MADISON ST. 
ee ee, en, SAN FRANCISCO NEW YORK CITY 
“tener G. A. HARRAH HARRY KOHN 
Ny, R . 657 MISSION ST. 
Ry 


ey 5 — ne 221 HUDSON STREET » HOBOKEN, NEW JERSEY 
ANUFACI PHONE HOBOKEN 2-5757 @ WOrth 4-0323 (NEW YORK) 








11 stores take 1 day for repair work 
66 66 


10 “ 2 days “ “ 
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Are you satisfied with the length of time it takes repair 
work to move through your repair department? If not, 
you should consider new methods of expediting repair 
work. Modern, time-saving equipment is at your disposal 
—such equipment, for example, as electronic watch 
timers. | 

Another pertinent question asked in the survey was, 
“Is all your repair work done on your premises?” Ap- 
proximately 5 out of 8 stores replied that they did all 
the work on the premises. Over 300 stores stated they 
“farmed out” a percentage of their repair work. Thirty- 
four stores stated they did no repair work whatsoever 
on their premises. 

Fifty-three stores replied that they sent out 10 per cent 
of their work; 37 stores farmed out 20 per cent of 
repairs, and 50 stores sent 50 per cent of their repair 
work out of the store. 


PERSONNEL 


The JC-K survey reveals that the majority of stores 
employ one repairman, excluding the owner. A good 
number of stores—one-quarter of the firms in the survey 
—have two repairmen. Thirteen per cent of the stores 














replied they employed three repairmen. 


CONCLUSIONS 


From the foregoing statistics certain conclusions g,, 
evident; a jewelry store repair department is a decides 
asset both in actual volume and profits and also jp the 
store traffic it creates. Though it is an important asset, 
its full potentialities today remain uncultivated by to 
many stores. What this suggests is a change in thinking 
of jewelers. They must regard their repair departmen 
not as step-children but as the important members of 
the entire store team which they are or can be. 

The concluding part of this survey will be presente 
in the October issue. Among other things, a complete 
breakdown of repair volume as it varies in relation tp 
a store’s volume will be given. 





Trip Around the World Gains 
Jeweler Free Publicity 


Opportunities available for free publicity are unlimited, 
if the jeweler is alert. Take the case of Harry Gamler 
president of Gamler’s, Butfalo, New York, who recently 
returned from a 32,000-mile trip around the world. — 

Naturally, not many people make such trips. As , 
result, when Gamler returned home a columnist from a 
Buffalo newspaper was called in to interview Gamler 
about his trip. The columnist’s article pointed up the 
Buffalo jeweler’s wide knowledge of gems and his visit 
to diamond and zircon mines in Africa and Asia. 








Recipe for a fine reputation 
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Dm ‘Take quality merchandise, blend with courteous 


service and an attractive store, then add a 


For the exclusive ingredient in your merchandising 
make sure of success by featuring the aristocratic 
distinction of the Herschede Chiming Floor Clock. 


In your store, as in the homes you furnish 
with these clocks, there will be an air of elegance, an 
impression of superb taste, created by the mellow 
tones of authentic chime melodies, by the beauty 
of great styling and meticulous craftsmanship. 


ty 4 
(CHE fo) 


Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 


New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
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No. 245 
(pictured here) 
is a beautiful 
expression of 

Colonial design. 
Honduras mahogany 
case is 86” high. 
Westminster Chimes 
on 5 tubular bells. 
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Write for catalog 
showing the 
whole line-up 
of outstanding 
models. 














Cathedral Chimes 
on Tubular Bells 





THE JEWELERS’ CIRCULAR-KEYSTONE 
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The Diamond Industry 
(From page 128) 


be reduced by 50 per cent by correctly orienting diamonds in 
the hard direction. This idea was first proposed by P. Grodzinski 
gs early as 1944. Details of these and other important advances 
are thoroughly covered in the Industrial Diamond Review and 
the Bibliography of Industrial Diamond Applications. 

Because present supplies of industrial diamonds are far from 
uate to fill demands, it is being strongly urged that strenuous 
efforts be made to economize on the use ®f diamonds, and to 
recover used diamonds. Recovery of diamonds from wastes and 
is now accepted practice, and while considerable 


worn out tools 
n made along these lines, much more should be 


progress has bee 


done. a. | 
Total imports of all classifications of industrial diamonds into 


the United States in 1951 were 12,158,620 carats valued at 
$46,739,991. The corresponding figures for 1950 were 10,967,005 
carats valued at $35,445,506. The average price per carat in 1951 


was $3.80, as compared with $3.33 per carat in 1950. 
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This concludes the condensation of Jewelers’ Circular 

Keystone’s 27th annual report on the diamond industry. 

The complete report will soon be available in booklet 
form at 50 cents per copy. 





‘People Are More Important’ 


Maier & Berkele, Atlanta, Georgia jewelry firm, recent- 
ly ran an unusual 65th anniversary ad. Headed “People 
Are More Important,” the ad showed pictures of the late 
founders as well as those of 15 store personnel, listing 
their store titles. 

The copy read, “It’s been said that a store is the 
lengthened shadow of a man—the man (or men) who 
founded it with great ideals and the people who carry on 
after them. On this page we show you some of the 
people who are Maier & Berkele today. It is they who 
have personally selected the thousands of pieces of mer- 
chandise in the store . . . who price and display them so 
that you may inspect them and buy them in comfort. 
It is they who cheerfully wait on you at the counters, 
who wrap your packages, answer your telephone in- 
quiries—they are the people who are this business, the 
real Maier & Berkele. It is their 65th anniversary. Come 
in and visit—they’re at home every business day be- 


tween 9:30 and 5:30.” 


FOR SEPTEMBER, 1952 





DANECRAFT?® does it again! 





Another new, exclusive jewelry pattern 


Silver W heat 


IN STERLING BY 


[DANECRAFT® 


Nationally advertised by Danecraft! And this new pattern 
is our exclusive adaptation of Reed & Barton’s Silver Wheat 
sterling flatware... That gives you the extra benefits of 
extensive national advertising, merchandising, and editorial 
promotion for the popular SILVER WHEAT fashion theme! 


fo a | een $30.00 per doz. 
Earring No. 281E................ 13.50 per doz. 
Choker No. 280N ................ 48.00 per doz. 
Bracelet No. 281B ............ 42.00 per doz. 


Place Your SILVER WHEAT Order Now! 


Milton Ledner, Herman Sands, 366 Fifth Avenue, New York City 
Sam Freed, 36 South State Street, Chicago 
Arthur Weingarten, 704 Market Street, San Francisco 


DANECRAFT ... PREFERRED BY THE STORES WOMEN PREFER 
Felch & Co., Inc., Craftsmen in Sterling, Providence 7, Rhode Island 
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20 WEST 47th STREET, NEW YORK 
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Since 1890. . . Leaders 
in Sports and Industry 
have relied on Racine 


for fine TIMERS 


Write for the Latest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 


Sport and Technical Use 
x 
* GUINAND TIMERS 


x GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
19, NF 















Gift Displays 
(From page 120) 


tion if they saw the item in a department store o; gi 
shop window. For this reason, it is especially importay 
for the jeweler to price his merchandise in the windoy 
There are a number of styles of neat and dignified brio 
markers available, many made especially for Jewelers, 
No need to make the window look like a bargain gj), 

Window copy for these displays should say much mor 
than the word “Gifts.” The jeweler has a special appeg| 
in the fact that he is a jeweler and the jewelry stor 
name always adds distinction and prestige to every gift 
that bears it. This idea should be constantly emphasize 
in the window copy. If merchandise is new or distinctiy. 
in any way—point out the facts on a copy card. Tak 
about your merchandise on your window cards ag you 
would talk to the customer in the store and again an{ 
again emphasize that a gift from the jeweler is always in 
good taste, always welcome. 


Give your gift displays all the drama and visual appeal 
you can muster. Be imaginative. Think of gift shopping 
from the point of view of the customer. The sketches 


ee) 


‘Jeweler’s Night at the Ball Game’ 


More than 1500 jewelers and their employees recently 
attended the annual “Jeweler’s Night at the Ball Game” 
and saw a major league tilt between the Cleveland 
Indians and the visiting New York Yankees. 

Prior to the ball game the jewelers frollicked at a party 


held back of the center field fence at the ball park and 











Above is a small section of jewelers who attended “Jeweler's Night 
at the Ball Game" in Cleveland. 


were guests of the Cleveland wholesale jewelers. Gordon 
Gage, chairman of the 24 Karat Club’s “Jeweler’s Night 
at the Ball Game” presented the Indians’ manager, Al 
Lopez, with a good luck charm. The presentation was 
dramatically made at home plate before some 30,00) 
Clevelanders who attended the game. The good luck 
charm was in the form of a four-leaf clover with a carica 
ture of an Indian centered in the charm. 


In presenting the charm to manager Lopez, Gordon 
Gage advised him that any one of his Indians hitting a 
home run during the game would be the recipient of 4 
set of silver from the jewelers of Cleveland. Al Rosen, 
Indians’ third baseman, rose to the occasion and clouted 
a home run. He was awarded a complete set of silver. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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herewith suggest three different types of displays which 
can occupy a section of a window or fill a whole window. 
And don’t forget to tie in your window display with a 
ease display inside the store! 

The theme of the “any-occasion” gift window is indi- 
cated in the copy—“Whether you are giving a tiny 
charm or lovely tea service—-when it is a gift from the 
Jeweler—it is a Special Gift!” A single charm is shown 
iny satin cushion and a silver tea service is shown 
on a larger matching satin cushion with an assortment 
of jewelry gifts on the window floor and in the niches 
of the honeycomb background unit. 

The cushions are easily made of satin, lightly padded 
and trimmed with cord edging and tassels. All these 
materials can be gotten from your local department store. 
Gaily wrapped gift packages are shown in some of the 
niches and on the window floor. 

The honeycomb background unit can be made very 
simply from shelving lumber by notching the upright and 
horizontal pieces together or you can have a carpenter 
construct the unit to fit your window space. It would be 
worthwhile to have a good job done on such a unit as 
this for it can be used again and again. It should be 
given a good base paint finish, preferably with a dull 
gloss and if a neutral color is used it can be used many 
times without repainting. But for special displays or 
when soiled it can always be repainted. A unit such as 
this permits the showing of quite a quantity of mer- 
chandise without any of it appearing crowded—each 
piece has its own little setting. It fills a background 





which might otherwise be quite bare. It makes an excel- 
lent unit for Christmas windows when as much merchan- 
dise as possible needs to be shown. 

For this display small star cut-outs are indicated scat- 
tered across the facing of the honeycomb unit and on 
the background behind it. Other decorative motifs can 
be used for other occasions—flowers, garlands, small cut- 
outs, and so forth. 


WEDDING GIFT DISPLAY 


For a display of gift suggestions for wedding anni- 
versaries—a long scroll as shown in the sketch, lists the 
accepted articles for anniversary gifts through the years. 
Papier mache bells hang above the scroll against a copy 
ribbon carrying the window’s general copy—Wedding 
Anniversary Gift Suggestions.” Appropriate merchan- 
dise is arranged on elevations and on the window floor. 
Almost all the items on the wedding anniversary list 
are available from the jeweler. If you wish, narrow 
ribbons may extend from particular items on the list to 
the suggested merchandise. This should be done only if 
you have enough space so that the ribbons don’t just 
look confusing. A small card might suggest that free 
copies of the Wedding Anniversary List, the little booklet 
published by and available from the Jewelry Industry 
Council are available on request. 

Birthday gifts are placed in a musical setting in the 
illustrated sketch. “Happy Birthday to Someone you 
know. ... is lettered on the copy streamer against the 
background. Musical notes cut from black paper are 
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assure extra sales and delighted customers. 
They are offered in both white and yellow 
gold and are of substantial weight .. . 
set with synthetic stone point stars. 
Beautifully designed center is enhanced 
by Alter and Pentagon and letters 
F.A.T.A.L. are in proper positions. 
770—$30.00 Keystone 
719 — $30.00 Keystone 
758—$26.00 Keystone 781 
764—$40.00 Keystone 
754—$43.00 Keystone Many of the patterns illustrated are avail- 
781 —$38.00 Keystone able with from 1 to 6 diamonds from $40.00 
to $140.00 Keystone. Also other exquisite 
styles offered up to $360.00 Keystone. 
THE NAME THAT MEANS 
Cy Y ; : 
Wrereriing derey 2 co. | Fx Entlematec fewelry 
MEMBER AMERICAN GE™M, socIiEeETY 8 ROSE STREET, NEWARK 8. N. J. 
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WE SPECIALIZE IN GOLD & PLATINUM CHAINS 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 
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Selections Sent on Approval 


665 Fifth Ave. New York 22,N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Office: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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scattered on the background. Birthday cake candles in 
their holders are inserted in small gift wrapped boxe 
tied with ribbon to match the candle color. The gift 
boxes and merchandise are arranged on elevations, 

Cut-out silhouette figures give drama to another djs. 
play with copy suggesting that for any tangible expres. 
sion of gratitude, affection or good wishes—jewelry ;, 
most apt to fill the bill. “nlarged gift cards lettered 
“Congratulations,” “Thank you,’ “With love” and “Beg 
wishes’ are scattered on the window background. Each 
is trimmed with a ribbon bow. Merchandise is arranged 
on steps in the foreground. 


Clock Chimes Remind Residents 
Of Their Jeweler 


There's nothing unusual about a clock “advertising” 
a neighborhood jewelry store, but one with chimes— 
audible at two miles—might be said to ring a bell. 

During the past four years the musical chimes have 
put the Little River Jewelry Company, Miami, Florida, 
into the life of the community, every quarter-hour. So 
much so, that once when loud-speaker trouble cut the 
chimes off for five days, a group of citizens got up a 
petition to have them restored; they thought the city 
authorities had revoked the jewelry company’s permit 
for the chimes. 











A. J. Clayton, president of Little River Jewelry Co., points out the 
Revere chime clock and the amplifier which are located in his office. 

Says A. J. Clayton, president of the company, “We 
wanted to do something a little different to draw atten- 
tion to our particular business. The chimes, as a public 
service, seemed a good answer.” 

A well-modulated Paul Revere mantle chime clock over 
Clayton’s office desk is the one that actually chimes. This 
clock chimes quietly in the office, but is wired to an 
amplifier which boosts the musical tones through the 
wire and over the outside loud speaker that keeps resi- 
dents up to the minute. 

The result is much more pleasant than the usual clock 
chimes—and the mechanical requirements are simple to 
arrange. It is usually necessary to get a permit for 
“broadcasting,” however. Issuance of this permit is 
based upon the chimes being a “public service” and the 
promise not to broadcast records and music. 

The chimes have attracted attention and letters have 
been received from business men in North Carolina; New 
New York; Tallahassee, Florida, and other points, asking 
about the chimes reported by visitors, or heard while 
vacationing. 
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Christmas Sales Help 


(From page 108) 


of the account of the person writing the check and was 
able to give foolproof advice on its handling. 

Officers and directors of the local bank, where all of 
Chayken’s part-time clerks are regularly employed, know 


- of and approved his plan. After consulting all of his 


part-time employes on their preferences in method of 
compensation, he set up a scale whereby they receive 
straight salaries on an hourly basis. The bank employes 
preferred salary to commission, Chayken learned, be- 
cause this method allowed them to plan their Christmas 
spending in line with incomes they were sure of. 

The bank employes worked in jewelry store weekdays 
from shortly after the bank’s 3 p.m. closing until 
9 o'clock or later. On Saturdays, they were in the store 
all day. 

Chayken used a total of 10 bank employes as part- 
time sales clerks during last year’s Christmas season. 
He was so enthusiastic over their work that he invited 
them all to come back again this year. By early spring. 
most of the tellers, who visit the store through the year 
as customers, had already announced their intentions of 
coming back for a repeat performance during this year’s 
holiday season. 

Another Chayken innovation during last year’s Christ- 
mas season was using a variety of gift wrappings in 
place of the standard commercial rolls of paper and rib- 


bons, buying his wrapping paper and ribbons at retail 
from local variety stores. His purpose in doing this was 
to have the gifts wrapped in his store appear as much 
as possible as though his customers themselves had 
taken the trouble to wrap them for the recipients. 

A “home wrapped” gift carries more sentiment and 
attracts more appreciation than a commercially prepared 
job, Chayken feels. Even with retail purchases of mate- 
rials, the costs of wrapping gifts were easily absorbed. 
The extra customer goodwill which came from this 
wrapping service more than paid for the trouble of set- 
ting it up. 

Wrapping was done at a counter in the rear of the 
store. Packages of wrapping materials were displayed 
and customers were invited to choose the ones they 
wanted for their purchases. On dozens of occasions, cus- 
tomers waiting for their packages to be wrapped browsed 
around nearby showcases and found something else 
they wanted before leaving the store. Customers were 
free in expressing their appreciation for this extra service 
both at the time of purchase and after the gifts had been 
presented and met with approval. 





When retailers of Broken Bow, Nebraska, held their 
Fall Opening Sales last year, the merchants set up a huge 
booth where they furnished free watermelon to all comers. 
A couple of truck loads of watermelons were used to take 
care of the big crowds. In addition, large throngs of 
people visited the stores which unveiled new windows with 
fall merchandise and a great deal of buying resulted. 
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CALL YOUR JOBBER OR MANUFACTURER FOR PROMPT ATTENTION 


5. SUHARE 


8 emblems on beautifully matted back- 
ground. 


Each emblem handcarved with outstanding 
blue and white enameling. 


Can be made with white gold or yellow 
gold emblems. All our rings are die struck. 


Ring straight- 
ened to show 







all emblems. 


71 NASSAU STREET 
NEW YORK 7, N. Y. 
REctor 2-0060—006!1 
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Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up into custom- 


made bracelets 
_like this. 


by Zisher 


J. M. FISHER COMPANY, Attleboro, Mass. 



































You Get Incomparable Values! 


© Necklaces 


All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 


* Loose Pearls 
From 3 to 10 MM., all qualities. 


* Cultured Pearl Jewelry 


1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 


Orders accepted from wholesalers, jobbers, 
manufacturers and importers. 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


NEPTUNE Cultured Pearl Syndicate 


550 Fifth Ave., N. Y. 11 PLaza 7-0769 




















Stone of the Month 


(From page 125) 





Romantic Background—Opals 


Seventh stone in the high priest’s breastplate, Opals 
were known and prized by man far back in the 
of history. Its name is derived from the Latin a 

opulus 
meaning “precious stone.” As such it was the luck 
stone of the Romans who called it “Cupid Paederos 
meaning child beautiful as love. As an example oj 
the value placed upon the stone, the Roman Senator 
Nonius chose exile rather than part with his opal 
ring which the Emperor Mare Antony wanted t 
bestow upon Cleopatra. 

The opal took precedence over the emerald a; , 
stone that was believed to be particularly beneficial 
to the eyes of its wearer. Medieval writers advised 
that it be wrapped in a bay leaf to sharpen the sight 
of the owner and to blunt the sight of those with 
whom he came in contact. 

After centuries of being one of man’s prized poses. 
sions, opal’s popularity took a turn for the worse 
when the superstitution grew up that it was an up. 
lucky stone. Just when this superstitution first started 
is unknown but it did transcend Sir Walter. Scott; 
novel “Anne of Gersein” which is credited with bring. 
ing about the superstitution against the opal. Back 
in the 14th century when the historical “Black Death’ 
plague carried off thousands of persons in Europe, 
the belief grew up that the opal grew suddenly bril. 
liant when its owner was stricken and then faded in 
lustre when death struck. The opal became associated 
with death and thus an object of dread. Another 
theory was that because of its brittle nature the opal 
became to be termed unlucky by the lapidaries of 
the times, often cracking when it was being cut. 
Wherever the superstition first began, certainly the 
unfortunate choice of an opal as the jewel worn by 
Sil Walter Scott’s unlucky heroine did nothing to 
further the stone’s popularity. But such is human 
nature and although any other stone could have been 
chosen by Scott the fact that his heroine did wear an 
opal put an unwarranted stigma on the stone that per- 
sists to some slight degree today. 

It was England’s Queen Victoria who did much 
to dispel the superstitution about the opal. It was 
in her time that the extensive deposits of Australian 
opals were discovered and the Queen expressed her 
disdain of the superstition attached to the stone by 
giving jewels set with opals to each of her daughters 
as wedding gifts. 


Tourmalines 


Usual Shapes: 


A brilliant stone, tourmaline is both step and 
brilliant cut in the cushion, octagon, oval and round 


shapes. 


Astrological Significance: 


This alternate stone for those born under the sign 
of Scorpio symbolizes wisdom, strength of mind and 
eloquence. 


Romantic Background: 


While tourmaline as a gemstone was undoubtedly 
known to the ancients, there is no recorded history 
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of the stone as such unless it be under the misconcep- 
tions of early writers who described it but identified 
the gem as some other. It was not until early in the 
17th century that the stones were first brought into 
the European market. The Singhalese natives of 
Ceylon where the stones originated called them 
turmali and when they came to Amsterdam, the Dutch 
called them by the name they are known by today. 

Tourmaline is found in many parts of the globe 
today and truly offers a bargain in colored gemstones 
because of their profusion. It is actually unsurpassed 
by any other gemstone in the variety of beautiful 
colors available. Ceylon, Russia, Madagascar, Brazil, 
Africa are some of the foreign sources of tourmaline; 
in the United States, California and the Southwest 
have extensive deposits, as well as the localities in 
Maine and Connecticut. 





Unique Plastic ‘Ring’ Displays 
Unmounted Stones 
Developed by Reginald C. Miller, New York lapidary, 


and Paul Robinson, engineer and gemologist, is a 
unique Gem Display Mount, designed for holding and 
displaying unmounted game. 

Shown for the first time at the National Jewelry Fair 
in Chicago, the display mount is constructed of plastic, 
either clear or colored, in various sizes. The top is 





Gem display mount designed for the display of unmounted 
stones. Prongs of "ring" snap snugly around girdle of the 
stone, holding it firmly and securely. 


pronged as in a regular ring, and when pressed down 
on a face-down stone, it picks it up and holds it securely 
as a pair of tweezers. The stone never has to be touched 
with the fingers and when thus shown to the customer 
remains clear and polished. 

Besides allowing the customer to select an unmounted 
gem by visualizing just how it will appear mounted in a 
ting, the mounts can also be utilized for a counter or 
window display of unmounted stones. The bottom of 
the mount has a small plastic stem which can be fitted 
into a special display tray or leather case, holding the 
ming upright. 

The Gem Display Mount will be marketed by the 
Miller-Robinson Co., 50 West 29th Street, New York 1. 
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The PILGRIM, 80” high, 
with Westminster Chimes. 
Retails for $470, plus tax. 


CHIMING 
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A half-century of skilled a 
stands behind their e eye-catching design 

@ superior materials @ lasting durability 

@ proveis sales-appeal. Send for catalog. 
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WE ARE AT OUR 
NEW HOME! 


576-5th Ave. 
New York 36, N. Y. 


and are prepared to supply you 





with a complete line of — 


Cultured Pearls 


and 


Seti festons . 


A. DIAGONALE & SONS, Inc. 


576 - 5th Ave. New York 36, N. Y. 











Tel. JUdson 2-0942 


















Christmas Promotion 
(From page 132) 

by the University District Herald. Each week for thre 
weeks, line drawings were printed in the Herald ‘ 
several of the district’s principal Christmas decoration 
attractions. Besides the gingerbread house. merry-go. 
round, and train, objects included the district Christmas 
tree, lamp post decorations, and others. The most expen. 
sive prize, a model washing machine, cost $12, othe 
prizes not exceeding $5. The contest drew sufficien 
interest that over 1500 entries were received. It accom. 
plished its purpose of attracting small children, accom. 
panied by their parents, to the district. 

In addition, the district mounted its usual attractive 
street decorations, the cost of which was supported by 
separate contributions from the merchants. 

The professional touch was very much in evidence jp 
the district decorations which shoppers saw at North. 
gate, Seattle's newest and largest integrated shopping 
center, during last year's Christmas shopping season, 
It was also in evidence in the advertising and promo. 
tional program which was planned specifically to get 
them there. That program was directly responsible for 
the largest turnout of Christmas shoppers since the first 





What Would You Have Said? 


“About a year ago,” a Lansing, Michigan jeweler 
writes, “We displayed in our window a few very 
expensive tea services. Included was one 5-piece 
service. It was accordingly marked 3500.” 

About a week after the display was installed, a 
distinguished looking gentleman entered the store. 
“My wife,” he stated, “has always wanted a service 











like the one you have in the window. So, I think 
I'll take it.” Whereupon the man handed the 
general manager $2 to be put down on an account 
basis. 

The startled manager looked at the two dollars, 
the customer, back to the two dollars, and, pulling 
himself together, said, “Sir, you realize, of course, 
that the set retails for $3500?” 

The would-be purchaser replied weakly. “I guess 
that’s a little out of my reach.” 

Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 


become property of JC-K. Jeweler’ s name and town wt 
be used in story unless request is made to omit tt. 
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retail stores opened their doors for business over two 


years ago. 
pEVELOPMENT HANDLED ARRANGEMENTS 


One problem most commonly shared by merchants of 
other districts did not have to be overcome at Northgate. 
That is the problem of organizing, persuading, and 
settling factional differences which is nesessary before 
such a program can get off the ground. At Northgate, 
the entire Christmas promotional program was handled 
by The Northgate Company, owners of the development, 
under the direction of the company president James B. 
Douglas. The company likewise shared expenses of the 
promotion with its tenants, offering merchants a pro- 
motional “bargain” which they could not afford to 
reject. 

Expenditures for last year’s Christmas promotion cost 
the company and the 70 Northgate merchants $28,000. 
The amount was spent for decorations of “Miracle Mall,”’ 
the model house, and “Kiddieland,” for the presence of 
“Santa and Mrs. Claus,” and for a series of full-page 
newspaper advertisements. 

Most unusual of the shopping center’s decorations, 
were the 12 tableaux which were mounted in the brick 
walled gardens which are placed at intervals down the 
center of the Mall. The Mall is the pedestrians’ thorough- 
fare which divides the two principal rows of stores. Each 
tableau represented a scene from Alice in Wonderland, 
renamed “Alice in Santaland.” The tableaux were excep- 
tionally vivid and lifelike, having been created by a local 


artist who was formerly associated with the Walt Disney 
studios. The scenes re-created in sequence the principal 
incidents of the story. By depicting them in continuity. 
children, accompanied by their parents, were induced to 
walk from the south to the north end of the Mall. In the 
process, shoppers walked past every establishment in the 
shopping center instead of concentrating on the south end. 
A striking decoration in the center of the Mall was the 
suspension of figures of Santa and his reindeer some 
fifteen feet above ground. The figures and sleigh were 
illuminated to stand out brilliantly after dark. The model 
home nearby was suitably decorated for Christmas. 


CHILDREN'S CENTER DECORATED 


The “Kiddieland” amusement center for small chil- 
dren, which is a permanent feature at Northgate, was 
redecorated to suit the name “Enchanted Forest” which 
it assumed for the- Christmas shopping season. The 
merry-go-round and other attractions, were designed 
specifically for children under 10 years of age. Children 
in this age group must of course always be accompanied 
by their parents, thus bringing in shopping traffic. 

An interview with Santa, who was placed in the En- 
chanted Forest, provided additional incentive to visit 
Northgate. A novel variation was introduced here, by 
providing Santa with a wife, who helped him in his inter- 
views. Her principal function was to gain the confidence 
of the children and put them at ease for their interview 
with Santa. Since children of this age are more at ease 
with a woman than with a man, the interviews were 
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RENSIE WATCH COMPANY, Inc. 


302 FIFTH AVENUE + NEW YORK 1, N. Y. + TELEPHONE BRYANT 92-1323 


THE BEST-SELLING COMPLETE LINE OF 
IMPORTED TRAVEL AND DESK CLOCKS 


IMPORTERS AND MANUFACTURERS 
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GOTHIC 
Style ” iw oe in King Design 


INITIAL RINGS 


}) 


GOTHIC RINGS are all original designs 
fashioned by our staff of jewelry de- — 
signers. Each ring is symbolic of the § 
high quality of craftsmanship main- 
tained in the production of GOTHIC 
RINGS, and each ring is available at 
a popular price. 






X50/0D 


SCOTTISH RITE RINGS 


There are many styles to choose from in 
this type of GOTHIC RING. Rings and 
mountings are available in all white, all 
yellow, or combination yellow and white 
gold and at a low price for the high 
quality. 





V-701 


KNIGHTS of COLUMBUS 
RINGS and MOUNTINGS 
GOTHIC Knights of Columbus are truly 


different, and have led to increased 
sales of Knights of Columbus Rings. 


All Patent and Copyrights Reserved 
Write for descriptive folder 


Kinsley & Sons Inc. 


JEWELRY MANUFACTURERS 


407 North 8th Street St. Louis |, Missouri 
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thoroughly enjoyed by the children and their parent 
Arrangements were also made to photograph each chil 
with Santa. 

All these features were prominently publicized in the 
series of full-page newspaper ads run during the Chrig. 
mas shopping season. Most outstanding was the ad shoy. 
ing Santa with a bag over his shoulder. Inside the oy. 
lines of the bag was a cartoon representation of all prip. 
cipal holiday attractions to be found in the district. As jy 
other recent shopping center advertising, the complete 
variety of merchandise and services available was Pointed 
up by the catch-phrase “The Northgate 70,” referring to 
the 70 stores at Northgate. The advertising was cop. 
tracted for by The Northgate Company at favorable 
rates, with appropriate shares of the cost supported by 
the merchants. 





Expansion of Youth Watch Market 
Predicted by Elgin 


The youth market for jeweled watches is expected to 
increase 60 per cent in the next five years, but jewelers 
have to use special selling appeals to assure themselves a 
fair share of this tremendous new field. 

This estimate of an important business opportunity 
now awaiting the jewelry industry is offered by Elgin 
National Watch Co. in the newest supplement to its port. 
folio of watch selling, a continuing training program for 
retail jewelry salespersons. Titled “Selling Youth the 
Elgin Line,” the guide is now being distributed nationally. 

The booklet cites U. S. government statistics in 
analyzing the size of the youth market. Where there are 
today an estimated 10 million young people in high 
school, college and preparing to get married, their nun.- 
ber will grow to 16 million during the next five years 
as the huge crop of “war babies” begins coming of age. . 

The brochure offers a_ point-by-point analysis of 
appeals to use in selling both to young people and to 
their parents, who will do most of the actual buying. But 
it stresses above all the jeweler’s important role in help- 
ing the customer. 





Window Display Used to Feature 
Gold Jewelry 











"Precious gold jewelry" was the theme of the above window dis- 

play created by Zell Bros., Portland, Oregon. Attractively dis 

played were single and matched sets of gold earrings, brooches, 

bracelets, and necklaces. Jardiniere of gilded and silver grasses 
were used for decorative purposes. 
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Up-to-the-Minute Inventory is Key 
to Costume Jewelry Sales 


The only sure formula for consistent costume jewelry 
rofits is a well-balanced, ever-fresh inventory. This is 
the belief of Jerome Small, head of the Sam Small Jewelry 
Co. of Nashville, Tenn. 


Small never uses cut-rate prices or promotional fanfare 


"to sell his line. The store has never utilized a markdown 


sale of any type, yet the owner maintains one of Nash- 
ville’s largest inventories of better-priced costume jewelry 
within one of the city’s smaller jewelry stores. The only 
reason for the success of this department, according to 
Small, lies in keeping the costume jewelry inventory 
fresh, in good taste, and uncluttered with periodic sales 
events. He avoids flashy promotions, because he has 
found that they damage the eye-appeal and the prestige 
of his merchandise. 

The costume jewelry is concentrated in a 10-foot coun- 
tercase at the right-center of the store. This case is lined 
with a slanting base, draped with green velvet, which 
Small replaces every few weeks. Feeling that emerald 
green is the most successful display background for gold 
and silver pieces, he seldom uses any other. Some 125 
items, ranging from five to 25 dollars, are shown in the 
case. In the main, the price range is well above that of 
the department stores. He believes in mass displays to 
attract the notice of the store visitor. However, he does 
not have so much of it that it overshadows the surround- 
ing diamond or watch departments. 


Although the inventory is large, seldom will any piece 
of costume jewelry be duplicated more than once a year. 
“Through long experience, I have found that it is a mis- 
take to buy six identical items,” the jeweler says. “We 
seldom buy more than two; usually we buy only one. We 
do not duplicate the item from one reorder to another. 
The failure to freshen up the inventory with bright new 
innovations at every reorder results in a slow-down on 


sales.” 
TURNOVER CHECK SYSTEM 
Small has developed a simple method of determining 


the sales rate on the various types of costume jewelry in 
his stock. A separate ticket, upon which is written the 
price and identifying code symbol, it attached to every 
piece in his stock. When a piece is sold, the salesman 
tears off the ticket and puts it into an envelope. The 
tickets are checked over at the end of each week to deter- 
mine precisely whether the trend is for large, ornate 
pieces, for delicate filigree, or for small metal or simu- 
lated stone pieces. The analysis indicates exactly what 
types sold most rapidly during the week. Small reorders 
costume jewelry in small amounts about once each week. 
He seldom buys an item which seems, at a glance, to fit 
into the store’s line unless his sales tag tabulation indi- 
cates that such an item will sell. 

Small attempts to balance his stock among certain price 
brackets and types. He says that there are no such things 
as favorites in his store, but there are favorite types. He 
never duplicates individual pieces, but he does re-stock 
his popular types. 
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If it’s action you want... 


use NIASH cuff link 
and earclip BACKS 


used by the finest manufacturing 
jewelers in the country ... yet 
are reasonably priced. 


send for price list 


Patented Construction 2,472,958 
Infringers will be prosecuted 


AVAILABLE 
in 
GOLD 
and 
SILVER 
and 
other 
METALS 


EFINING COMPANY 














SUPERB ACTION—PATENTED 
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gees Fast Selling 


Decorative Serving Picks for Salads and Hors D‘oeuvres 


Every hostess and homemaker will love SNACK PIKS, the exciting new 
addition to table decoration and service. SNACK PIKS add zest. sparkle 
and glamour to serving of salads and hors d’oeuvres. Made of sterling 
silver; richly Rhodium Plated and tarnish resistant! Expertly crafted 
in a smart variety of patterns to harmonize with modern 
or traditional settings. Set of six in assorted designs attrac- 
tively gift packaged in a beautiful satin lined plastic ease. 
Case can be used as a handy cigaret chest or as a personal 
jewel box. Exeiting gift! Wonderfud value! 

Write for Catalog or order today 


$Q 00 * Tax Inct. 








Retail 
‘Keystone 


JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 































“Brand-names are important in merchandising today.” 
Small said. He has found that women who leamel 
through the war years to buy products with a trust 
brand name have extended this type of purchasing to 
cover costume jewelry. Many customers insist upon the 
products of a particular line. To encourage the bran. 
minded purchaser, Small displays identifying brand tradg. 
marks on his costume jewelry display case and in each 
display. 

Because he does not believe in markdown sales, Smal 
never closes-out a slow-moving type. Instead, his sale. 
people are encouraged to apply skillful salesmanship, 3 
lot of suggestion, and are constantly reminded to focys 
the customer’s attention on the slow-moving item. Eyep. 
tually the item is sold. Small looks at it this way, “Each 
such case we consider a personal triumph, where cutting 
the price in half and tossing the item in the window js 
certainly no credit to the store.” 
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How Would You Have Handled It? 


A New England jeweler sold a customer a $1,000 
diamond ring. Following the purchase, the fellow 
was curious about his newly acquired diamond 
and decided to visit another jeweler to get a pro- 
fessional opinion of his ring. 

He traveled to a neighboring town and stopped 
in to see a jeweler. 

“You paid $1,000 for this ring? Good heavens,” 
quipped the jeweler, “why didn’t you come to me in 
the first place! I could have given you the same 
diamond for only $500.” 





On hearing this bit of unpleasant news, the cus- 
tomer returned to his own jeweler and related the 
entire story. 

The jeweler then told his customer, “Keep this 
diamond. But I want you to visit this other fellow 
again. Tell him you want a pair of earrings, one 
to contain the stone you have, the other to be set 
with a stone of similar size and quality which he 
will supply for $500.” 

The customer returned to the second jeweler and 
made this offer. Taken back, the jeweler hemmed 
and hawed for a while and then backed out from 
his offer, thus restoring the customer’s confidence 
in his original diamond purchase. 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all be 
come property of JC-K. Jeweler’s name and town will be 
used in story unless request is made to omit it. 
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Gemology 


(From page 122) 


that of quartz (7 on the Muh scale) and they are reason 
ably durable. Although they have no cleavage, there is 
an easier direction of fracture (across the stone) that 
‘the lapidary uses in cutting. Consequently, we can say 
line is a satisfactory stone from the stand- 


that tourma: ) : 
point of wear. the only drawback being its dark color. 
} 


Lighter green tourmalines have been found in years 
ast, and occasionally today we see light-colored stones 
on the market. Around 1898 the mines in Maine were 
being exploited to the maximum and the American and 
European markets were supplied (at rather high prices— 
, wholesale figure of $15.00 to $25.00 a carat was paid 
by one New York jeweler) with light green and other 
colored tourmalines of unusual brilliance. The deptetion 
of the Maine mines was followed by the discovery and 
development of some deposits in San Diego County, Cali- 
fornia, but more of the California crystals were pink 
than green. The occasional Southwest Africa specimen 
is a bright blue-green, but few of these are on the market, 
and are expensive, perhaps $30.00 a carat. We can look 
for more from other localities as time goes on, tourmaline 
‘snot a rare mineral. Since size is not a criterion in the 
cutting of dark green tourmalines, they are, of course, 
easily available in calibrated stones for machine-made 


rings. 


MANY COLORS AVAILABLE 


Although we mean the green material when we speak 
of tourmaline alone without modification, there are actu- 
ally many other colors to be found in the jewelry stones 
of this family. Different names have been given to differ- 
ent colors, but, fortunately, the fanciful names have never 
met with a very general acceptance and we need not call 
red tourmaline “rubellite’’ unless we wish to; “red tour- 
maline” is easier to understand and saves the learning 
of another word. 

Tourmaline is an interesting mineral from a crystal 
standpoint, having a top and a bottom, and we find that 
during its growth, it is very likely to change color. This 
produces a color banding, both from within, outwards 
and along the length of the crystal. Occasionally we will 
see stones cut from such a crystal which show the two 
colors within a single stone. Green tourmaline catseyes 
are rare but often very attractive, with a bright “eye” in 
a dark, or even two-color, stone. 


RED TOURMALINE MOST EXPENSIVE 


Red tourmaline is the most desirable and most expen- 
sive of the color varieties. The range in this hue is from 
pale pink to ruby-red. We do not look for flawlessness in 
this group; large, clean, pink tourmalines are unknown, 
a few carats is all that can be expected. Red tourmalines 
may be clean up to 10 carats or more, but even 10 carats 
without a flaw is somewhat unusual. Their prices run 
much higher than those of the greens, $10 to $30 a carat 
ls the usual retail price range. Red crystals are less 
abundant than the green ones, and since they are not 
°paque at the ends, it is possible to cut red crystals into 
large stones for maximum size. Consequently, we do not 


POR SEPTEMBER, 1952 








Ladies’ Billfold 
and Key Case 
a in smooth red calf. 





(AND IT SHOWS A LOVELY PROFIT!) 


Choose from 40 styles—$2.50 to $7.50 
retail—in Cherry Red, Hunter Green, Cocoa 
Tan, Midnight Blue, and Jet. In supple goat, 
calf, snake, smooth cowhide and Morocco 
from master tanners .. . Smartly fashioned 
by the nimble fingers of Bosca craftsmen! 
Your customers will adore them! 


And, because we bought our leathers 
when the market sagged, the values are ter- 
rific! 

You'll need Bosca’s complete catalog of 
personal leather goods. Wire for one today! 


Huge Besca Ce., Inc. 


SPRINGFIELD, OHIO 
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Whether your yearly diamond purchases aver- 
age $1000 or $100,000 we are prepared to fur- 
nish your needs at prices that are a challenge 
to the trade. Be convinced that there is a 
diamond house that does a volume business on 
a minimum profit basis. Write today for our 
Silver Anniversary’s October “Silver Saver”. 


We will send on memo for your inspection 
a parcel of loose diamonds ranging in size from 
seven pointers to twenty pointers. Please spec- 
ify approximate quantity of these sizes in 
which you are interested. 


YOUR PER 
COST S i 3 5 00 CARAT 


ONLY 
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WRITE FOR FREE CATALOG 


Won Goldberg éx Cc. 


29 E. Madison Street 





Chicago 2, Illinois 
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#600 WESTMINSTER CHIME 
55,” H. 20” W. 31/,” D. List $45.00 


Imperial 
i Oe 


MANUFACTURED BY 
NO. 750 THREE ROD STRIKE 


of J. HUG CO., INC. “~" H. 91/.” W. 41/,” D. 


HIGHLAND, ILL. _— $33.50 List 





No. 700 WESTMINSTER 
CHIME 


CLOCKS 
















WRAP UP MORE SALES WITH 
TAFFEL’S NEW RIBBON... 


a 
de, ie % % 
i. ‘ ss he 7 j ' 
& z es ' oe 4 4 ‘ ° ) 
ee : > Be & 
, £0 =¢//= 
“d + + « 
. wer . 4 : % . 
th ; % 
ueORAALAL ALI LALA Till. 
+t i We ji iis ripest Hf ‘ 


Perfect all-occasion ribbon to en- 
hance any gift. Rayon and silk with 
woven edge. Nine sparkling color 
combinations in 50-yard bolts. 
Write for free samples today. 


TAFFEL BROS., inc. 95 Madison Ave. New York, N. Y. 
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find the complete selection of calibrated sizes jp red 
tourmaline that we find in green, nor do we see red 
tourmaline so frequently in the standard colored stone 
rings. The Brazilian reds are likely to be clearer ang 
brighter in color than the Madagascar stones; though the 
latter may be larger and more flawless than the usyal 
Brazilian. A purple cast commonly shades the red of the 
Madagascar stones, and clean, may even sell for $40 , 
carat. Large stones of fine quality from either souroe 
are unusual and no standard price can be given. They 
are available often enough, however, to be of significance 
to the jeweler, for he can usually fill any sort of reasop. 
able requirement. Red tourmaline is the most satisfactory 
natural red stone; it is easier to get than spinel, and it js 
lighter in color than garnet. It is the only answer to , 
call for a relatively inexpensive, large, red, natural stone. 
It has reasonable brilliance, good durability (less than 
the green, but still good) and a desirable color. 

Other and rarer hues of tourmaline are known, but are 
of no great commercial importance. In these stones we 
find almost the entire spectrum, though oranges and yel. _ 
lows are rare. Ceylon tourmalines are frequently brown, — 
or dichroic, brown and yellow-green, and have often been | 
mistaken for a rare stone called andalusite. Tourmaline © 
is easily identified by the refractometer, only an occa — 
sional topaz in pink or pinkish orange can be confused ~ 
with it. Topaz will usually read a little lower (1.62), © 
tourmaline a little higher (1.63), but this distinction is — 
not easy. The greater density of the topaz will tell the © 
expert if this test is possible (the stone unmounted) ~ 
There is a greater brilliance and clarity to most topaz and — 
its flaws will usually run parallel to the elongation of the 
stone. In tourmaline the flaws run across the stone and — 
have the appearance of little wavy cracks. Any topaz © 
flaws running in that direction will be cleavage cracks and © 
consequently are very straight and sharp. | 





Stop That Watch! 


A customer entered Flint’s Jewelers, Utica, New 
York, and stated he was rather disturbed about his 
new watch. 











“Something is radically wrong with my watch!” 
he exclaimed to Josephine C. Flint. “It gains a 


half hour every fifteen minutes.” 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for 
story published. Address JC-K Editorial Dept., 100 E. 42 
St. New York 17, N. Y. No manuscripts returned; 4 
become property of JC-K. Jeweler’s name and town w 
be used in story unless request is made to omit it. 
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Reed & barton announces 


~ SILVER WHEAT 


The new “Americana” look in sterling 























The first silver design expressly created for 


the new “Americana” look in home furnishings 

















‘SILVER WHEAT—An inspired new pattern 


It meets the demands of the bridal market for a patter 
that is both contemporary and beautiful. 

SILVER WHEAT fills a needed gap between modernistic 
and antique in silver design. 

SILVER WHEAT is as appropriate in a ranch house as ing 
penthouse—it harmonizes with period furnishings as well 
as with modern. 


’ SILVER WHEAT-—the “Americana” look in sterling 


The “Americana” look is a new design trend that is taking 
the country by storm. 

It has its roots in our American past but it 1s created for 
the casual life of today. 


The “Americana” look is given perfect expression in 
SILVER WHCAT. 


SILVER WHEAT—A predictable success because... 


There is no other pattern like it on the market. 





Compare it with your stock and see how different, how 
distinctive SILVER WHEAT Is. 








SILVER WHEAT national advertising spearheaded by full pages in LIFE 


j Reed & Barton brings you an outstanding advertising pt 
motion for this outstanding new pattern! Full pages in Life 
Magazine—in Seventeen—in Glamour—and in Modern 

Screen! Also in Bride’s Magazine, Modern Bride and others 


Ask your Reed & Barton Salesman for full 
details on this major promotion. 
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SILVER WHEN 











a turning point in contemporary silver design 


Tastes are changing in America toward a freer, more nat- 
ural life. There is a growing appreciation, and a growing 
market for simplicity in home furnishings. In table silver, 
too—today’s young modern looks for beauty of wse as well 
as beauty of design. 

When you show SILVER WHEAT, let your customer feel 
how easy to hold, how perfectly balanced every piece is. 
Notice how unusually heavy the pieces are for a stand- 


ard-priced pattern. Show her how the lovely profile curve 
of the spoon is designed to fit the hand perfectly. Turn 
the fork over with its tines down. Notice how its curve 
at the tip fits the palm. 


Any girl knows that a beautiful effect is the sum of 
many well-thought-out details. Tell your customer that 
no detail was spared to make SILVER WHEAT a supreme 
achievement in contemporary silver design. 


Beautiful serving pieces in SILVER WHEAT— Every detail was carefully thought out. 


Traditional forms were subtly altered in the interest of achieving perfect performance. 





2. 3. 


1. Salad Serving Spoon—the gentle widening at the end of the 
bowl makes for ease in serving. 

2. Salad Serving Fork—notable for the graceful style of the 
tining. 

3. Tomato Server— pierced for easy draining. See how the bowl 
repeats the wheat motif! 

4. Gravy Ladle—notice the new pouring lip which’ prevents 
dripping, and follows the asymmetric style of the pattern. 
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4. - ' 6. 


5. Sugar Spoon — here the lovely simplicity of the bowl carries 
out the grace of the pattern. 
6. Butter Serving Knife—the new hollow handle is easier to hold. 


All of the other pieces were as carefully designed. They include: 
Cream Ladle—like the Gravy Ladle, it features the same new- 
style lip which makes for easier pouring, no drip. Sugar Tongs— 
new cup-shape ends are contemporary in feeling. 

Reed & Barton, Taunton, Massachusetts 
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Self-Service 


Roy Rubens has instituted a “help yourself” policy. 


Bas service seems a far cry from the mer- 
chandising of fine silver flatware and hollowware. 

Yet, when he entered the retail field for the first time 
last autumn, veteran silverman Roy Rubens took a cue 
from those stores which work on the “help yourself” 
merchandising theory; the self-service variety stores. 

From these he borrowed, and bettered, the idea of 
visibility. With the exception of duplicate items, the 
entire Rubens stock is on view. From the threshold, a 
prospective customer can take in at once the thousand 
different silver items in the store. Yes, a thousand dif- 
ferent items, not counting the extensive Rubens stock of 
flatware. 

From the self-service adherents, Rubens also borrowed 
the policy of immediate price identification: every piece 
in the shop and the window is clearly marked with the 
full tax included price. 

Recalling his own irritation at certain fine men’s fur- 


On Silverware 


Taking a cue from the popular self-service food stores, 


As a result, every customer is her own sales person in 


the Roy Rubens Silverware Shop in Beverly Hills, Cal. 











From the very threshold the customer's eye is attract. 
ed to the firm's extensive display of fine silverware, 























nishings shops, which display merchandise with no clue 
as to its price, he remarks: “A customer is entitled to 
know at once what goods sell for. 

“Looking at merchandise without knowing its price 
only prolongs the customer’s state of uncertainty. When 
she knows whether she can afford a purchase, the cus. 
tomer can determine if she wants it.” 

The inclusion of tax in the original price quotation, 
Rubens feels, avoids a probable source of lost sales, 
There is, he believes, much tax resistance; and this has 
nothing to do with regular price resistance. 

No novice, Rubens has been active in one phase or an: 
other of the silverware trade for 30-odd years: as a 
traveling salesman for International Silver Company, as 
one of Los Angeles’ largest wholesalers and importers of 


silverware, and finally, as a retailer. 
(Please turn to page 178) 


Gleaming rows of clearly priced hollowware can be studied and examined at close range. 





by JOY PARNES 
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Introducing a profitable 
new frend... | 












WALLACE 
STAINLESS 


FLEETLINE f — 
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They’re new! They’re newsworthy! 
They’re patterned for profits—these 
Wallace Stainless designs. From the hands 
of world-famous Wallace Silversmiths, 
these superb patterns are what consumers 


will see in important national 


S tO C k an d Se | | publications this fall, what customers 


WALLACE STAI N LESS will be looking for in leading stores 


the tableware that needs no care! 





throughout the nation! 
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Coordinated Tableware Merchandising 


Means Coordinated Sales in All Three Lin . 


Women, fashion-minded as they are, tend to buy coordinated 
fashions—and this is particularly true of china, glass and 


silverware. Table settings provide a complete fashion picture. 








Tablewares are always featured in display windows. 


Boyes silverware customer is a potential 

customer for china and glassware,” reasoned Joseph and by ANNA ROBBINS 
Myer Barr of Barr’s Jewelers and Silversmiths of Phila- ; 
delphia, Pa., and Camden. Accordingly the Barr’s Store concurrently in the other six Barr’s Stores in the Phila 7 
at 5600 Germantown Avenue developed a new china and delphia-Camden market area. The new departments are | 
glassware department which is typical of those opened proving the old truism: “There are only two ways to” 
bring in business—increase traffic and sell more to those’ 
who enter the store,” by accomplishing both. 

Each of the Barr’s stores have carried promotional’ 
chinaware and novelty glassware for some time. Now this 
has been increased so that customers have a choice of six’ 
really good and eight less expensive patterns. This was’ 
the essential first step because, as Joseph Barr says, 
“When women come in to look at china—they want to” 
look and look. They have to have a lot of patterns to 7 
choose from. One or two doesn’t interest them.” ; 

No extensive physical changes were necessary to house | 
the new department. A side wall display was arranged” 
as well as a table in the center of the aisle at the reat 
of the store near the credit window. The table is bor 
rowed from a nearby furniture store and the center piece: 
from a neighboring florist. Both are glad to cooperate, 
of course, in exchange for a credit line on a placard @ 
the table. The table is always completely set with silvery 
class and china from these respective departments of thé 
Barr’s store. The small card on the table is changed 





A coordinated table setting strategically located near the 
credit department can't miss in attracting wide attention. (Please turn to page 176) 
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set rear NOW! 


MAKE YOUR STORE 
_ ean. GIFT HEADQUARTERS 
with 


FINE SILVER 
by POOL 


Everyone knows that silver sales will in- 

crease during the next three months. 

on How much of this increase will you ring 
No. 50 Retail $102.00 tax ine. up? To make sure it’s more than your 
share, complete your stock of fine Poole 
Silver, both sterling and plate. Your 
store will become gift headquarters when 
you feature Poole Silver, because more 
and more people want it. Poole’s national 
advertising has given the Poole name 


immediate acceptance as the silver with 


which all others are compared. 





Sterling Trivet 
No.953 Retail $12.00 tax inc. 


— -— FF A TRADITION IN SILVER ° 


; | POOLE SILVER COMPANY Ine. TAUNTON, Mass. 


NEW YORK CHICAGO 
ee 366 Fifth Ave. 29 E. Madison St. 


FOR OVER HALF 4 
CENTYy 
Ry 


ae, 


Sterling Sugar & Creamer 
No.115 Retail $36.00 tax inc. 





Buffet Dish 
No. 402. Retail $47.40 tax inc. 


Sauce or Gravy Boat & Tray 
No. 1901 Retail $21.00 tax inc. 









Sterling Tea Service 
No. 990—7 piece set 
. Retail $2064.00 tax inc. 








Sifent Butler 
No. 3810 Retail $12.00 tax inc. 


Hostess Dish 
No. 403 Retail $21.00 tax inc. 


AA 








Ice Tub 
No. 3800 Retail $33.00 tax inc. 
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1. Three new Lord Elgin models include the Warwick,’ 
left, which retails at $71.50, F.T.I. "“Ashley,"’ center, 4. 


has 14Kt. fold-filled case and is $71.50 retail F.T.I. 
The “Penfield,” right, is priced at $125 retail, F.T.I 
i 


2. This high-styled ladies' timepiece is the tiniest, 
daintiest self-winding watch created by Eterna. The 
circumference of its case is less than lipstick case, 
(upper left). 14K+t. gold-filled model is $71.50, T.I. 
3. Seth Thomas automatic model No. 15181B has gold- 
filled bezel, stainless steel back and 1!7-jewels. It 
comes with an expansion bracelet and is $71.50 retail 
F.T.1. Leather strap model retails at $67.50, F. T. I. 


4. The Bulova "Clipper," style #1077, has 17-jewels 
and is self-winding. Other features include a sweep- 
second hand and an expansion bracelet. $59.50, retail. 


5. "Citation Columbus" by Benrus has |7-jewels, gold- 
filled case, gold applied dial, sweep-second hand and 
is water and shock resistant. Priced to retail for 
$71.50, this Benrus model comes with expansion band. 





6. The ultra-thin Longines "Automatic P" features the 
new Longines automatic movement. Its |I4Kt. gold 
case is designed with a multi-faceted bezel framing a 


two-toned dial. It is priced to retail at $175, F.T.I. 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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295—10"" 
SALAD BOWL 
$28.80 1:1. { 


y 295B—10"" 
- - S§$ALAD BOWL 
$24.00 1.1. 














All our SOLID MAHOGANY salad 
bowls are made from ONE PIECE 
of the finest Honduras mahogany 
obtainable. 


These are just a few samples of our outstanding 
values. We manufacture the;most complete line 
of unusual STERLING SILVER. serving pieces in 
the country, including SOUP LADLES, GRAPE 
SHEARS, PICTURE FRAMES . | . Everything you 
want in STERLING ... All superbly crafted and 
inexpensively priced to aid ‘in volume and 
repeat sales. 







238M—10" 
SALAD SET 
$9.00 1. 


SIWERGRAFT COMPANY 


INCORPORATED 
& 


5 WATSON STREET 
BOSTON 18, MASSACHUSETTS 
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|. "Parliament,"’ a Telechron electric clock, features 
raised bright gold color numerals and bands with a 
white dial and white textured background. The fair 
trade or suggested retail price is $12.95, plus tax. 


2. General Electric's "Contour" is a kitchen clock 
which features a streamlined molded plastic case. It 
has a large, shatterproof crystal, with numerals hot- 
stamped into the crystal. Recommended retail: $6.95. 


3. Semca's sterling silver-frame boudoir alarm clock 
has Swiss I-day, 7-jewel movement. A matching ster- 
ling silver picture frame is also available. Clock re- 
tails at $22.50; picture frame, $8.50, both plus tax. 


4. This Kalex world clock wall model tells the local 
time, as well as time in 83 countries. It comes in 
a solid walnut case and retails for $97.50, F.T.I. 
From Kalex Corp., 305 East 46th St., New York City. 


5. A convex dome of clear Plexiglas encases the face 
of this modernistic, portable electric alarm clock. 
Designed by Geo. Nelson for Howard Miller Clock 
Co., Zeeland, Mich. Approximate retail price is $29.50. 


6. This 8-day, 7-jewel Swiss travel alarm clock comes 
with automatic calendar. Day and date indicator 
come in contrasting colors. It has leather case with 
security lock. $25 retail, plus tax. From the Florn Co. 


7. "Classic (model 3-H-52), an electric alarm clock 
in mahogany finished wood, has been introduced by 
The Sessions Clock Co. The clock features the "Tru- 
Bel" alarm, a bell with a pleasant tone. $8.95, p!us tax. 
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that young woman 


in her teens 


Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 a 
year to spend, fancy free. And 
they fancy jewelry! 


RIN ene en 


FOR SEPTEMBER, 1952 


— = 


Getting gifts galore! 
For birthdays, graduation, 
Christmas, hope chest. And 
givers nearly always buy her 
just the gifts she wants. 


Coaching Mom, Dad! 
She sparks many household 
purchases... flatware, glass, 
china and appliances. Will 
your product get her okay? 










Here comes the bride! 
More girls marry at 18 than 
at any other age. They're 
picking products, buying 
brands now for “that day.” 
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"Engagement," top, and "Melbourne," bottom, are patterns in 
the new Oneida Community Sterling line by Oneida Ltd. A 
six-piece place setting retails for $28.50 in each pattern, 


"Silver Wheat" is the name of this 
sterling silver flatware pattern by 
Reed & Barton. It retails at $29.50 
F.T.l., for a 6-piece place setting. 


A group of sterling photo frames is 
being introduced by Felmore Company, 
Inc., Providence, Rhode Island. The 
prices range from $7 to $12 Keystone. 








ywiati-e 

achievement 

in sculptural 
modern flatware. 
Designed by 
Wilhelm Wagenfeld 
ollem-> <-latli-tomin 
chrome steel with 

a matte finish. 


To retail: 
5-piece place setting $8.50 
6-piece place setting $9.50 


Write for complete 
Tabiclauelicelimelimult: 
and seven other 
exclusive patterns 
in stainless steel. 


2 
FRASER S. Ine. 2409 Telegraph Avenue, Berkeley 4, California 


Importers and distributors of contemporary table appointments 
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‘the Dele iiference’ 


IN 1/20-12K GOLD FILLED JEWELRY 


Fashion-correct, third dimensional designs*, fine 
Ago itTuilolaviall omelalem-> <ollUCINi-M elo] (lal ito Ml ofela <elel late mel hZ— 
JEWELS BY D’ERI an extra eye-appeal that means 
‘‘buy-appeal”. Women—and men—notice the “D’eri 
Difference.” When you stock JEWELS BY D’ERI, you'll 
feel it, too. 


PS-181/180E t y 
Per Set $22.50 nN \ 7 f po 




























Exclusive 
Patented 
Packaging 





, i P pe! 
1/20 12K G.F. << Va ae . 7 ws 
or Sterling SO Boog Y y ea pig s7 
Heart Design Pin,. a ol ee ig SF U2" if. 
M : Meds a gree ae & BS eG nce 4 \ - ye ‘f) . 
oh realiare! molaalarens xsi Pat! ay ny Gy a Ye & Ne, -" fe 
ee ie VANCE 
| ee” \ ONZE Vase 
Meg % WD s,s 
oul | yy 
PG 192/E PG 012/E 
Per Set $19.50 Per Set $18.75 
PG 016/014E Pin Set with Pin Set with 
Per Set $19.50 Wiel rotaliave Ml celaalare WAtohfelallate Mm selgalare rs 


Pin With Matching 
melaa laren 

All Pin Sets 

Also Usable 

As Neck Sets 


ALL PRICES ARE SUGGESTED RETAIL 
AND KEYSTONE ULISTT 
- All Designs Copyrighted Jewels by D’eri. 


Teme A= 
Per Set $18.00 | 1/20-12K GOLD FILLED BRACELETS 
Pin Set with | 
Wiel ceallate Mm acelaalate BG 204 — $16.50 Each 


with GENUINE ONYX or 
Imported Italian Gold 


: Pay ee NS) folate 


BG 200 — $15.00 Each 
with GENUINE ONYX or 
Imported Italian Gold 
Stones. 


BG 206 — $13.50 Each 
with Turquoise Matrix 
Stones. (Also in Genuine 
Onyx or Gold Stones at 
$15.00 each.) 












joshi) 


387 Charles Street, Providence, R. | 


nC 


t Plus Federal Tax, If Any; Prices Subject To Change Without Notice. 








DEATHE 


The only lighter 
with the fiame 
you can point 


10 - 


LIGHTER 





-\ 
qr 











UPRIGHT 


for cigarettes 
and cigars 









= 











TILTED . 
jet flame for pipes 







\ 


/ reasons why 
Beattie Jet Lighters 
sell more easily 


cigars 


@ Two flames—jet for pipes—regular for 
and cigarettes. 


@-Wick that needs no replacement. 

@ Longest flint. 

@ Huge fuel capacity. 

Slip cover for easy fueling. 

FULLY GUARANTEED against defects in mate- 


rials and workmanship. 
Consistent advertising in consumer magazines. 


RETAILING AT: 


sd-abtiiiiidakth tai aia iaielniaitinishea ts abl ie $ 6.85 Tax Included 
8.00 Tax Included 
8.00 Tax Included 
9.25 Tax Included 


Heavy Nickel Plate 
Pigskin or Black Morocco 
Satin or Bright Chrome 
Engine Turned Chrome 


“eee eeeveaereeeeeveee eee eeeeen eee 


I i Ls een eONaa kee 10.00* 

Heavy Gold Plate, Leather Covered .............. 15.00* 

Heavy Gouge Sterling Silver .................4...-. 27.50* 

Desk Mode:, Genuine Leather ..................... 10.30 Tax Included 
Extra Large Beattie Flints retailing.............. 25¢ per pkg. 


*Subject to 20% Retail Excise Tax 


Ask your favorite wholesaler or write direct 
to Beattie for name of distributor nearest you. 





Beattie Jet Products Inc., Box JC-K 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 


Lighter to: 


NAME 





FIRM NAME 





ADDRESS 

















Coordinating Tablewares 


(From page 168) 


about every month. At first it invited inspection of the 
new department, in these words: 

“Your Table will Sparkle! 

With the wonderful array of styles and values 

In our new China and Glassware Dept. 

EXQUISITE CHINA 

In Budget Sets and in Fine Quality 

LOVELY GLASSWARE 

Of many charming patterns 

In a complete price range. 

The table is situated where everyone who enters the 
credit department must pass it. On busy days and busy 
evenings, there is often a line waiting to pay bills. Aj 
such times a sales person is usually stationed there 
approaching each person to point out the merchandise 
and services available through the new department. Tp 
the left of the table, as one approaches it, is the silver. 
ware department, with a wall lined with upright exhibits 
of silver flatware patterns. To the right of the table. 





ental 


Silver Wall Display Unit Helps 
Overcome Space Problem 


There are some people who maintain that J. C. Braddy, 
Jr., owner of Braddy Jewelry Co., Thomaston, Georgia, 
is a man who can effectively display more jewelry in 
less space than anybody else in the country. Braddy 
substantiates this claim by showing a complete jewelry 
line in a store that measures 12 feet in width and 16 feet 


in depth. 





Braddy has used the eyes-and the sense of an interio! 
decorator in setting up his merchandise. He has_ done 
to his store what every wife wants done to her kitchen: 
utilizing corners, every precious inch of wall space and 
limited counter display space. 

The number one space saver is the wall silver display. 
With this ingenious display Braddy has taken silver out 
of the counter and placed it on the wall where every 
customer who enters the store may see it. Small recess 
areas on each side of the silver display feature crystal! 
and giftware items. 

The silver display is 67 in. wide, 51 in. from top to 
bottom and is recessed 114 in. into the wall. The display 
holds 20 mats with each individual mat having a 5-piece 
place setting mounted on it. 
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against the opposite wall, is the china and glassware de- 
artment. These departments are, at present, represented 
by limited showings of sets which are changed frequently. 
The rest of the merchandise is kept in the stock room to 


conserve display space, since china is a rather bulky item. 


The merchandise of the new departments is also effec- 
tively displayed at all times in one of the windows along 
aside street. This is usually coordinated with an adja- 
cent silver window which has been attracting customers 


for several years. 


ONLY USE DISPLAYS AND DIRECT MAIL 


Barr’s have used television, radio and other media to 
promote the stores in general and jewels in particular, 
but have employed only these displays and direct mail 
to promote china, glass and silverware. The slant on 
much of the direct mail introducing this new department 
has been combination offers. Harmonious complete table 
settings offered have included glassware, chinaware and 
silverware. In one case even table cover and napkins 
were included, although Barrs do not ordinarily sell 
these linen pieces. Women who have difficulty deciding 
or lack faith in their decorating ability jump at these 
offers to buy coordinated units, just as they tend to buy 
coordinated fashions. Most of the original sales of china- 
ware have come through these direct mail campaigns. 


Most of the in-store sales have been ‘“‘add-on” sales, 
substantially increasing the amount sold to customers 
already on the books, says William Stewart, manager of 
this store. 


For instance, contrary to the practice in the silverware 
department, place settings are not emphasized in china- 
ware and glassware at Barr’s. Instead budget terms are 
used to encourage sales of services for eight or twelve, 
emphasizing the point of credit terms making it possible 
to “pay at your convenience while you’re enjoying them.” 

Naturally, those who buy an eight-place setting may 
later want to increase it to a twelve or just to add replace- 
ments for broken pieces. All merchandise is from open 
stock with manufacturers, but since delivery on all these 
items is slow, at this time, Barr’s take orders for replace- 
ments rather than breaking up their own stock to fill 
these requests. The orders are filled within 30 to 90 days. 





Local Newspaper Honors Jeweler 


Recently the Hartford Times, a Connecticut daily, 
ran a front-page editorial urging its readers to exercise 
their rights as Americans to vote during the coming 
election. The newspaper pledged its efforts to make 
people “Read, Think and Vote.” 

The newspaper further announced it was setting up an 
advisory board of outstanding Hartford citizens to help 
formulate a program which would serve the public’s 
needs in getting non-partisan, informative writing about 
the present political situation. 

One of the prominent citizens appointed to the board 
was William B. Savitt, president-treasurer of Savitt 
Jewelers, Inc., and director of Hartford’s 1952 Red Cross 
drive. The appointment was an honor to Mr. Savitt and 
no doubt helped increase his already high prestige. 











——_ 
—_— 


Millions read this in Reader’s Digest... 










Gorham’s new ‘‘Rondo”’ pattern 
protected from tarnish by roll 


of Pacific Silver Cloth 







Pacific Silver Cloth rated best in 
mpartial laboratory tests! 


Impartial laboratory tests, reported in 
Reader’s Digest, proved that no other 
form of protection tested prevented tar- 
nish as effectively as Pacific Silver 
Cloth . . . recommended by leading 
silversmiths and jewelers! 


Your customers read about Pacific 
Silver Cloth’s proved protection every 
month in these national magazines: 


HOUSE BEAUTIFUL 
HOUSE AND GARDEN 
WOMAN'S HOME COMPANION 
GOOD HOUSEKEEPING 
BRIDE S REFERENCE BOOK 
BRIDE S MAGAZINE 





PACIFIC MILLS, Dept. 9R, 1407 B’way, New York 18, N. Y. 

















engine ~ : | 

f pilrer CH Gentlemen: Please send me names of suppliers and descriptive 
\ 2 New visual wrap display | literature on Place-setting Rolls ——, Hollow Ware _— ——, | 

Sigg helps you sell Pacific Lined Chests ——, Packets ——, Wraps (yard and '2-yard) ——. 
_ Silver Cloth! 
twe Point out the label and 2 oe | 

6 ; , ' ; - un . o Name Title 
beaver-brown color that Tiny silver particles in Pacific Silver Cloth | 
identify the genuine trap tarnish gases... prevent them from | | 
Pacific Silver Cloth. reaching hollow ware and flatware. | Store Dept 
| | 
O PACIFIC Si = | 
nly Stlver Cloth | | 
‘ Cit Zone State | 
* 7 7 y 
’ / ) / / 

positively prevents tarnish |_—~—~______-—-—-—~—-—-—~—~—~—~—-! 
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' Self-Service 
ee ER S (From page 166) 









h as For his location, Rubens chose svelte Rodeo Drive jp 


Beverly Hills: not for the marginal fringe of high bracket 
cai’ || Oogs 


movie “names” who lunch at Prince Mike Romanof, 
down the street, but for the area’s substantial concentra. 
tion of middle income bracket residents. According to g 
survey of county population, the Beverly Hills area 
extended several miles each way to include the Weg 
Wilshire district, West Los Angeles, Santa Monica, and 
the Encino-North Hollywood valley communities, ¢op. 
tains 75 per cent of the county’s quality shoppers. 
These often trade in Beverly Hills for groceries and 
simple household needs. Many do their major shopping 
in the suburban community to avoid the time, traffic 
snarls, and parking trouble involved in a trip to town. 
The opening of Beverly Hills’ first full-fledged department 
store, a branch operation of Robinson’s, Los Angeles, jg 









Here's a hard 

hitting, outstanding 

catalog that will bring 
you more business. 


© You feature the brands 
you select. 

© Your store name and 
address appears in four 
places. 

© You gef your own, indi- 
vidual store policy. 

© Low syndicate prices. 


Write for 
free samples. 


















The Sentimental Customer 














An understanding of sentiment is a prime requisite 
CREDIT FORMS for all jewelers. When a jeweler sells virtually any 
Contracts Collection Letters piece of jewelry store merchandise he is also selling 
Receipt Books Paid Up Letters sentiment. But, as every jeweler knows, sentiment 
Write for free samples. sometimes takes strange forms and expressions. 
Not too long ago a customer — the —— 
ewelry Co., Lawrence, Mass. After selling a watch to 
S.J. SURN AMER of ¢ Inc. - pon inca Gee Kuhn struck up a lengthy and 
370 7th Ave. N.Y. 1, N.Y. friendly conversation with the chap. The fellow, in- 
Tel: LOngacre 4-6650 spired by Kuhn’s friendliness, revealed that he had 





been married for eight years, but he had neglected to 
keep a promise to his wife which he had made during 


ih ih their romantic courtship days. 
Kuhn politely asked what the promise had been. 


aa T @. “ | : Th t told him and though Kuhn has an 
5 fa l I ] I C 5 5 9 [ C eC l ) d (l C 9 andien povenln-ne i of sentiment he was taken back 


by ~Moetham pl ou 


For New Goods or Repairs 














What he wanted was a pair of 14K gold-tipped 
shoe laces, not to be worn, but as a token of his ever 
lasting affection. The customer had sworn to buy 
these laces for her if she would agree to marry him. 

Bottle Opener (Ring Type) Cap Lifter (Hook Type ) His unforgetting wife had been goading him for eight 

Knife Blade (Medium) Cheese Scoop years for not having kept his aang : 

. . . . Kuhn furnished the customer wit is unusua 
iths and repair shops look to : 

eaten tee 'finely finished ional stain- request. At last reports from the customer’s = 
less steel blades. Unequalled for quality, “Cupid” Kuhn hears they are considering a secon 
beauty and craftsmanship since 1871, North- honeymoon. 
ampton offers a wide variety of specialty items Write us a note about your unusual business experience 
in addition to a complete line of tableware. (Literary style is unimportant.) $5 will be paid for each 
Prices and illustrations gladly furnished. story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit tt. 




















NORTHAMPTON CUTLERY COMPANY e¢ 





NORTHAMPTON 2, MASS: * ESTABLISHED 1671 


—-« 
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expected to augment this trend. 

Counter to the prevalent “Beverly Hills myth,” these 
customers are extremely price conscious: many of them 
are white collar workers who feel the pinch of rising 
prices and taxes. | | | 

Two thirds of them are women: their daily shopping 
habits and preferences shaped by the rounds of grocery, 
" department and variety store—used to seeing, shopping, 
and comparing without having to question each displayed 
item. 

To reach these customers, Rubens makes his primary 
appeal to their pocketbooks. 


DOLLARS AND CENTS' APPROACH 


Rubens has discovered that a “dollars and cents” ap- 
proach is vital even with what was formerly bracketed 
as the carriage trade. There is a slowing of demand for 
luxury items, he notes; families who once would and 
could spend $20 for a gift are looking for a $10 price 
tag. Last Christmas season the volume in gift silverware 
was in the $20, $15 and $10 selections. 

To provide variety for gift seekers with limited 
budgets, Rubens carries approximately 200 items at $10 
and less. Pre-holiday advertisements ran the gamut of 
one to three figure purchases. Sterling and crystal ash- 
trays were advertised at $2.75, salad serving sets at 
$2.95—these balanced by advertisements for tea and 
coffee services ranging to $300 in price. Both «aetro- 
politan and suburban newspapers were used. 

Rubens and his son, Roy Rubens, Jr., divide their time 


between the Beverly Hills retail shop and their wholesale 
business at 315 West Fifth Street. Mrs. Rubens directs 
the everyday activities of the retail store with the aid of 
a saleswoman, Mrs. Olive Bennett. The woman’s touch 
shows in the glistening shelves of silverware: each piece 
polished weekly, dusted daily. 

The shop measures 70 feet deep by approximately 20 
feet wide, with a shipping room and balcony storage 
space in the rear. 


MURALS OF FLATWARE PATTERNS 


A full vision, angled window quickly identifies the 
shop at a distance to motorists and pedestrians. In this 
window, Rubens displays hollowware, carefully price- 
ticketed with silver signs. These are placed on two gradu- 
ated tiers, low enough to permit a view of the shop 
beyond. Both the main window and a corresponding 
small window flanking the other side of the doorway are 
muraled, ceiling to base, in blocks of flatware patterns. 

Beyond the entrance, an octangular case and small 
nests of tables contain tea sets. “Show pieces” are set 
apart in gothic wall niches. 

And to each side, for the entire length of the shop, 
are parallel rows, four deep, of silverware: gleaming 
under daylight neon, augmented by the highlights from 
carefully situated spots. Again, the woman’s touch: bulbs 
frequentiy replaced, before time yellows their sharp, 
white sparkle. 

Originally, the shelves were solid displays of gleaming 
silver: but the results were literally blinding. Rubens 

















GOLD - SILVER - 


__ 


Strictly Refiners 
Not Manufacturers 


of Jewelry | 


l 

















21 West 46th Street 








Metals of Guaranteed Purity 


PLATINUM ° 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 


W. ola your Sweeps _ 


Filings — Scrap Gold and 


Your OH Gold Shipments 


Kastenhuber & Lehrfeld, Ine. 


™~ LUxemburg 2-2320 





PALLADIUM 


Platinum — Metals 


WILL RECEIVE 
Special Atten lion 


nt York 19, N. Y. 
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POWERFUL 24yV-A-WAy 
BUSINESS PULLER 


_* ] Sparkling Colors 
os. wide 22” high 


he 
a 
a 


Rie 


A LOR SPSS OLBE LC PELE SR Fk, BET UBS F< : ex ue 


3 eile Display “Sa nll 


hang or stand Sturdily ai 


a $5 Value only a2” each 


right and left $490 


combination pair 


e 14 West 23rd Street, 
Sdwin Inc. N.Y. 10, N.Y. 


when ordering specify =52LK 














ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 


~* MADISON AVE. 
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found that both customers and salespeople were confuse 
and confounded by the glitter. So, today, partitions 
break up the display and duplicates are relegated to the 
back shop. 

Walls, and the felt padding of shelves, are gray; tables 
are American beauty, matching the velvety surface of 
the window floors. 

Trays are propped on a ledge along the edge of the 
shelving cases. 

At the very rear of the shop there is a counter for the 
selling of sterling flatware. 

No ‘ ‘self service’ here—but seats for the customer as 
she studies, examines, asks questions. 

“It takes more effort to sell flatware,” Mrs. Rubens 
explains, “because you are selling for a lifetime, instead 
of a gift need of the moment.” 





Fall Color Story 


(From page 116) 


“Queen of the Nile” which are claimed to be the larges 
scarabs ever used in jewelry (at least in modern times) 
and these are hung handsomely on a heavy gold rope 
chain. 

Art-Craft is designing delightful multi-color scarab 
earrings which match bracelets, pins, and necklaces and 
create interestingly new scarab ensembles. 

Church & Co. are including among their important 
looking bracelets a new design which alternates large 
and small scarabs for a very new effect. 


JADE CONTINUES POPULAR 


Season after season jade holds a position of outstand- 
ing fashion importance and it currently can be used to 
typify the prevailing mood of elegance and to further 
the fresh interest in green. It will enhance both the 
mood and the fabric of fashion. 

Art-Craft Jewelry Co. have a complete line of fine 
jade jewelry in which every piece of jade is selected 
for its superb translucency and color. The necklaces are 
natural throatline length and many of them feature 
pendant drops. The bracelets are remarkably delicate 
in design, and in many instances are matched to neck: 
laces or pins and earrings. The pins range from great 
rectangles of carved jade to gossamer circular designs 
with jade jewels entwined in spirals of gold. Their 
earrings are button-type, short-swinging pendants or 
exotically long pendant drops. Art-Craft stress feminin- 
ity, and design interest, with jade jewels framed in 
Oriental or cultured pearls, with gold beads, by the 
bright flash of coral and the sparkling punctuation ol 
diamonds, and by interspersing jade jewels with airy 


links of gold. 


GARNETS 


Garnets, too, should help jewelers to garner additional 
sales this winter because their deeply glowing red color 
is so high in fashion’s favor. Rubies are out of reach 
of the average woman, but garnets can satisfy her color 
plans and should be an indispensable part of her present 
jewelry wardrobe. 

Asiatic Art Jewelry Co. are well known for theif 
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Bohemian garnet jewelry in 1OK gold settings. These 
are garnets of the highest quality and are fashioned into 
lovely designs by artisans in the American Zone of 
Germany. There are natural throat-line necklaces with 
matching flexible bracelets; button and pendant ear- 
rings; pendant crosses; and a wide selection of pins, 
brooches, and rings. Kach garnet is set individually in 
-gold-filled prongs, and since each jewelry piece is made 
| wp of many garnets, the total effect is a glowing mosaic 
of deep red jewels highlighted in gold. The designs all 
have an old-world flavor that is currently so desirable. 


MAN-MADE STAR SAPPHIRES AND RUBIES 


Everything that has been suggested for the fashion 

romotion of genuine sapphires and rubies (See July 
issue of JCK, page 82) can be applied, in another price 
bracket, to fine synthetic star sapphires and star rubies. 
These are magnificent stones and the star formations are 
magnificently beautiful. While they are not inexpensive, 
there is no comparison between their cost and the cost 
of genuine jewels, and they may be considered a natural 
choice for high fashion designs. Those who can afford 
genuine jewels will still want the genuine, but those who 
yearn for the beauty of genuine star sapphires and rubies 
with no hope of affording them can find genuine happi- 
ness in owning a perfect man-made gem. 

Linde Air Products Co. who make these glamour gems 
in their laboratories have called upon the services of 
Princess Alexandra Kropotkin, and she has designed 
several pieces of jewelry in line with the newest fashion 
trends. There is a modernistically entwined silver throat 
piece sparkling with blue jewel radiance and worn be- 
tween two strands of velvet ribbon like a dog collar; a 
fabulously-sized pin which photographs like an exotic 
orchid, and is inset with ruby brilliance; and silver spiral 
earrings, ring, and bracelet twinkling with blue starlight 
beauty. 

This jewelry is not available for purchase and we are 
telling you about it purely as a style stimulus for ideas 
in designing with these fine synthetic jewels. Numerous 
manufacturing houses are turning out commendably 
styled pieces of jewelry set with these stones, but they 
are concentrating almost wholly on rings. There is an 
almost unexplored opportunity for designing top fashion 
pins, necklaces and earrings set with synthetic star 
sapphires and rubies—and there must be a customer 
group waiting for them! 





Jeweler’s European Trip Results 


In Good Publicity 


When William B. Savitt, Savitt Jewelers in Hartford, 
Conn., returned from his European trip he was greeted 
by a columnist from a local newspaper. The interview 
resulted in a full-length column, with pictures, about 
Bill Savitt’s experiences in Europe. 

Savitt told of his inspiring experience of meeting Pope 
Pius, his visit to the former Dachau concentration camp, 
and gave his opinions on the economic status of certain 
countries. 

All in all, the writeup was not only a personal tribute 
to Bill Savitt, it was also good publicity for Savitt 
Jewelers. 
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WATCH BAND SHEARS 
Quick Easy Way 
to Shorten Bracelet Ends 


NO SAWING, FILING OR GRINDING 





One cutting action and bracelet end is shortened 
to a perfect fit and the end is left in a condition of 
perfect roundness and smoothness. 


This tool will save time and patience, improve 
service and appearance of work. An investment 
that pays off well. 

JOSEPH B. BECHTEL & CO., INC. 


Wholesale Distributor 


729 Sansom Street Philadelphia 6, Pa. 



























Stamp NAMES : 
or MONOGRAMS 


ON Loic 
FOUNTAIN PENS 
LEATHER GOODS 
WRITING PAPERS 
GIFT ITEMS 


Make your own 
Price Cards 
Price Tags 









OW YOU CAN RENT 
the simple, easy-to-use Kingsley Machine 
Write for full details. 


STAMPING MACHINE CO. 


Rs 


HOLLYWOOD 28, CALIFORNIA 
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“GIFTIME PROGRAM” 


featuring the dramatic watches; the dynamic promotion 





you need fo sell everyone in the family. 
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Watch That Rivals | 
vand Accuracy! 
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U.S. Time Corp., 500 Fifth Ave., N.Y. 36 N.Y. 
Your Christmas Program can help me sell more 
watches. 

...Please send me the greeting cards—posters 
—ad mats—all the FREE Christmas promotional 
material. 

...Please have your representative show me the 
full U. S. Time Giftime Program—including the 
most promotable low price watches made. 





NAME 
ADDRESS 

















—— — a a oS ee 


U.S. TIME CORPORATION | 500 Fifth Avenue, New York 
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Presenting: China ad 


ment, one that would be primarily devoted 
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I, A NEW store recently opened in the heart 
of the downtown shopping area of Jacksonville, Fla., 
Charles L. Wells Jewelers has worked out some interesting 
ideas in the conservation and utilization of a limited 
amount of space. 

All of the fixtures were designed by Wells and specially 
built to carry out his own concepts of proper display for 
the customer’s comfort and efficient storage for the con- 
venience of the sales people. 

With only 2400 square feet of floor space to work with 
in an old one-story building which he took over and 
remodeled, Wells has created a strictly modern store of 
outstanding eye appeal combined with utilitarian features. 

Fortunately for his purposes, the store had a very high 
ceiling. This was lowered five feet in the front portion 
of the store to give a storage attic for odds and ends for 
which there was no other available space, still leaving a 
thirteen-foot high ceiling. In the rear of the store, which 
is the china and crystal department, the ceiling was 
lowered to eight and a half feet, affording a mezzanine 
above for offices, repair workroom, package wrapping 


184 





When he considered plans for remodeling his store, jeweler Charles Wells \9 


provided a substantial amount of space for a china and crystal depart- 






nd Glass acon 











to attracting the bridal market. 


by C. E. WRIGHT 


oa 7 


aa 





Located in the rear section of the 
store, the china and glass depart- 
ment features a wide selection of 
patterns. Below, glass doors allow 
unobstructed view of store interior. 





“OSes. REO RSE LS oot 2 ed ee 





section and storage room for china and crystal. The 

mezzanine is reached by an enclosed stairway, while the 

storage attic is reached by a retractable ladder which 

pulls down into the space behind one of the show wit- 
(Please turn to page 193) 
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OLD CHARLEY $9.50 SAIREY GAMP $9.50 


Profit Rovally 
with Royal Doulton 






IO 


a Sell Royal Doulton character jugs to 
ee ) * your customers for as little as $2.00... 
Royal Doulton figurines from $6.50. 
Only genuine English Royal Doulton 
offers you the prestige of a top name 

in the china world. Only Royal Doulton 
offers you the support of one of the 
biggest advertising campaigns in the 
whole industry. Thirty-four national 
ads in 1952 in twelve leading magazines: 











BALLOON SELLER $25.00 FALSTAFF $9.50 


AMERICAN HOME «+ BETTER HOMES and GARDENS 
MADEMOISELLE «+ BRIDE’S MAGAZINE 
GUIDE FOR THE BRIDE + MODERN BRIDE - HOLIDAY 
HOUSE & GARDEN + HOUSE BEAUTIFUL - NEW YORKER 

LIVING FOR YOUNG HOMEMAKERS «+ SUNSET 


Visit our displays at the Gift Shows in 
Los Angeles, Chicago, New York, Dallas. 
Or come to our New York showroom. 


DOULTON & COMPANY, INC. 
1l East 26th Street, New York 10, N.Y. 





VIVIENNE $35.00 
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1. New Stemware Design 


"Mayflower" Pattern 


2 


3. Italian Glass Trays 


4. Modern Pepper Mills 





= 
a 
= 
w 
ec 
= 
® 
apn 
— 
© 
a. 
@® 
— 
.@] 
F 
E 
+?) 
pres 
wt 
= 
P| 
° 
— 
roe 
° 
vw 
® 
x 
@® 
wn 
af 
® 
c 
E 
°o 
— 
io= 
@® 
c 
O 


t features a bubble in the stem; retail, about 


® 
<= 
_ 
oO 
a 
oS 
O 
> 
a. 
E 
ae 
> 
= 
“Oo 
i= 
2] 
> 
“oO 
iu 
~ 
2 
“oO 
o 
c 
o 
.) 
® 
me} 
“we 
wt 
2 
ov 
oS 
~— 
ww 
~~ 
i 
U 


“Tuscany, 


Created by United States Glass Co., Tiffin, O. 


[] 2. "Mayflower" pattern in Spode dinnerware, whose border 


$30 a dozen. 


printed in Chinese puce, shows influence of France 


ign, 


des 


and Italy on 18th Century England; hand-painted rose is in 
center. From Copeland & Thompson, Inc., 206 5th Ave., N.Y. 


Cj 3. 


New York 


They are richly modeled in heavy 
y be obtained in frosted or clear 


ts. 


ichards-Morgenthau, 225 5th Ave., 


ian impor 


These ash trays are included in the new Raymor collec- 
From R 


sculptured glass and ma 


colors. 


Cj 4 


tion of Ital 


95 


set, 


ion to Olde 
$9 
Pasadena. 


S 
icately mod- 


ion St 


iss 


newest add 


Thompson line of pepper mills and salt shakers 
retail. By George S. Thompson, 509 M 


Contemporary black fish silhouette on Monterey cypress 


with black iron trim is "Catalina, 


Figurine 


Bisque 


figure shows 
iled for 
Los Angeles. 


del 
the 
it may be reta 


is 
$25. Made by Carol Price, 2224 Federal Ave., 


ine 
ight 


in vines 


eled in porcelain bisque; 8" in he 


[] 5. “Love Entrapped" pedestal figur 
Cupid with feet entangled 
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FINE DINNERWARE 
CARRIED IN OPEN STOCK 
iy 
-EBELING & REUSS CO. 








Blossom 
$3.99 


a . ee 3 
a cea — - oo 


isons: 


Chateau Forget-Me-Not 


Empress 
$8.75 $6.83 


$6.83 





Dovedale 


$10.50 85.58 89.63 86.50 $11.38 
of five 


Avondale Garland Edendale Devon 


Prices listed under pattern name are wholesale, for 5 piece place setting. The two top groups 
patterns each are all fine Bavarian china by Heinrich and Co., and Carl Schumann. 

The bottom group of five is all ENGLISH BONE CHINA, “TUSCAN” LINE. These represent but a few of 
the fine dinnerware patterns carried in open stock. Retail illustrated leaflets available on all Bavarian 
patterns, and two-column newspaper mats are available on Violet, Golden Harvest, Heirloom, Forget-Me-Not, 
Blossom and our new, exquisite Orchid pattern (not shown). Exclusive placements offered where pattern 


is not already controlled. 





Write for illustrated complete price lists. 


“FOR FINE DINNERWARE, IT’S EBELING & REUSS CO.” 


EBELING & REUSS COMPANY 


Established 1886 
MAIN OFFICE, 707 CHESTNUT ST., PHILADELPHIA 6, PA. 





NEW YORK 10 ' CHICAGO 54 LOS ANGELES 14 
225 Fifth Avenue 1557 Merchandise Mart 527 W. 7th Street 
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1. Political Figures 





2. “Aztex" Pottery 








a 


Cocktail Set 





4. Faience Dinnerware 


[] 1. Now is the time for these realistic, hand-painted fig- 
ures in solid bronze from Austria; largest elephant, 2" in 
height, retails for $7; largest donkey, 2!/g", retail $3.50. 
From Hudson Art Importing Co., Inc., 225 Fifth Ave., N.Y. 


[] 2. New hand-textured treatment in pottery is ‘Aztex,’ com- 
bining modern design with artistry of old Indian pottery; 
terra cotta color with white and turquoise accents; "Fisher 
Boy,"’ $7.50 retail. From Haeger Potteries, Inc., Dundee, Ill. 


[] 3. New Swedish glass cocktail set, "Sevend, Senor," is in 
modern design, consists of 36-ounce pitcher and eight 3!/2- 
ounce glasses; $10.50 retail; packed in re-shipper cartons. 


From R. F. Brodegaard & Co., Inc., 225 Fifth Ave., New York. 


[] 4. "Sienna"—modern German faience dinnerware made by 
collaborative group, KMK; has white tin glaze on red clay 
body left unglazed along rim; place setting, about $6.75 re- 
tail. From Fraser's, Inc., 2409 Telegraph Hill, Berkeley, Calif. 





[] 5. “Cosmopolitan,'’ new Coupe-shape dinnerware designed 5. Urban Dinnerware 
by Cobelle shows imaginary city in vibrant pastels on white, 2 
double black lines; 16-pc. starter set, $12.95 retail. By 
Santa Anita Potteries, 3117 San Fernando Road, Los Angeles. 
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SOUTHWIND 


BEL-AIR 





m a wide range of prices 

















South Wind and Bel-Air, each priced at 

$24 a dozen, retail, pace this quintet 

of beautiful, new rock crystal cuttings on 
Heisey modern shapes. Three others, 

also introduced at the shows, include Serenade 
and Baroque, at $30 a dozen, and the 
exceptionally lovely Inspiration, $51 a dozen. 
If you haven't seen them yet, ask your 
Heisey representative to show them to you. 
Better check your stock of other Heisey 
crystal, too, and get your orders in so 
you ll be ready for the fail and Holiday business. 
A. H. Heisey & Co., Newark, Ohio. 





ane : the finest in Glassware, 


made in America by hand 





and nationally 
advertised for more than 


fifty years 
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INSPIRATION 


FOR SEPTEMBER, 1952 189° 











1. Apple Blossom Pattern 





2. Three-Tier Plate 





3. New Style Gladiola Vase 





4. Kettle and Stand 


[] 1. “Blossom Time" shows a delicately tinted spray of apple 
blossoms across the center of a coupe shape in china dinner- 
ware from Heinrich; 5-pc. place setting $7.50 retail. Dis- 


tributed by Geo. Borgfeldt Corp., 44 E. 23rd St., N. Y. 


[] 2. Party accessory is this three-tier plate, made in all 
Vernonware patterns, handpainted underglaze, set in wooden 
fixture; retail $7.95: Pattern shown is the "Organdie," Man- 
ufactured by Vernon Kilns, 2310 E. 52nd St. Los Angeles. 


[] 3. Design of new gladiola vase permits effective arrange- 
ment of a few tall flowers—comes in six different colors 
each lined with contrasting color; retail, $5. Designed by 
Belle Kogan, made by Red wing Potteries, Red Wing, Minn. 


(] 4. "Teatime"—kettle ample enough to hold ten cups of tea , 
may be set in warmer stand fashioned of metal and ceramic, 
to be retailed for $7.95; stylized farm-scene decoration. 


From B. J. Brock & Co., Inc., 4513 W. 153rd St., Lawndale, Cal. 
[] 5. Sculptured in copper and set on a driftwood-finish oak 


base is this unusual figure designed by Ben Fischer; 10” in 
height, it is called "Just Thinking; retail, approximately 


$27.50. Made by The Heifetz Co., 40 W. 25th St., New York. 5. Copper Sculpture 
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More SPARKLE..More COLOR. . More VALUE 


in these New | a Bates Manicure Gift Sets 


They’re a Jeweler’s Best Friend—because they’re designed for 
maximum EYE APPEAL. Gift Hunters Love these Gift Sets 
because they’re DIFFERENT. 


Alert Jewelers display them because— 
"the more you show ‘em, the more you sell!” 


"“GROOMETTE" 
No. 203 


This darling mani- 
cure gift kit is fash- 
ioned in a rayon 
fabric covering of 
bright red, green or 
royal blue, = en- 
hanced by a golden 
bronze frame and 
lined in beige 
moire. The gold- 
plated manicure es- 
sentials are of fin- 
est quality. All this 
for only $5.00* re- 
tail. 








“MIDAS MESH," No. 
ter. Fashioned in glorious gold mesh, it is fitted with a hand- 
some array of gold-plated implements of finest quality . . . the 
frame is golden bronze . . . the interior lining in beige moire. 
Retail price, $20.00*. 


Also available “MIDAS MESH” model No. 222 in silver mesh, 


with nickle-plated implements. Retails at $27.50*. 
*Subj. Fed. Tax 


(Pe 





Write to us, Dept. C-9, for FREE illustrated 
material describing the many best-selling 
Barbara Bates models. 


EE 
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L 
crushed velvet exterior in green, wine and lilac and a polished 
bronze frame. The interior is lined in beige moire. This case 
is richly fitted with gold-plated manicure essentials. Retails 
at $10.00*. 





- aq 
"MODERNE," No. 230. NEW! For the lover of “town- 
and-country” taste. This case comes in rich plastic-coated sim- 
ulated leather of light tan. A complete unit for good groom- 
ing—equipped with fine quality gold-plated essentials, 2 cut 
glass perfume bottles and comb. Retail price, only $7.50*. 





C.J. BATES & SON 


CHESTER, CONN. 
New York Showrooms: 366 Fifth Avenue 
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by MADELINE LOVE 


S there too much talk about “casual living,’ “casual 
entertaining,” “casual accessories?” Do the majority 

of our American families eat their meals from trays or 
chair-side tables, sprawling comfortably in front of 
television sets ? 

Do they, really? 

As jewelers, you have a vested interest in the answers 
to these questions because your type of tableware just 
doesn’t fit very well into such a picture. You may carry, 
and probably do, some informal lines of glass and dinner- 
ware and a variety of patio-style serving accessories. But 
for most jewelers, their stock-in-trade is a sense of quality. 
of lasting beauty, even of elegance. Their merchandise 
is meant to give pride and pleasure to the owner over a 
period of years, and not to compete around the barbecue 
pit, with sturdy pottery or plastic. 

Because of this, might it not be wise to find out just 
how casually the families in your community actually do 
live? The word has been used so much to describe so 
many different eating accessories, as well as to define a 
way of life. that we may be tempted to believe that no 
one uses a dining table any more. 





We all know that isn’t true. We know that women 
have not lost their pride in a table set with beautify 
china, silver, glass and linens. The setting may well be 
less formal than it would have been a generation apy 
with bright place mats instead of white damask and of. 
beat centerpieces instead of elaborate epergnes. But tha 
doesn't imply the nonchalance, even carelessness, which 
is associated with the word “casual.” 

Look at the type of tableware which the young bride 
is selecting and see with: her eyes the attractive table set. 
tings she is planning in her mind. She will want a Lay 
Susan, too, of course, and buffet sets and a chafing dish 
But her first thought is for the best china, glass ang 
silver that she or her family can afford. 


* * * 


loa KS for the Pittsburgh china and glass shows haye 

been announced. The Pittsburgh Glass and Pottery 
Exhibit will be, as usual, at the William Penn Hote 
from January 8 to 16, under the managership of Joh 
M. Hammer. At the same time, the Keystone China and 
Glass Show is set for the Fort Pitt Hotel, with J. Andrey 
Squires as manager. 


*% * % 


ATERFORD—a glass “name” which has been of 
the commercial market for more than 100 year 
but which has lived as a collectors’ item and as a style 
of glassware, has been revived. A new company, Water. 
ford Glass, Ltd., is in production in the Irish town of 
that name, making glass of the same type and quality a 








—. 






















7. 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) 


ae 


PASCO 


Open Stock 
Dinnerware 


Pattern No. 1148 


ORCHID 






from 


TIRSCHENREUTH 


AVAILABLE 
IN 94 AND 64 
PIECE SETS 


Immediate Shipment 











New York 10, N. Y. 
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Seek 


Gladding. 

















Again... 


Dramatic areas of glorious color—this is 
the dominant feature of modern art—6f 


Fra nciscan modern decoration. Franciscan brings this 


new trend to the table in ENcCANto Nuevo. 


sets the trend News of this recent achievement of 


Franciscan potters will be broadcast in 
beautiful color ads in national magazines— 
timed to the peak of your dinnerware sales. 


In October and November more than 


e 
points the way 15,000,000 women will see ENcANto Nuevo 
to greater sales 


advertised in full color in House & Garden, 
House Beautiful, Ladies’ Home Journal. 


Editors of many important magazines are 
featuring ENcanro Nuevo in their columns 
—illustrating their stories with color 
photographs. Already Encanto Nuevo has 
won Museum recognition. It was selected 
for the Good Design Exhibit 1952, 

by the Museum of Modern Art. 

THE STAGE IS SET FOR SALES. 


Plan now to tie in with this national 
campaign that will guide the buying of 
millions of brides and hostesses. Display— 
advertise—radio—promote—ENcANTOo Nuevo. 


franciscan China 


and Franciscan Ware by Gladding, McBean & Co., Los Angeles, Calif, 

















| 


the original. Experts from Czechoslovakia and Germany 
have taught local operators the art of blowing, cutting, 
and engraving and the Irish apprentices have been quick 
io learn the techniques. The Geo. Borgfeldt Corp., of 
New York, has been appointed the sole representative 
for Waterford in the United States. 


* *% * 


[’ spite of the earthquake scare, which sent many 


buyers and store owners home, the California Gift 
Show chalked up a fairly healthy buying record. In 
general, market reaction confirmed the fact that new 
‘tems in established lines did the best business. A notice- 
able style trend in decorative pieces were primitive 
ceramics, wood and stone sculpture, many with South 
American and African native arts as their source. A 
party for buyers was given by the Brack Shops, during 
the Show, and the B. J. Brocks gave a buffet supper 
around the pool of their home in Encino. 





Rings for the Thanksgiving Bride 


An effective ad was run by Hess & Culbertson, St. 
Louis, Mo., calling attention to rings for the Thanks- 
giving bride. On a large black star was superimposed 
five diamond rings. The ad was captioned, “Starred for 
the Thanksgiving Bride. Whether you plan to wear it 
singly, or are looking for a dazzling diamond band to 
complement your lovely engagement ring, you'll find 
just the wedding ring you want at Hess & Culbertson.” 
The five rings ranged in price from $60 to $500. 


Presenting China and Glass 


(From page 184) 


dows. Thus the necessary operating equipment and busi- 
ness areas do not clash with the more pleasing decorative 
effects achieved in the part of thesstore used by customers. 

The exterior was designed in contrasting shades of 
brown and tan marble and granite. The double entrance 
doors of full length plate glass trimmed with stainless 
steel are recessed so as to give maximum window display 
space for a narrow frontage and to afford a view of the 
store's interior from the street. 

The interior decorative scheme is a combination of 
harmonizing shades: wall fixtures and show cases of 
walnut contrasting with turquoise walls and a solid beige 
pile carpet. Recessed ceiling lights are both fluorescent 
and incandescent, giving a soft, shadowless, natural 
effect. 

In his new store, Wells provided for a larger china and 
crystal department than he had in his former store. This 
includes a large section devoted to bridal business. Along 
one side in separate spaces are displayed more than forthy 
samples of china in the form of dinner plates. Each is 
marked on the back with a stock number. By referring 
to a price book, the sales person can quickly give the 
customer the price. Stock is carried in a cabinet beneath 
the displays; the stock number indicating the drawer in 
which the stock will be found. The top of this drawer- 
cabinet provides space for the display of bridal selec- 
tions. Each of the 26 individual place settings is dis- 
played with plate glass separators between them. In the 
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on New Swirl Shape 
"ANNETTE" 
in Fine Bavarian 


China Dinnerware 


Center rose in rich natural col- 
ors with mat gold leaves .. . 


design finished with gold lines. 


5-pe. Place Setting 
Approximately $13.50 Retail 


Ready for delivery from 
stock early in October 


GEO. 


1355 Market St. (Mdse. Mart) 


San Francisco, Cal. 





93 
oronation .. 


BORGFELDT CORPORATION 


Established 1881 


44-60 EAST 23rd STREET 
NEW YORK 10, 


, by Royal bsayreuth 





44 York Street, 


N. Y. Toronto, Ont., Canade 








FOR SEPTEMBER, 1952 


193 








Nationally eaPNCOH, 


4 


men. i) 
Sac hein 


Advertised 


FRANCONIA CHINA 
One of Europe’s Finest 
SYCAMORE—a graceful border of forest green Sycamore 


leaves with delicate gray blossoms, a center spray and 
gold tracings. An exquisite dinnerware pattern on ivory- 
tinted translucent china. 


Contemporary in spirit—Sets a charming table. 5-pc. 
Place Setting with 10!/44" dinner plate $8.95* retail. 


Write for Illustrated Price List of this and other FRANCONIA patterns. 
HERMAN Cc. KUPPER, INC.., 39-41 W. 23rd St., N.Y. 10, N.Y. 





*Slightly higher South and West 











ode since 1770 


THEW FINE ENGLISH 


DINNERWARE 


COPELAND 
RZ 


SPODE 
he 


ENGLAND 


Fine English Earthenware 





; . SPOUE 
COPELANCS CHINA 
English Bone China CoPetancs cH! 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 




















event there are more than 26 active brides’ selections On 
display, the extra ones are set on tables in the bride 
section. Ordinarily these tables are set with a generg 
display of silver, china and crystal. 

Throughout the store there has been a studied effoy 
lo avoid overcrowding of display cases. In wall cases yy 
more merchandise is shown than can conveniently } 
lifted out by the customer without knocking somethine 
else over. Showcases are also used with the same idea 
in mind. In the silver cases, for example, one case j, 
used for forks only; but shown are a wide Variety of 
patterns. Different patterns are displayed by using fangy 
pieces, which are not commonly exhibited. : 

A perpetual inventory, checked each day, is kept o| 
flat silver, as well as all other stock, so that low stock 
can be reordered before the supply is depleted. 

Carrying out the idea of displaying everything for the 
customer’s comfort, men’s jewelry is shown in one cage 
and women’s in another. 

The diamond display case is at the right of the fron 
entrance. It adjoins the diamond room, which, in tur, 
is just back of the window display in which diamonds 
are shown. An oval display case for rings, jewelry and 
watches is in the center of the floor. 

Charles L. Wells, with his wife, Margaret, entered the 
business on his own in 1944. With some 28 years of 
jewelry business under his belt, Wells, a native Alabaman. 
is determined to build his business into one of the top. 
ranking jewelry stores of Jacksonville. 








Store Capitalizes on Costume Jewelry 

Since its opening in November, 1951, Ciro’s oj 
Phoenix, Arizona, has built up a successful sales record 
in costume jewelry. The firm carries over 50 different 
lines and all the well-known brands are stocked. With 
an inventory of several thousand different items, one 
might expect a small store to look a bit “cluttered” with 
merchandise. But in Ciro’s, this is not the case. 





This kidney shaped table was designed particularly for the display 
of costume jewelry. 


Large wall and counter display units are used to {ea- 
ture to the utmost advantage all the latest fashions i 
costume jewelry. The store’s popularity, the manage! 
stated, is the result of satisfied customers. Word-ol- 


mouth advertising has been more effective than news: 
paper ads. 
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LIBBEY 
HAS BOTH 





to retail at about 


(polished cuttings) 








and 


¢ 


(gray cuttings) 
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Nationally advertised this Fall 
_ in HOUSE BEAUTIFUL, 
HOUSE & GARDEN, 

LIVING, BRIDE’S 
and MODERN BRIDE. 
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Here are eight of the fastest selling glass- 
ware patterns in America today because 
they are today’s best stemware values! Beau- 
tifully designed and bargain-priced, they 
fill the bill with today’s big market of 


newly-marrieds and about-to-be-marrieds. 


Tall-stemmed Carlton, Fernwood, Jenny, 
and Glenmore patterns for people who 
prefer the more formal table. Low-stemmed 
Baguette, Neptune, Terrace, Repose pat- 
terns for today’s casual living and informal 





entertaining. 
Backed by big advertising Mopern Brine. And, there'll be plenty of i 
and merchandising program. promotional material available to you. “y 
) 
We’re backing these money-makers with Stock up on these sets now and be ready 
advertisements like these this Fallin House |= when your customers ask about them this Be 


& Garpen, House BeautiruL, Living For — Fall. To order, write direct to Libbey Glass, 
Young Homemakers, Bripe’s MAGAZINE, Toledo 1, Ohio. 








LIBBEY GLASS Vitalie, (fut ne Ee 


LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo |, Ohio 
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FACTORY TO YOU! 


America’s most complete line of packaging aids for the 
jewelry store. Printed and die stamped set-up and fold- 
ing boxes, satin lined or cotton filled. Metal jewel cases, 
ring boxes, repair envelopes, seals, stickers, labels, tying 
ribbons, packing tissue. 


WRITE FOR CATALOG 


Anticipate your needs and order NOW—Avoid the sea- 
sonal rush. Beat increasing prices. Send for catalog, 
samples, prices and quantity discounts today. 


BUY FROM ONE SOURCE —SAVE TRANSPORTATION COSTS 


PILTORIAL PAPER PACKAGE CORPORATION 


15116 MERCHANDISE MART 232 SOUTH LAKE STREET 
CHICAGO, ILLINOIS AURORA, ILLINOIS 
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HEIRLOOMS of TOMORROW 


World's largest manufacturer of fine lace porcelain figurines 


presents this lovely CANDY BOX 


(wonderful as a Powder Box, too) 





No. 2201. Round 6” dia. box with gold-edged lace and large 
pink rose. Choice of ail-white lace, or 2-tone lace: white 
with pink, blue, green, yellow, or lavender. $7.00 wholesale. 
Also available with 412” diameter (No. 2238) , $3.75 wholesale. 


Write for catalog of complete line. 


HEIRLOOMS of TOMORROW 


3601 AVIATION BLVD. — MANHATTAN BEACH, CALIF. 











A Sales-Minded City! 


Things are never dull in retail sales at Shenandoah, 
[owa, a prosperous little city of 7000 population, becays 
the merchants, through their Chamber of Commerce 
have a year around program of sales promotions whic, 
appeal to town and rural folks alike. 

These merchandising events stimulate the interest ¢ 
trade area customers and bring them into town to log 
and buy. Jewelry stores which are participating in ap 
benefiting from the Shenandoah program are: Anschuy 
Jewelry Store, Horning Jewelry, Field Jewelry, Lawsoy’, 
Jewelry & Gifts, Ross Jewelry, Pfander Jewelry Stor 
and Modern Jewelry. 

Typical promotions put on by Shenandoah merchani 
last year, sparked by Clair Russell, secretary of th 
Chamber of Commerce, were: 

“Half A Day ... Half A Dollar” sales event. A special 
day selected for this interesting event found all retail 
stores in Shenandoah closed during the morning hours 
with merchants presumably getting their stores ready for 
an afternoon of special sales events. Fifty cent bargain 
items were widely advertised as “red hot specials” jn , 
special newspaper section, each ad of equal size. 

Trade area patrons knew from the widespread adver. 
tising that they could park in downtown Shenandoah 
free of parking meter charges on “Half A Day” and this 
was an incentive in bringing the customers to town. 
Merchants did a thriving business and crowds of shoppers 
visited numerous stores looking for bargains. 

Spring and Fall Window Openings. People like to look 
at attractive window displays of appealing merchandise. 
Acting on this truism, Shenandoah merchants dramatized 
their Spring and Fall window openings with special pro- 
grams which attracted many interested persons. 

For example, retail store windows last Spring were 
unveiled on a certain evening late in March, with factory 
whistles blowing to announce the event. The high school 
and Legion bands marched through the streets and played 
stirring music. 

Each participating merchant posted the car license 
numbers of two motorists in his windows, placing them 
in front of prizes valued at $10.00 each. Motorists who 
could identify their car license numbers within two days, 
received the prizes. The license numbers were selected 
from five counties from which merchants wished to 
attract trade. 

For other Spring openings, the merchants have 1 
formal window judging contest, awarding fancy fist, 
second and third place ribbons to winners in 18 separate 
retail store divisions, such as specialty shops, groceries, 
hardware, jewelry, shoe and other stores. There has 
been keen competition for these ribbons in recent years, 
with some excellent windows being offered. 

The Shenandoah sales promotion campaign is not 4 
flash in the pan. It continues year after year, with 
enough new promotions introduced to keep the program 
fresh and appealing. And it is paying off each year in 
bigger sales for most local merchants and a larger trade 
area. 





“It is not your merchandise or service that is your for 
tune in business, but your customer.” Harold S. Kahm 
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in Good Business. 
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PRICE CONTROLS ON JEWELRY REMOVED. Effective August 29, price controls were removed 
from jewelry, sterling hollowware, sterling silverware, vitrified chinaware, 
hand-made household glassware, and ecclesiastical goods. Controls are suspended 
(not removed) from radios, phonographs, and TV sets. 


NO CHANGE IN TARIFF RATES, TRUMAN DECIDES. On August 14 President Truman vetoed the 
recommendation of the Tariff Commission that tariff duties be increased 50 per 
cent on imported watches and movements. The recommendation of the Tariff Com-— 
mission was made after a year-long study of the situation. The news was 
received philosophically by both Hamilton and Elgin, both of whom led in the 
fight for higher tariffs. J. G. Shennan, President of Elgin, stated that his 
company has no immediate plans for further effort to secure tariff relief. 
Walter Cenerazzo, President of the American Watch Workers' Union, and Othneil 
G. Williams, President of the Clock Manufacturers Association of America, ex- 
pressed surprise at the decision, but neither considered the question a dead 
issue and planned to carry on the fight. 


M. A. MEAD & CO. TAKES OVER EDWARDS CO. M. A. Mead & Co., prominent Chicago whole- 
sale jewelers, has acquired the well known Kansas City wholesale firm of Edwards 
& Co. The latter will be operated as a division of the Mead firm and R. Dix 
Edwards will continue in active management. In June, M. A. Mead & Co. took over 
the Detroit branch of Scribner & Loehr, of Cleveland, Ohio. 


NJA SETS DATES FOR '53 CONVENTION. The renamed National Jewelers Association (form- 
erly the National Association of Credit Jewelers) will hold their 1953 National 
Jewelry Fair and annual convention in Chicago, July 26 to 30. As in the past, 
it will be held in the Conrad Hilton hotel. 


SALES UP FOR MONTH AND YEAR. Jewelry store sales rose 1.5 per cent in June this 
year aS compared to the same month in 1951, according to excise tax collections 
figures just released by the Internal Revenue Department. In the six months, 
January through June, 1952 sales rose approximately five per cent over the same 
period last year. 


CLARK & COOMBS BUYS OSTBY & BARTON. Vito Carneglia of Clark & Coombs Co., Provi- 
dence, R. I., has purchased all the dies and tools and much of the machinery of 
the 76-year-old Ostby & Barton Co., also of Providence. The OB line will go 
out under the Clark & Coombs name. Combined production of both ring lines will 
soon be transferred to a new and modern factory now under construction. 


PARCEL POST RATE HIKE SOUGHT. Permission to make another increase in parcel post 
rates is being sought by the Post Office Department in Washington. No specific 
increases have been asked but a cost analysis and rate recommendations are being 
prepared for presentation before the Interstate Commerce Commission. 


PLATINUM ORDER ALLOWS RETURN OF RECLAIMED METAL. Precious metal refiners are now 
permitted to return reclaimed platinum to the industry in pure or alloyed form, 
Without any limitations according to an amendment to the platinum order M-—-54, 
issued August 14. Other prohibitions and regulations of original order remain 
in effect. 
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Can Help 
YOU 











THE IDEA: 


That a controlled repair department can be 


a profitable department. And that it can 
help make money in other departments in 
your store, because it will bring more poten- 
tial customers. And because it will help to 


make them satisfied customers. 


“The Supply House With An Idea” 


C. & E. MARSHALL CO. 


Box 7737, Chicago 80, Ill. 


Dept. J 


Flow An Idea 









Your 





Share 





We can help you. Not by loading you with 
unnecessary purchases, but by helping you to 
plan and operate a more efficient depart- 
ment. THE ONLY COMPANY THAT MAKES : 
THIS OFFER. A postcard or letter will bring 
full details without obligation. 








Branches and Distributors in Principal Cities Throughout The USA 
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Business Sets Good Pace at ANRJA Show: 
Speakers View Future With Optimism 


Registrations Exceed 11,000; Surpass '51 Figure by 1,239 
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Serious discussion was given the subject of "What Can We Do About Taxes?" at the 
general session on Tuesday, August I2th. Here Robert Ash, attorney of Washington, D. C., 
urged that jewelers familiarize themselves with tax laws and rulings and conduct their basi- 
ness in accordance. Seated at the speaker's table are, |. to r.: H. Victor Paul, James B. 
Dickey, Charles M. Isaac, Delbert E. Williams, Mr. Ash, Floyd A. Denman and Beardsley Ruml. 


Generally acknowledged to be one of the 
most successful shows in recent years, the 
American National Retail Jewelers Asso- 
ciation wound up its 47th annual conven- 
tion at the Waldorf-Astoria Hotel, New 
York, after five days of what most of the 
exhibitors termed “fairly satisfactory busi- 
ness.” Official registration records showed 
that total registrations were 11,194 this 
year as compared to 9,955 in 1951. 

Exhibits were opened on Sunday, August 
10, at 2 p.m. and closed at 6 p.m. Opening 
day crowds were heavy and some of the 
exhibitors voiced the opinion that they 
could have done much more business if 
exhibits on opening day were allowed to 
remain open longer. 

The first general session of the conven- 
ion was held on Monday afternoon, 
August 11, in the Empire Room of the 
Waldorf. “Unethical Merchandising Prac- 
tices” was the theme of the panel discus- 
sion, presided over by Leo F. Henebry, 
ANRJA President, with Oscar Kind, Jr., 


Regional Vice President, as moderator. 


Kind Cites ANRJA's Position 
On Unethical Merchandising 


Mr. Kind led off the discussion speaking 


om “The ANRJA Position.” He stressed 


FOR SEPTEMBER, 1952 





the need for the industry to build con- 
fidence among the public through a con- 
certed program designed to eradicate un- 
ethical merchandising practices. 

“The manufacturer, wholesaler and re- 
tailer are a ‘three musketeer’ organization 
in the economy of jewelry distribution,” 
said Mr. Kind. “Each must recognize, re- 
spect and cooperate with the other.” 

After touching on the various respon- 
sibilities of each segment of the industry 
toward a profitable jewelry industry, Mr. 
Kind said that as far as the ANRJA was 
concerned, “being a retail jewelry trade 
organization, it must treat the problems 
of unethical merchandising from the retail 
point of view, and, to be honest, must 
recognize that some of the situations have 
developed because of the retailers’ prac- 
tices. 

“The single purpose effort of the 
ANRJA,” he said, “is, within the confines 
of the law, find ways and means to direct 
the efforts of all three segments of the 
industry to jointly lessen and eventually 
remove this headache; to encourage self 
education and betterment by explaining 
short-sighted trade practices and to en- 
courage other trade organizations to join 
ranks with us and to present a united 
campaign ‘and single-purpose program. 

“If confidence is recognized in both 








directions,’ he concluded, “from the man- 
ufacturer through the retailer and vice- 
versa, then we can have a strong and 
prosperous distribution system of a sound 
product, at a fair price to all, with a fair 
profit to all, and a better economic level.” 


Percival Sees Vast Improvement 
In Ethics of Retail Jewelers 


“The Wholesaler’s Position” was dis- 
cussed next by L. F. Percival, Jr., of the 
D. C. Percival Co., Inc., Boston, Mass. 
He began his talk by pointing out that 
the ethics of the majority of retail jewel- 
ers, both in their merchandising methods 
and advertising, has improved outstand- 
ingly in the past 15 or 20 years. “But,” 
he continued, “in the last analysis, the 
determining factor in the question of 
business ethics is whether it pays. A code 
of sound business ethics in the long run 
means money in the bank. 

“I can assure you,” he went on, “that 
any customers you may lose to your 
competitor because of unethical practice 
on his part, will in due time return to 
you stronger than ever. The public is be- 
coming better educated all the time and, 
the failure of your competitor to give fair 
value is quickly noised around. 

“You no longer hear the complaint from 
retailers that the better wholesaler sells 
merchandise at retail. The reason for this 
is that wholesalers who cater to the retail 
jeweler have found it to their advantage 
not to sell at retail. They realize that if 
they are going to enjoy the patronage of 
you retail jewelers, they cannot expect to 
sell at retail themselves. Furthermore— 
remember the wholesaler, just like the 
retailer, has to earn a decent profit. Every 
so often when you are offered merchandise 
at an extreme discount, the _ so-called 
wholesaler is able to do this because he 
makes an extra profit on that large per- 
centage of his business which he does at 
retail. If he didn’t retail, he couldn’t 
afford to stay in business year after year. 
I repeat—which he does at retail—at the 
expense of the legitimate retail jeweler. 
So bear this in mind—when you are offered 
extreme discounts by a retailing wholesaler 
—you may only be subsidizing a competi- 
tor who is underselling you at the retail 
level. 

“We thus see that it is to the interest 
of the entire jewelry industry that we have 
ethical practice all along the line whether 
it be manufacturer, wholesaler or retailer. 

(Please turn to page 201) 
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Truman Refuses Boost in Watch Tariff, 


Denies Imports Hurt Domestic Industry 


President Truman refused on August 
14th to increase the duty on Swiss and 
other imported watches and watch move- 
ments, declaring that the domestic watch 
industry had received no serious injury 
from Swiss imports, and that no serious 
injury was threatened. 


This was Mr. Truman’s answer to a 
recommendation of the Tariff Commission 
that duties on imported watches, move- 
ments, parts and cases be increased 950 
per cent. Under the Trade Agreements 
Extension Act of 1951, the President is 
the final authority on tariff changes. 


Mr. Truman said that under present 
world conditions a limiting factor on this 
country’s exports was a lack of dollars 
in the hands of buyers abroad. Thus, in 
erecting new barriers against watches sold 
for dollars in this country, he added, the 
United States wovld be simultaneously 
erecting barriers against its own export 
markets. 


The President said that the Trade Agree- 
ments Extension Act of 1951 was an 
important means toward expanding this 
country’s imports, which he termed “an 
objective of high priority.’ He added 
that provision had been made to safeguard 
domestic industry against serious injury 
as a result of trade-agreement concessions. 
It was never intended, he stressed, that 
the program be limited by a requirement 
that domestic production must be doubled 
whenever imports doubled. 


CITES "51 EXPORT FIGURES 


Explaining his disinclination to agree 
with those advocating higher tariff rates 
on watches, Mr. Truman recalled that 
1951 exports by this country to Switzer- 
land totaled $216,000,000 and consisted of 
a wide variety of items. Imports from 
Switzerland in the same year amounted to 
only $131,000,000, of which slightly more 
than half consisted of watches and watch 
movements. 

To raise tariff barriers higher than the 
“substantial” levels now prevailing against 
Swiss watches and movements, he stated, 
would be to invite retaliatory action by 
the Swiss against United States exports. 

Mr. Truman’s views were contained in 
identical letters to Representative Robert 
L. Doughton, Democrat of North Carolina, 
chairman of the House Ways and Means 
Committee, and to Senator Walter F. 
George, Democrat of Georgia, chairman of 
the Senate Finance Committee. 

The campaign by the domestic watch- 
making industry to discourage imports 
began in February, 1951, when the Elgin 
National Watch Co., of Elgin, IIll., and the 
Hamilton Watch Co., of Lancaster, Pa., 
petitioned the U. S. Tariff Commission to 
increase the duties. Subsequently, the 
proposal was endorsed by the trustees 


for the Waltham Watch Co. 
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Following an investigation, the Tariff 
Commission ruled in a 3-3 vote that the 
U. S. watchmaking industry was not suffer- 
ing “serious injury” because of Swiss 
competition. But it held in a 4-2 vote 
that there was a “threat of injury,” and 
recommended the increases which Mr. 
Truman turned down. 

In 1951, the U. S. imported 11,576,000 
Swiss watches and watch movements. 
These watches ranged in composition from 
1 to 17 jewels. The 17-jewel watches, 
which comprise the bulk of imports, are 
taxed at between $2.50 and $3 per move- 
ment. Had the Tariff Commission recom- 
mendations become law, the duty would 
have been raised to about $4. 


MIXED REACTIONS GREET NEWS 


Reaction to Mr. Truman’s decision is 
definitely mixed. Walter W. Cenerazzo, 
president of the American Watch Workers’ 
Union, says “it is evident that President 
Truman could not withstand the pressure 
within the Democratic party by Swiss 
watch importers.” 

The union leader said there are now 
less than 6000 people employed in the 
American jeweled watch industry, 3000 
less than four years ago. He charged that 
Mr. Truman’s refusal to increase the im- 
port duty on watches “is contrary to the 
pledge he gave in 1945 to the Congress 
of the United States when they passed the 
reciprocal trade act when he guaranteed 
no American industry would be hurt.” 

But Paul A. Tschudin, director of the 
Watchmakers of Switzerland Information 
Center in New York, says Mr. Truman’s 
decision was “welcome recognition that 
Swiss watch imports are an essential con- 
tribution to the American economy and to 
the principle of two-way international 
trade relationship.” 


“It will provide an unassailable answer 
to refute Red anti-American propaganda 
abroad,” Mr. Tschudin stated. 


Announcement of the President’s deci- 
sion was greeted “with a sense of deep 
gratification” by Norman M. Morris, first 
vice president of the American Watch 
Association, an organization composed of 
manufacturers, assemblers and importers 
of jeweled watches. 


Mr. Morris said the President’s action 
implements with deeds and not merely 
words “America’s determination to create 
a world community of trade.” 

He asserted that the decision will also 
benefit the American consumer, the farmer 
and millions of people engaged in the 
manufacture of goods for export, in addi- 
tion to 30,000 retail jewelers and thousands 
employed in manufacture, assembly, and 
distribution of watches. 

In commenting on the President’s deci- 
sion, J. G. Shennan, president of Elgin 
National Watch Co., stated that the firm 








‘has no immediate plans for further effort 


to secure tariff relief. 

“In view of the long history of oy; un. 
successful effort to secure adequate pro. 
lection for an important defense industry,” 
Mr. Shennan said, “(the) decision wa 
not unexpected. We will continue to make 
our very best contribution to the defeng 
effort through manufacture of precisioy 
timing instruments for the armed force 
as permitted by our existing watchmaking 
facilities.” 

In order to protect the firm’s share. 
holders’ investment and the Security of 
employees, he pointed out that Elgin yjjj 
continue its program of diversifying many. 
facturing and sales operations into prod: 
ucts other than American-made watches. 

Othneil G. Williams, president of the 
Clock Manufacturers Association of An. 
erica, expressed surprise at President 
Truman’s rejection of an increase in the 
United States tariff on watches. 

“In view of the long and careful study 
which the Commission made,” Mr. Wil. 
liams said, “it is very difficult to under. 
stand how the President could disregard 
its findings and reject its recommendations 
that the domestic watch industry be pro. 
tected against serious injury from foreign 
competition.” 


—_— HS 


National Jewelers Association 
Sets Dates for "53 Convention 


The 1953 National Jewelry Fair and 
annual convention of the National Jewel 
ers Association will be held at the Conrad 
Hilton Hotel beginning on Sunday, July 
26, and closing at noon on Thursday, 
July 30. This announcement has been 
made by Clarence Olsen, chairman of the 
convention committee. 

Shortly after the close of the 1952 trade 
show and convention, the NJA’s conven- 
tion committee - met in Chicago and de- 
cided that the last week of July was the 
most suitable and appropriate time for 
retail jewelers to meet with their suppliers 
to plan their promotions and merchandis- 
ing activities for the fall and winter. 


--—————= 


Albany Jeweler Co-sponsors 
Parking Lot for Customers 


John J. Naughter, jeweler of Albany, 
N. Y., is cooperating with other Albany 
merchants in the Broadway area in spot: 
soring a customer parking lot. The lot 
will have a capacity of 100 cars. 

Participating stores will issue stamps t0 
customers when sales are made, with each 
stamp worth ten cents toward payment of 
a parking ticket. The parking fee will be 
25 cents for the first hour and ten cemls 
for each subsequent hour. 


— eee 


Filip's Move to New Erie Site 


Mrs. John E. Filip, Sr., owner and 
operator of the Filip Jewelry Store {or 
merly located at 2 W. 8th St., Erie, Pa, 
has opened a new store in the Perry Plaza, 
crie. 
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ANRJA CONVENTION 
(From page 199) 


There is a place for the ethical wholesaler 
in the jewelry trade and his success in 
turn contributes to the success of the 


. 99 
retailer. 


Michaels Says New Law Makes 
Price-Cutting Go Underground 


Howard Michaels, of Michaels, 
New Haven, Conn., speaking as a retailer 
on the subject of price cutting, stated 
that the recently passed McGuire Fair 
Trade Bill put the practice of price cut- 
ting back underground again after it was 
brought out in the open by the Schweg- 
mann case decision of the Supreme Court 


Inc., 


last May. 

“Tne underlying reason for price cut- 
ting,” said Michaels, “is an excess of the 
supply over the demand; an excess of the 
supply over the demand at fixed prices. 
| believe that the excess of demand over 
supply at fixed prices is due to faith- 
breakers. And this includes all of us— 
manufacturers, wholesalers and_ retailer. 
Any of us who indulges in price cutting 
breaks faith with each and every other 
individual in the system, since we are all 
part of the same distribution mechanism, 
marketing the same, identical or similar 
products. 

“Thus we have the manufacturer whose 
production is geared to accommodate both 
the authorized fixed-price dealers and also 
to accommodate the unethical cut-price 
dealers. He is the ‘play-both-ends-to-the 
middle’ man. Thus also do we have the 
wholesaler and the retailer who gears his 
purchasing to accommodate both his own 
fixed price distribution as well as to ac- 
commodate cut-price dealers. He is the 
well known bootlegger and/or under-the- 
counter-price-cutter. These are the faith- 


Elected for the ensuing year as ANRJA officers were, left to right: 
Heim W. Resnick, vice president of the Central Region; Floyd A. 
Denman, vice president of the Southwestern Region; James M. 
Rudder, vice president of the South Atlantic Gulf Region; Delbert 
vice president of the Southeastern Region; Charles 
M. Isaac, executive vice president; Arnold Schiffman, secretary- 


E. Williams, 
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breakers, these are the men who bring 
great discredit upon our industry. Tnese 
are the men who must be held responsible 
for the low public esteem into which our 
great industry is slowly falling and has 
been falling since the war. Mr. John Q. 
Public is getting to the point where he 
no longer knows where the bottom price 
is, and worse than that—he is beginning 
to believe the ethical dealer—the dealer 
who maintains prices—is making gargan- 
tuan profits. 

“| maintain that this is our major 
problem today. I believe it has become 
the most serious aspect of unethical mer- 
chandising we have had yet to face—and 
to conquer. But conquer, | am sure we 
can if we approach it with an attitude of 
enlightened self-interest. 

“To do this, I am positive of one thing: 
As surely as our future lies upon the 
interdependence of manufacturer, whole- 
saler, and retailer, so must we all in this 
situation work simultaneouly, to rectify 
the faults as they exist. No one segment 
of our industry can achieve this end with- 
out the whole-hearted effort of the other 


two. By understanding this problem 
clearly, by facing it squarely, and by 
activing determinately we will find the 


solution. 

“If we fail to do this, not only will we 
lose the benefits of price-fixing which, 
rather than being a force for good, will 
have become a force for evil, breeding 
deceit and corruption and, so perverted 
would not long endure—but also will we 
ultimately lose all faith in each other and 
with the consuming public—the worst 
possible of fates for our industry.” 


Halligan and Ogush Hit 
Unethical Merchandising 

The manufacturer’s position on uneth- 
ical merchandising was given by Lowell 
F. Halligan, Vice President and Sales 





Manager of the Hamilton Watch Cv., and 
William B. Ogush, Senior Vice President 
of the Gruen Watch Co. 

“There’s one common denominator I 
think we-can find in every known form 
of unethical merchandising with which | 
am familiar,” said Halligan. “The uneth- 
ical retailer, or wholesaier, or retailing- 
wholesaler, could not stay in business 
very long, nor very succesfully, if it were 
not for the well-known branded merchan- 
dise he is able to secure. These are the 
goods on which he builds his reputation 
and earns the confidence of the public. 

“So. as much as | dislike the idea, it 
would seem that the success of much un- 
ethical merchandising can be traced to 
the manufacturer, and to the thousands 
of retail jewelers who may have worked 


with him to establish a valuable trade- 
mark. 
“Literally millions of dollars are ing 


volved in creating the public good-will 
which makes such a trade-mark a valuable 
property for the manufacturer, an impor- 
tant source of profitable sales for the 
legitimate jeweler, and—as well—the ‘raw 
material’ for unethical merchandising. 

“There’s a paradox in this situation, 
with which | am only too familiar,” Halli- 
gan continued. “The manufacturer who 
does the best job—the most honest job— 
of making his trade-mark a_ valuable 
property for the retail jeweler and him- 
self, is also the one who suffers most 
through parasitic activities of the uneth- 
ical merchandiser. 

“And all too often, there isnt a thing 
the manufacturer can do about it. 

“It appears to many of us that much 
business law has been written to protect 
the unethical operator, rather than the 
honest merchant, but in spite of that 
there is a lot of room for action which 
can curb many unethical dealers. 


(Please turn to page 202) 





treasurer; Leo F. Henebry, president; Oscar Kind, Jr., vice president 
of the Middle Atlantic Region; Maurice Adelsheim, Jr., vice presi- 
dent of the Northwestern Region; Kenneth |. Van Cott, immediate 
past president, and Sidney L. Stevens, vice president of the Pacific 
Region. Not present when this photograph was taken was William 
Shreve, vice president of the New England Region. 
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ANRJA CONVENTION 
(From page 201) 


“It is true that Federal law—and the 
laws of some States—restrict any really 
effective group action by retailers, whole- 
salers or manufacturers. But where there 
is a sincere will to do a clean-up job, 
there often are perfectly legal ways to do it. 

“First, the manufacturer who has built 
up a valuable brand name does have cer- 
tain legal rights. 

“There’s Fair Trade, of course. The strict 
enforcement of Fair Trade contracts (as 
you all know) can go far toward correct- 
ing certain types of unethical merchan- 
dising. 

“The manufacturer has, too, definite 
legal prerogatives in deciding what type 
of outlet he wishes to sell. He can 
Jegally decide who his customers shall be, 
and wise decisions in this area can elimi- 
nate many unethical merchandising prac- 
tices before they start. 

“The wholesaler and the _ retailer—the 
retailer particularly have legal rights 
which can be used to combat the unethical 
practices in our industry. In a great many 
cases, problems can be settled at the retail 
level which simply cannot be handled by 
the manufacturer, if there is the retailer 
organization and the will. 

“But there must be the will to do some- 
thing and a sense of responsibility, and 
the leadership to make such remedies at 
all successful. And too often, these are 
lacking,” Halligan concluded. 

Concluding the Monday afternoon ses- 
sion, Mr. Ogush urged jewelers not to 
relax or to lower their guards just because 
the fair trade bill has been passed. 
“Granted,” he stated, “that a new fair 
trade bill is something we have all wished 
for desperately, we still do not know 
whether this particular bill will help us, 
or, if it does help us, we still do not know 
how much aid it will give. 

“By this I mean that whenever there 





has been chaos—and we certainly have 
experienced chaos in the last year—it 
takes time to create a strong structure 
that is so clear in its strength as to dis- 
courage the encroachments and _ nibbling 
away of predatory cut-price interests. It 
takes time to beat off the savage attacks 
that will be made against the new fair 
trade bill by those whose greatest interest 
is to perpetuate chaos. It takes time to 
evaluate, for everyone concerned, that the 
order of the day will be “against cut-price 
selling”—so strongly that no one will be 
tempted to break the structure down again. 

“We think and we hope that we have 
scored a tremendous victory because our 
company and its executives have been in 
the forefront of this fight to pass new 
legislation. But it is all the more im- 
portant for any responsible leader of the 
industry not to relax its efforts; not to 
lower its guard; not to feel that the jeweler 
can now take care of himself without any 
assistance. 

“Several months ago we announced a 
definite program of distribution and of 
protection for its guarantee that was 
needed in the chaotic circumstances sur- 
rounding the absence of a fair trade bill. 
We are sticking with the program because 
we feel it is more important than ever now. 

“Now, all of this is well and good. As 
far as Gruen is concerned, this program 
reflects the desires of most of the impor- 
tant retail jewelry associations throughout 
the United States. This program is what 
you, the jeweler, has asked for in order 
to correct this embarrassing and highly 
destructive condition which exists in our 
business today. But the manufacturer 
cannot play a lone wolf role. What about 
the retailer?—-What about you, the 
jeweler?—What about your sincerity in 
implementing this policy? If you retailers 
do not adhere to the letter of the law— 
if you retailers do not cooperate fully with 
us—and I know of some retailers who 
do dump a few watches here and there 








to help a friend out with 2, 3, 6 or @ 
watches—then this program will fail 
“Work with us to help us clean up 
these emergency situations—because ye 
will be quick to end these outbreaks wher. 
ever they crop up. Local associations cay 


use pressure in their own immediate 
neighborhood much more easily than a 
national company. There are many jp. 
portant retail jewelers, highly respected 
jewelers throughout the country, who, jy 
many cases, inadvertently have supplied 
these sources of diversion. Please do not 
sell any watches to anyone unless he js 
your own customer. 

“The definition of a legitimate retajj 
jeweler is not confined to his physical 
location. You can be a highly respected 
jeweler whether your store is located a 
street level, upstairs or downstairs jp 
the basement. 

“The success or failure of all our plan. 
ning will finally depend upon you, the 
jeweler—and your cooperation. Let’s work 
together in a firm partnership, based on 
the jewelry industry exclusively.” 


Isaac Gives Annual Report 
On Past Year's Accomplishments 


On Monday evening, the official opening 
session was preceded by the President's 
reception and dinner held in the Peacock 
Lounge of the Waldorf. At the evening 
session, Dr. Everett R. Clinchy, President 
of the National Conference of Christians 
and Jews, made the dedication. Charles 
M. Isaacs, Executive Vice President of 
the ANRJA, gave his report on the activi- 
ties and accomplishments of the associa- 
tion during the past year and expressed 
his appreciation to the officers of the state 
associations and to the members of the 
ANRJA_ Executive Committee for their 
help and cooperation during h® first year 
with the Association. 

President Henebry followed with a wel- 
coming address and a report of his stew: 
ardship during the past year. 
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PHILLIP S. SINGER, INC.—Mrs. 
Phillip Singer reported wide in- 
terest in new bracelet watch she 
displays here which is priced at 
$330 Keystone. Others in pic- 


ture are Frank Singer (left) and 
Walter Schanzer. 


SILVERCRAFT CO., 
—One of the most popular 
items at this display, ac- 
cording to Oscar Miller, 
president, was this hand- 
made mahogany salad 
bowl at $51 Keystone. 


INC. 


CATAMORE JEWELRY CO.— 

Fred Marks, sales representa- 

tive, directed attention to new 

bride and bridegroom set. It 

contains rosary and bible for 

bride and groom, plus book 
on marriage ceremony. 


BENRUS WATCH CO.—This new dis 


play unit featuring Benrus water resistant 
watches is currently available to all the 
firm's dealers, according to Samuel M. 
Feldberg, general manager. Me ! 
shown here with Philip R. Kolbe, (right), 


sales representative. 


(See presentation of exhibit pictures from New York and Chicago shows—page 92.) 
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speaker of the evening was 
ry, of Harrisburg, Pa., former 
y General and tormer 
Cabinet Secretary to Governor James 7 
Duff of Pennsylvania. Mr. Perry ar e 
on the “Importance of the Retail Jeweler 


in Our Economy. | 
Theme of the second general session 
on Tuesday morning was “What Can We 
Do About Taxes.” Delbert BE. Williams, 
\NRJA Vice President from Clarksburg, 
West Va., presided with Floyd A. Denman, 
Regional Vice President from Stuttgart, 
Ark., as moderator for the panel discus- 


sion which followed. 


Principal 
David R. Per 


Assistant Attorne 


Ash Urges Jewelers to Know 
About Tax Laws and Rulings 


“The Consumer’s Position” was given 
by Robert Ash, Attorney at Law, Wash- 
ington, D. C. Ash urged that jewelers 
familiarize themselves with tax laws and 
rulings and conduct their businesses in 
accordance. He pointed out how under 
the terms of the present revenue laws, 
the excess profits tax will end June 30, 
1953. and, starting in April, 1954, there 
will be a cut of 5 per cent in the normal 
corporation rate. 

“Effective in 1954,” Ash _ continued, 
“there will be about a 10 per cent reduc- 
tion in personal federal tax on incomes 
of $25,000 and less and smaller deductions 
on higher incomes. Obviously, you should 
paint and repair and incur other deduc- 
tible expenses where possible before the 
reduction in tax rates becomes effective. 
By so doing, Uncle Sam will pay more 
of the cost of such deductible expenses. 
Conversely, you should defer as much in- 
come as possible and, as good business 
permits, until after the reduction in rates 
becomes effective. 

“Consideration should aways be given 
to the form of doing business. By simple 
mathematics, you can determine if it is 
best, taxwise, to operate a retail jewelry 
business» as a sole proprietorship, as a 
partnership, or as a corporation, or 
through the medium of two or more cor- 
porations. : 

“Many other situations come to mind 
where tax consequences can be lessened 
if the transaction is handled in one way, 
as compared with another. Possibly, I 
could give a catch-all suggestion by say- 
ing that you should not change the form 
of doing business, or make any sales or 
transfers of property without considering 
lax consequences.” 

Ash concluded his talk by giving several 
illustrations which showed how substanti- 
ally the same transaction could have vastly 
different tax results. 


Paul Tells Jewelers to Take 
Advantage of Tax Avoidance 


AL Victor Paul, of Wiss Sons, Inc.. 
Newark, N. J.. speaking next on the 
“Retail Jeweler’s Position,” warned re- 
tailers that failure to take advantage of 
legal tax avoidance was poor business 
that cost stores a considerable part of 
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their profits every year. He urged re- 
tailers to get competent tax help from 
experts in that field and to consider the 
tax question in every transaction. 

Paul continued by pointing out with 
several illlustrations, how different busi- 
ness setups can have much to do with 
the profitable operation of the business. 
He reviewed the work of the Jewelry 
Industry Tax Committee in its tax fight 
and emphasized the importance of a 
united industry front in the fight to re- 
duce or eliminate the excise taxes. 


“Jewelers must be vigilant,” he con- 
cluded, “to prevent the imposition of 


even higher taxes as well as to see that 
the present excise tax on jewelry is not 


allowed to get to the point where it is 
considered and becomes a regular tax 
such as that imposed on cigarettes and 
liquor.” 

James B. Dickey, Chairman of the 
ANRJA Tax Committee and Vice Presi- 
dent of Tiffany & Co., reviewed the work 
of the tax committee, pointing out the 
need for a united front for the industry 
in the fight to eliminate the excise tax. 
He pointed out how the Korean situation 
stopped cold the chances of any tax relief 
just when it within grasp. He 
stated that present government spending 
is not conducive to any hope of tax relief 
but that the Jewelry Industry Tax Com- 
mittee was preparing its brief for the 


seemed 











GETA... 


re ee 


iH 


AND PAY OUT OF 
PROFITS. 


10,000 PROGRESSIVE JEWELERS SAY: 


“It's the best investment we euer made.” 


Ash one whe had one! 


Send for Free Cataleg G 


“How To Make Money With Tracer - Guided Tilelae halal: i 


new hermes ENGRAVING MACHINE CORP. 
13-19 University Place, New York 3, N. Y. 


“TIME PAYMENTS HELP YOU TO PAY OUT OF PROFITS 





203 





continuance of its fight for the elimination 
of the tax and would pick up the fight 
when the time was ripe. 

Stanley Simon, Vice-President of the 
Bulova Watch Co., was scheduled to speak 
on “The Manufacturer’s Position,” but as 
he was unable to appear, Beardsley Ruml, 
tax economist and business analyst, spoke 
in his place. 

Mr. Ruml predicted that Federal taxes 
will be reduced every year for the next 
four years, pointing out as reasons that 
it is economically necessary, that it is 
fiscally possible and that it will be good 
politics for either party which wins the 
coming elections. 

“Competition will be keen among the 








several industries affected by excise taxes 
to get taxes in their fields reduced as 
soon as possible,” said Ruml. “Every trade 
that has an excise tax—such as gasoline, 
soft drinks and jewelry—will be exerting 
pressure. The jewelry trade is in as good 
a position to get tax reductions as it was 
before the Korean war,” he _ observed. 
“The main hurdle for the industry is to 
find a clear definition of luxury and non- 
luxury items.” 

The Third General Session 
Wednesday morning, August 13, to hear 
discussions on the topics of “Presentation 
at the Point of Sale” and “Fair Trade.” 
Presiding at this session was H. C. Kirk- 


berg, ANRJA Regional Vice President. 


convened 















setting 
for sales 


ee 


Here is a truly lovely setting for 
your finest rings. Dennison Ring Case 
7650TX accents the value, the charm 
enhances the 
character of the store that displays it. 

It's a setting for sales because a ring 


of its contents... an 


that looks its best, sells best. 


This finely proportioned case is 
molded of smooth, gleaming plastic 
with delicately fluted edges, gold em- 


bossed cover trim. From the tiny go 


ring-handles to the graceful legs, it re- 


FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and 
plastic; findings; supplies. Sold by lead- 
ing wholesalers throughout the country. 


Fi ot ees: 










produces in minute detail an old French 
Provincial Jewel Chest. 

A lustrous ring pad of Transparent or 
Karess Velvet and a Satin cover cushion 
complete this picture of jewel-luxury. 

Use Ring Case 7650TX for single or 
double ring display. Available in your 
choice of colors— White, Ivory, Green, 
Red, Light Blue, Turquoise. 

Order by number— 7650TX. Every 


case comes in an individual packer. 





Twelve to each carton. 


FOR MANUFACTURERS 


Dennison makes a wide range of specially 
designed paper jewelry boxes and cases 
for manufacturing Jewelers. Consult 
us about your packaging problems. 


on @ 
Dennison KMlanupachuing Se. 
JEWELERS DIVISION 
FRAMINGHAM, MASSACHUSETTS 























who introduced the first speaker, Willian 
E. Long, of Long’s, Tully, New York 

Long, former president of the Wholesale 
Dry Goods Institute, spoke on “Presenty 
tion at the Point of Sale.” There j, : 
great need for a consumer selling jo} to 
do all along the line, Long obseryey. he. 
cause in the next six months billion: of 
consumer dollars are going shopping 
Bank savings are at an all-time high fir 
the needs of the public are far from filled 

“But,” the speaker noted, “competitioy 
for the consumer dollar has increased 
The only thing left that we can do jg . 
step up the selling tempo. For each pro- 
motional season— Easter, Graduation 
Christmas, etc.,—retailers must observe 
the following promotional steps. (1) Mer. 
chandise for the occasion must be on hand: 
(2) a certain percentage of the budge 
should be set aside for good advertising: 
(3) since merchandise is judged by the 
company it keeps, make your store dis. 
plays as attractive as possible; (4) people 
enter the store through the windows, and 
windows should carry the right merchap. 
dise at the right price; (5) emphasize the 
point of sale selling for it is here hat 
we rise or fall. 

“Speaking for ourselves, we intend to 
do more about the point-of-sale perform: 
ance than has ever been done _ before.” 
said Long. “We become great or we re. 
main in the mediocre class. The way sales. 
people acquit themselves before customers 
is the everlasting impression the customer 
has of the store. Merchandise should have 
its greatest demonstration at the point 
of sale.” 


alee 


i rwe RETAIL 
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Aggressive merchandising plans for the five 
major promotional seasons of the year were 
outlined by William E. Long (Long's), Tully, 
N. Y. Mr. Long was the first speaker to ad- 
dress the business session on Wednesday 
morning, August | 3th. 


“That is why,” Long said, “there is 4 
need for trained sales people, people who 
have customer information. When a cus 
tomer approaches the counter, trained 
sales people know by her gestures and 
remarks just what decisions she has al: 
ready made, and they don’t waste aly 
time on those; they work on the decisions 
that have not been made. 

“Trained sales people also know whal 
Mrs. Customer buys. She certainly does 
not buy merchandise today; she buys the 
advantages that merchandise offers. If 
she is seeking advantage, it is up to 
to sell advantages.” 

Following Long’s talk, James M. Rud: 
der, ANRJA_ Regional Vice-President 
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as moderator of the panel discus- 
“Fair Trade,” and introduced the 
Carleton G. Broer, who 
retail jeweler’s position. 
Broer-Freeman Co., Toledo, 


the ANRJA Fair 


served 
sion On 
Grst_ speaker, 
spoke on the 
Broer, of the 
Ohio, is chairman of 
Trade Committee. | 

“4 year ago, broer said, “we had no 
effective Fair Trade legislation and the 
; any were not too 
just seen the dis- 
astrous effects of one of the worst price 
wars in our memories. We were looking 
forward, not too optimistically, to a long, 
drawn-out struggle aimed at restoring Fair 


prospects for getting 


bright. We had all 


Trade. 7 
“Today, due to the untiring efforts of 
many trade organizations and literally 


hundreds of thousands of individuals, the 
situation is far better than we had dared 
hope, just a year ago, that it could be. 
The McGuire Bill effectively closes the 
loophole opened by the Supreme Court 
in the Schwegmann case, and there is 
now no question but that non-signers are 
bound by Fair Trade contracts equally 
with signers.” 


BROER CITES NEW LAW'S LOOPHOLE 


“But,” Broer continued, “there is still 
some doubt if the McGuire Bill closes the 
loophole opened by the Wentling deci- 
sion, a decision which held that, under 
the Pennsylvania Fair Trade Act, a manu- 
facturer could not enjoin sales across state 
lines by a Pennsylvania mail-order mer- 
chant to a consumer in another state, at 
less than Fair Trade prices. It was in 
an attempt to close this loophole beyond 
any possible doubt that the Keogh, or so- 
called “Hometown,” Amendment to the 
McGuire Bill was introduced and_ sup- 
ported. As you know, this amendment 
was defeated.” 

“As a result,” Broer observed, “this 
situation poses a very real threat to re- 
tail jewelers. It does not take very much 
imagination to picture the situation in 
which we would all find ourselves if the 
countless high-pressure discount house 
already existing in Missouri or Texas, 
where there are no Fair Trade laws, 
should, behind the barriers afforded them 
by the militant anti-trust policies of these 
states, flood our trading areas with great 
deluges of cut-price offers on the very 
merchandise what we are bound by law 
to sell at no less than Fair Trade prices.” 
; “Some lawyers insist,’ Broer went on. 
that the McGuire Bill affords ample pro- 
tection against this practice, but it is stil] 
an open question. Consequently, retail 
Jewelers must give their strongest support 
to the efforts which will probably be 
made in the coming session of Congress 
to so amend the law that this menace 
will be completely removed. 

Broer concluded by saying, “I believe 
that Fair Trade is of great benefit to us 
as retail jewelers. I believe that we now 
have reasonably good, workable Fair 
Trade legislation, but that it can_ still 
be improved. I believe that we should do 
everything that we can to help improve 
It. In the meantime, it is certainly to 
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our own advantage to do everything we 
can to make the present law work.” 


Anderson Terms Outlook 
For Fair Trade as ‘Serious’ 


The manufacturer’s position was taken 
by John W. Anderson, president of The 
Anderson Co., Gary, Indiana, and _ presi- 
dent of American Fair Trade Council. 

Anderson provided the audience with a 
complete history of Fair Trade in the 
United States. He discussed the Miller- 
Tydings Act, its purpose and limitations. 


“During recent procedures which re- 
sulted in the birth of the McGuire-Keogh 
Act,” Anderson said, “nobody asked 





| 


Where are the manufacturers? The man- 
ufacturers, as represented by the Ameri- 
can Fair Trade Council, were everywhere 
articulate. 


“The Council,” he said, “worked 
closely with officers and staff of associa- 
tions of Fair-Trading maufacturers and 
resellers—and of Chambers of Commerce 
throughout the U. S., in spreading the 
truth that Fair Trade is good for the 
manufacturer and his employees—and is 
good for independent resellers and their 
employees, and, above all, is best for the 
public.” 


In turning to mail-order houses, An- 
derson said, “Nobody can question the 
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commercial morality of a straightforward 
mail-order business which does not resort 
to trickery but which offers its merchan- 
dise through illustrations and_ descrip- 
tions—and general representations—which 
have not intent to deceive. 

“It is equally obvious to any thought- 
ful person that it is uneconomic, and un- 
fair, to permit sharpshooting mail-order 
houses from outside a Fair-Trade state 
to offer—and deliver—at cut prices, 
products Fair-Traded in that  state— 
thereby to lure away from local inde- 
pendent retailers the $10 bills of cus- 
tomers who invariably could get more for 
their $10 at home. Such trickery deprives 
and depresses those home-town communi- 
ties which have always provided, in their 








aggregate, the major social and economic 
strength of America.” 

Anderson stated that “Electric razors, 
toasters and other electrical household 
appliances, are finding their way into the 
mail-order catalogs of home-town raiders 
with such consistency as to suggest that 
perhaps home-town merchants will ap- 
preciate any really substantial help the 
manufacturers of those appliances may 
give AFTC in its efforts to encourage the 
enactment of the Home-Town Amend- 
ment—beginning early in the next Con- 
gress, which convenes in January. 

“AFTC has had enthusiastic and con- 
sistent support of manufacturers. of 
watches, automatic pens and pencils, and 
of many other popular items sold regu- 
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larly through your jewelry stores,” 

Anderson observed that, “The Outlook 
for Fair Trade, not only from the stang. 
point of the manufacturer, is serioys in- 
deed. The Home-Town Amendment my 
be enacted.” 

In concluding, he said, “We have more 
fight ahead than behind us. Make no 
mistake. Our enemies will never relen; 
All Fair-Trading interests and _ individua); 
must fight to the utmost or Fair Trade 
will be lost—perhaps sooner than many 
at this time believe possible. ) 

“Friends of Fair Trade have had ample 
evidence that the retail jewelers 
America will not be outdone in militay 
support of the great fight to perfect. pro- 
tect, and promote Fair Trade—eyery. 
where.” | 

The fourth and last business session 
was held on Thursday morning with [eo 
F. Henebry again presiding. The subject 
discussed was “Current Auction Prob. 
lems,” with Sidney L. Stevens, ANRJA 
Regional Vice-President from Salem, Ore. 
gon, the speaker. 





The five points that should be covered in 
any proposed auction bill were outlined by 
Sidney L. Stevens, ANRJA regional vice 
president from Salem, Ore., at the Thursday 
morning session on August /4th. 


“Most city ordinances governing auc: 
tion sales need revision,” said Stevens, 
who then went on to outline the organi 
zational work done by jewelers in Salem, 
Oregon, in getting the recent auction 
ordinance passed there. “Only through 
the full cooperation of all jewelers was 
possible to get anything done,” he stated. 

Stevens went on to outline the various 
points that should be covered in aly 
proposed auction bill. These were 4 
follows: 

1. No auction sale at night between 
the hours of 6 p.m. and 8 a.m.; or one 
at Christmas time between December !* 
25th; and none to be held for a period 
of more than 30 days. 

2. No additions to auction merchandise. 
To forestall this, a detailed inventory of 
all the merchandise to be auctioned with 
the cost price of all should be attached 
to application for auction license. All mer 
chandise to be auctioned must have bee 
in the store for at least 90 days. 
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3 To prevent false statements regard- 


ing the merchandise being sold, the 
juctionee? must be required to give the 
actual cost of each article. ‘Stevens 

out that the Texas Supreme 


pointed : : 
Court had held this requirement uncon- 


situtional in that state, but that other 
states might take another view of this re- 
quirement. | 

4. Because the expense to the state or 
city administering the auction law is 
large, a bond equal to half the total 
value of the inventory to be auctioned 
chould be required. This should remain 
in force for 90 days after conclusion of 
the sale. . 

5. Any state law should be in addition 
to any city ordinance as this will pre- 
vent unrestricted sales held just outside 
the city limits. 

“Nothing can be accomplished,” said 
Stevens, “unless every jeweler gets to- 
gether and bombards the government with 
reason why such a bill is necessary. 

The business session which followed 
passed up the verbal reports of the vari- 
ous committees as these had been pre- 
pared in mimeograph form and made 
available at the speaker’s table. The only 
exceptions to this was the report of the 
Secretary-lreasurer, Arnold Schiffman 
and those of Oscar Kind, Jr., Chairman 
of the Resolutions Committee, and Ken- 
neth I. Van Cott, Chairman of the Nom- 
inations Committee. 
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re-election as 


upon his 
ANRJA president are extended to Leo F. 
Henebry (center) by Kenneth |. Van Cott 
(right), immediate past president, and 
Arnold Schiffman, who was again named 
secretary-treasurer. 


Congratulations 


The resolutions as read and_ subse- 
quently passed unanimously were as fol- 
lows: 

Resolutions of appreciation to Leo F. 
Henebry, President, and Charles M. 
Isaacs, Executive Vice-President, for their 
work for the association: to the various 
trade organizations and to the trade press. 
Quality Stamping: Commendation to 
the Jewelers Vigilance Committee for its 
work in revising these laws and urging 
that the Committee carry on toward se- 
curing adequate legislation. 

Armed Services Exchanges: To call 
upon authorities of service stores to screen 
purchases of military personnel and _ to 
limit stocks to items necessary to person- 
nel of each post. To send copies of reso- 
lution to Senate Committee governing 
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armed services exchanges and to secre- 
taries of state associations to send on to 
their senators and congressmen. 

Industrial Jobbers: Condemnation of 
manufacturers selling to catalog whole- 
salers as harmful to the legitimate retail 
jeweler. 

Fictitious Price Tags: Condemnation of 
the practice of attaching price tags to 
merchandise which have excessive prices 
that have no relation to value of the 
article as detrimental to the prestige and 
contrary to the ethical practices of the 
jewelry industry. 

Trade Discounts on Silver: Urge ster- 
ling silver manufacturers to review profit 
picture and to instigate survey of the re- 
quirements of retail jewelers in hope of 
restoring cash discounts. 











Economy in Government: Urge Con- 
gress to eliminate all unnecessary expense 
not essential to the defense effort. 

Cooperative Advertising by 
Groups: Expression of thanks to retail 
jeweler groups for their cooperative ad- 
vertising designed to further the prestige 
of the jeweler and to urge other seg- 
ments of the industry to develop similar 
activities. 

Platinum: Alteration of existing regu- 
lation to free platinum for use in regular 
channels or by allocation to lawful jew- 
elry users; to have Congress investigate 
and publicize the facts on the availability 
of this metal in foreign countries com- 
peting in the jewelry field; to appoint an 


Local 


(Please turn to page 246) 




















Lh 











New Styles 
Created Monthly 


fel 









FULL CUT CENTER OF 
FINE QUALITY, WITH 


16 FINE, WHITE. 
MATCHED STONES 


SET IN EXQUISITELY 
STYLED TWIN - ROW 
MOUNTINGS 


— -—— 


—————————— 


MEINE ROOT ONS 


¥4 created especially 
for the 


LEBER & LERNER 


KNOWN FOR OUTSTANDIN 








NEW YORK 17, NEW YORK 


RINGS ENLARGED TO SHOW DETAIL 









Jeweler 





FULL CUT CENTER OF 
FINE QUALITY, WITH 
10 «=6FINE, WHITE. 
MATCHED STONES 


SET IN EXQUISITELY 
STYLED TWIN - ROW 
MOUNTINGS 









a — 









G DIAMOND RING 


PROMOTIONS 
305 EAST 47th STREET 


MUrray Hill 8-2750 


a 














207 








OPS Issues New Pricing 
Order for Manufacturers 


The Office of Price Stabilization has 
issued a new consumer-goods regulation 
(Ceiling Price Regulation 161) affecting 
ceiling prices of about 25,000 manufac- 
turers, including firms which produce 
jewelry, silverware, watches, clocks, and 
china. 

The new regulation must be used to 
determine the ceiling prices of all new 
commodities introduced after September 
24, 1952. the effective date. It may 
put into effect at the manufacturer’s 
option before that date. 


be 


} 


Basic technique of the new regulation 
is what OPS terms “comparison pricing.” 
Ceiling prices of new commodities are set 
by comparing them with similar commodi- 
ties for which ceilings have already been 
issued, 

The 
other 
ments; 


new provides, 
reporting require- 
more accurate pricing methods; 
some substantive changes; innovations, 
such as 90-day letter orders to permit a 
manufacturer to test his market with 
experimental models; suspension of con- 
trols over commodities whose effect on the 
cost of living is negligible, and special 
treatment for custom manufacturers. 
Among the products affected by the new 


regulation among 


things, simpler 
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regulation are the following: household 
and electrical appliances, glassware, hard. 
ware items, notions, housewares, kitchen 
equipment, luggage, plated ware, pottery 
and chinaware, silverware, precious metal 
jewelry, non-precious jewelry. 
jewelry, clocks, and watches, — 

Also, portable lamps and shades other 
than industrial lighting fixtures, electric 
lamp bulbs and tubes, pictures and frames 
mirrors and mirror frames, r 
smokers’ articles. umbrellas, 
television 


novelty 


Compasses, 
canes, Tadios, 


sets, phonographs, Sporting 


equipment, toys and games, whee] goods 
ware. 


ecclesiastical 





Named 
Director of 
Sales at 
Arnstein Bros, 


BENJAMIN S. 
ARNSTEIN 





The appointment of benjamin S, Ar. 
stein as director of sales of Arnstein Bros. 
& Co. of New York, leading importers 
and cutters of diamonds, was announced 
recently, 

Following his graduation from Colum. 
bia University in 1939, Mr. Arnstein 
served on the city desk of the New York 
Post. In 1940 he joined the sales staff of 
Arnstein Bros. & Co., which will shortly 
observe its 70th anniversary. His father, 
the late Simon Arnstein, was one of the 
founding partners. 

Mr. Arnstein will continue to 
his accounts but will also devote his at- 
tention to the development of promotion 
designed to augment retail diamond sales. 


service 


Jewelry Store Winners Named 
in Electre Housewares Contest 


The names of the two jewelry firms 
that won top prizes in the Electric House- 
wares Gift Campaign display contest and 
newspaper ad contest were announced Ie- 
cently by the Electric Housewares Section 
of the National Electrical Manufacturers 
Association. 

The judges selected the entry of the 
Bates Jewelry Co., located at 9th and F 
Sts., N.W., Washington, D. C., as the best 
in the display contest. In the newspaper 
ad contest top honors went to R & 6 
Jewelers, Park and Broadway, Idaho Falls, 
Idaho. | 

Awards were made on the basis of i” 
genuity and originality which in_ the 
opinion of the judges best reflected pro- 
motion of the 1952 Electric Housewares 
Gift Campaign. 

An industry spokesman stated that the 
number of entries in the display contest 
was more than double that of last year. 
This was the first year for the newspaper! 
ad contest. 
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4 Back from Europe after an extended 
trip 1s Adolf Wolf, partner of Bristol 
71 Nassau St., New 


Seamless Ring Co., ! Ne 
York. After a successful buying trip in 
the diamond centers of Antwerp and 
\{msterdam, where he observed business 
ail the 


conditions, Mr. Wolf reported that 
market is strong and steady as he antici- 
pated He pointed out that a growing 


demand for diamonds has been noticed 
in the European market, as diamond in- 
ventories in the United States are at a 
low mark. Mr. Wolf stated that he ex- 
pects a good fall season for the jewelry 
trade and that he believes the reinstating 
of the fair trade law will contribute to 
more stable business. 


4 Louis Kramer, president of Kramer 
Jewelry Co., 48 West 37th St., New York, 
accompanied by his brother, Morris, vice 
president, sailed July 23rd for Europe 
aboard the new American liner S. S. United 
States. The Kramers will cover the mar- 
kets of England, France, Belgium, Italy 
and Germany. They also plan to spend 
some additional time in London. While 
on the constant lookout for new and im- 
portant fashions, the Kramer brothers will 
also study construction methods of Euro- 
pean craftsmen with a view to adapting 
their intricate designs to American pro- 
duction. 


4 Open house for the jewelry, watch and 
allied trades was held from August 2nd 


to August 8th by the Karelin Watch Ser- 
vice to celebrate their fifth move since 
1945 to larger quarters at 104 Nassau St., 
New York. Under the able guidance of 
the Henschel brothers—George, Herb and 
Harold—the firm now occupies approxi- 
mately 2000 square feet of modern air- 
conditioned quarters. These comprise a 
showroom and complete watch repair shop 
facilities. 


q Ralph W. Sabin, president of Alex. 
Sabin & Sons. Inc., wholesale jewelers 
and diamond and watch importers at 20 
West 47th St.. New York, left August 2nd 
on his annual European trip to visit the 
Antwerp diamond market and the firm’s 
Swiss watch sources. He will return to 
New York on September 3rd via KLM 
Airlines. 


q After being in the downtown jewelry 
district for over 40 years, J. Schnelwar 
& Son and the S.P.M. Co., diamond im- 
porters and jewelry manufacturers, moved 
the latter part of July to larger quarters 
at 31 West 47th St.. New York, where 
they will be in a better position to serve 
their customers. They were formerly 
located at 87 Nassau St. 


4 Nelson’s jewelry is the trade name of 
a new retail store opened recently at 494 
Washington St.. Buffalo, N. Y. The new 
concern handles a complete line of nation- 
ally advertised diamonds, watches, silver- 
ware and jewelry. 
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q Murray Wishy, who was formerly con- 
nected with Esquire Manufacturing Jewel- 
ers, Inc., announced recently that he is 
now associated with the Union Jewelry 
Manufacturing Co., Inc., 105 Canal St., 


New York. 





Walden 
Rejoins 
Bruner-Ritter 


AL WALDEN 





Announcement was made recently that 


«-* 


* 
* F668. a. m. @.e-&* 


JACK J. FELSENFELD, 





Al Walden has severed his connections with 
the Stylord Mfg. Co., Inc., New York watch 
attachment manufacturers, and has _re- 
turned to Bruner-Ritter, Inc., manufac- 
turers of Bretton watch bands. 

Mr. Walden was previously associated 
with Bruner-Ritter for 27 years. Starting 
as a stock clerk working for Simon Bruner, 
the founder of the present firm, Mr. Walden 
advanced rapidly until he became one of 
the firm’s best known salesmen. 











Silverware Division of UJA 
Sets Date for Annual Dinner 


Again headed by Irving Cooper, - 
Elgin Silversmiths, the Silverware | 


and | 
Metalware Division of the United Jewish | 
Appeal has scheduled its annual UJA | 
dinner for Tuesday, September 23rd, at 
New York’s Hotel Pierre. 

A preliminary planning meeting of the 
top committee was held on the evening of 
August 5th. Suggested plans and the or- 
ganizational setup for this year’s campaign 
were discussed. 

Emphasis in the 1952 drive generally | 
will be on reaching out for new contacts 
and getting “new blood” into the conduct 
of the drive—the sons of the men who 
have been active for many years and other 








MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 





younger personalities in the silverware and 
metalware trade. 

The division’s annual dinner last year 
was dedicated to the memory of a noted 
figure in the industry—Charles Engelhard, 
founder of the Engelhard industries—and 
was very well attended. 

Through its 1952 campaign, Mr. Cooper 
pointed out, the United Jewish Appeal of 
Greater New York aims to help save lives, 
maintain the hopes and secure the future 
of 1,000,000 Jews throughout the world; to 
help the people of Israel win their des- 
perate battle for economic survival; and 
to join in safeguarding human rights and 
strengthening the free world in this time 
of global crisis and danger to free in- 











DIAMONDS 


Your mail orders will be filled promptly, 
in the quantity, quality and exact size 
required. We alse send diamonds on 
approval. Ask for latest price list #19 
from the Diamond Importer. 


576 FIFTH AVE. 
* ORIN NEW YORK 36, N. Y. 
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Synthetic & Semi-Precious 
STONES 
Synthetic Ringstones all sizes and shapes 
DiaMoNps—AIl Sizes and Qualities 


JOSEPH BLANK 
COrtlandt 7-3562 





stitutions. 


87 Nassau St. New York 38, N. Y. 
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THE NEW SYNTHETIC GEM 


Lighter in Color 


than ever before 


HENRY 
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SOME INTERESTING CHARMS 


From Our Large Assortment 


foal 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 1/2 Size 


From 3.00 Keystone in I4K. Also made in 
Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr's of 14K, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 








ww 198 Broadway New York 9, N. Y.____ 

























LEATHER CLOCK CASES #11J—Sheepskin case—Black, 


D rown, Dark Blue, Red, 
fan, Green ...Keystone $7.00 
#223 Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green. Keystone $11.00 
#35J—Genuine Ecrase Leather 
with gold tooled border. Brown, 
Tan, Rose, Green and Light 
PO Keystone $13.00 
2%” and 25%” for Swiss and 
Waltham, Immediate Delivery. 
ARiISTO IMPORT CO., INC. 
630 Fifth Ave., New York 2 
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The annual dinner-dance of New York’s 
Golden Circle Club, one of the many 
entertaining events scheduled by the or- 
ganization for this year, was held June 
20th at the St. Moritz Sky-Garden and 
Terrace. The affair was attended by 
more than 70 members, guests, and their 
wives who thoroughly enjoyed the sump- 
tuous meal, the entertaining floor show 
and dance program. 

Continuing with its fun-packed and 
well-balanced schedule of events, the or- 
ganization will hold a dinner meeting on 
Monday evening, September 22nd, at 
which Ed Fisher, director of promotion 
for the New York Yankee Ball Club, 
will be guest speaker. Club members are 
permitted to bring their friends along 
to the meeting which will be held in 
the Colonnades Room of the Hotel Del- 


monico. 





The guest speaker of the evening yil] 
discuss the many important events that 
have taken place in the baseball world 
during the past season both on the field 
and behind the scenes. Mr. Fisher’s ap: 
pearance will be doubly important be. 
cause of its timeliness—just six days 
before the end of the season. A major 
portion of his talk will be devoted to a 
preview of the World Series and at its 
conclusion, he’ll answer questions from 
the floor. His return engagement as a 
guest speaker was requested by many 
members who were present at the meet- 
ing he addressed last year. 

The interesting and entertaining pro- 
gram for the September meeting has been 
arranged by Harry Rodman, who has 
extended a cordial invitation to members 
and their friends to be present and _ join 
in the fun. 








Lift Ban on Export of Pens 
And Pencils to Hong Kong 


It’s now legal to export fountain pens 
and mechanical pencils to Hong Kong. 
U. S. Office of International Trade says 
shipments will be limited, and assurance 
must be given that the pens and pencils 
will not go to Communist traders. Such 
exports were barred more than 18 months 
ago when it was discovered that U. S. 
pens and pencils were being used by the 
Chinese Communists to reward persons 
working against United States interests. 


S. J. Rapaporte, Jr., Named 
Among Brandeis’ First Fellows 


Samuel J. Rapaporte, Jr., president of 
the S. Rapaporte Co. of Providence, R. I., 
has been named among the first Fellows 
of Brandeis University in Waltham, Mass., 
University officials announced recently. 

Named for the late Supreme Court Jus- 
tice Louis Dembitz Brandeis, Brandeis 
University opened in the fall of 1948 as 
the first non-sectarian institution of higher 
learning in the Western Hemisphere to be 
founded by the American Jewish com- 
munity. 

Mr. Rapaporte is an active Providence 
community leader, and is vice president 
of the General Jewish Committee, has 
headed the Jewelry Division in the Com- 
mittee campaign, and is a board member 
of the Miriam Hospital and the Jewish 
Home for the Aged. 








—_—-——— 


Mr. Rapaporte is amoung 38 men and 
three women who have been named as the 
first Fellows of Brandeis. Fellows have 
been selected from men and women, dis: 
tinguished in the arts and sciences and 
prominent in the business and professional 
life of communities throughout the nation, 
who have manifested an active interest in 
the development of the University. 











RINGS EST. 1875 RINGS 


DATTELBAUM & FRIEDMAN 


No. 1 WEST 47th ST., N. Y. 36, N. Y. 
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1 YOU CAN'T LOSE! 
- You can’t lose Watch Repair Sales perl 
gs POLTOCK—the Supply House that stocks | 
g all “Hard-to-Get” parts—Swiss and Amer J 
g ican. Write Dept. J for FREE Ligne Gauge | 
g Catalog, and Stationery. JOHN A. OL. I 
gs TOCK & CO., 15 MAIDEN LANE, NEW 1 
s YORK 38, N. Y. ; 
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Two Hollywood Film Lovelies 
Tour Oneida’s Canadian Plant 


Two of Hollywood’s loveliest actresses 
_Marilyn Monroe and Jean Peters—te- 
cently toured the Oneida Community 
plant in Niagara Falls, Canada, while 
on location there in June for the new 
technicolor drama, “Niagara.” A troupe 
- of 57 actors, technicians and other crew 
specialists spent more than three weeks 
around the thundering cataract “shoot- 
ing” sequences of the movie-melodrama. 

Realizing the publicity opportunities 
as a result of the movie crews presence 
at the Falls, Oneida officials extended 
personal invitations to both actresses to 
tour the plant which they quickly ac- 
cepted. The girls visited the factory on 
separate days and each in turn was taken 
through the plant and shown the various 
operations involved in the manufacture 


of silverware. 





Shapely Marilyn Monroe draws the name 
of the first-prize winner in a recent contest 
conducted by the Canadian branch of 
Oneida Community while visiting the firm's 
plant. Assisting here in the drawing are 
S. R. Sills (left), sales office manager, and 
J. G. Young, sales and advertising manager. 


During their visit, each of the stars 
were told the story about the design of 
Community’s new “White Orchid” pat- 
ten and each was presented with a sil- 
ver service in the new design. In addition, 
hoth girls were given beautiful orchid 
corsages. 

After Miss Monroe received her set of 
silverware, she kindly obliged firm officials 
by drawing the name of the first-prize 
winner in a sales clerk’s contest that had 
heen conducted by Oneida throughout the 
trade in Canada during April and May. 

Under the rules of the contest, each 























A DIAMOND DEALER established for several 

years on 5th Avenue, New York City, is opening 

a branch office in the business center of Miami, 

Florida. He can act either as an Agent or 

Qs a Distributor for a reputable Watch and 

roe agama firm. Excellent bank references 
e. 


Box “A., 759,"" e/o Jewelers’ Circular- Keystone 
100 E. 42nd St. New York 17, N. Y. 














SEMI-PRECIOUS STONES FROM INDIA! 


For your requirements in rough as well as cut 
Bloodstone, Lapis Lazuli, Green Aventurine, 
Garnet, Agate, Coral & all other kinds of 
semi-precious stones, contact :— 


BAPALAL KESHAVLAL, 
125, Sheikh Memon St., BOMBAY 2 
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time a jewelry sales clerk sold a set of 
Community she had to mail a card to 
Oneida, which the silverware concern 
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Vivacious Jean Peters accepts set of silver 

in Community's new “White Orchid" pattern 

from F. A. Williams, general superintendent 

of Oneida Community's Niagara Falls and 
Toronto plants. 


previously supplied, containing the name 
and address of the purchaser. Over 200 
cash prizes were awarded to the sales 
clerks who submitted the lucky cards. 





E. C. Anger, Oshkosh Jeweler, 
Marks 50th Year With Firm 


A record of fifty years service in the 
jewelry industry with one firm is the proud 
claim of E. C. Anger, manager of R. B. 
Anger & Co., jewelers of Oshkosh, Wis. 

Mr. Anger actually started in the jewelry 
business in Milwaukee in 1897, but didn’t 
join the Oshkosh jewelry firm operated by 
his father, R. B. Anger, until 1901. 

Also about this same time, Mr. Anger’s 
brothers, Walter and Herman, joined the 
business. Later, when a store was opened 
at Rockford, IIl., in 1916, Walter left to 
manage this establishment. 

The Oshkosh store was moved in 1910 
from 59 Main St. to its present location 
at 69 Main St. In 1947, the quarters were 
refurbished and modernized. 





1. E. Fried Named Supervisor 
Of Helzberg's Nine Stores 


I. E. Fried has been promoted to super- 
visor of the nine stores operated in Mis- 
souril, Kansas, and lowa by Helzherg’s 
Diamond Shops, Inc., according to a recent 
announcement by B. C. Helzberg, presi- 
dent. The post has not been filled for 
several years. 

In addition to his duties as supervisor 
of stores, Mr. Fried has been assigned to 
the buying staff. 

Mr. Fried, who joined the Helzberg or- 
ganization in 1938, has worked in the 
Kansas City, Kan., and Wichita stores. 
He also has managed the Independence, 
Mo., and the Troost Ave. and Country 
Club Plaza operations in Kansas City, Mo. 
He held the latter post prior to his pro- 
motion. 

Yale Eisenberg has been promoted from 
assistant manager of the Plaza store to 
manager. B. I. Gorten, who has been in 
the general office in downtown Kansas 
City, now is assistant manager of the 
Plaza store. 











NAOMI ; 


a 
ADJUSTABLE CLASPe 





Specify number 100. 


Available from | to 6 


strands. 
Price $6.00 per dozen. 


Available through your 


material house only. 


NAOMI 


ISLAND PARK, N. Y. 


WANTED 


SALES AGENCY or 
SALES MANAGERSHIP 


A man who has been associated with one 
of our clients as President for the past 
several years and who has done an out- 
standing job of organizing a company, 
equipping and setting-up a plant, and 
directing a national sales and advertising 
program is now available. Here is an ex- 
cellent opportunity for some company to 
acquire the services of a man who is both 
a good business administrator and who 
has the ability to create and direct a na- 
tional sales and advertising program. 

The man in question is 43, has been suc- 
cessfully engaged in the jewelry industry 
as a retailer, wholesaler and manufac- 
turer. He has wide personal acquaintance 
in the trade and with department stores. 

Replies from substantial principals are 
solicited. ADDRESS: CHARLES B. WEST, 
ELLINGTON & COMPANY, 535 Fifth 
Avenue, New York 17, N. Y. 


Diamonds direct from Antwerp 


Your country buys yearly 35.000.000 dollars 
of diamonds from Antwerp. It is a fair bet 
the diamonds you handle, loose or mounted, are 
amongst them. The point is: do you buy them 
first hand from Antwerp or through costly 
detours. The answer to this question makes 
the difference in your profit. 




















If you are already dealing with Antwerp 
and have a reliable supplier here, you are in 
the know. If not, contact me and save at least 
20%, yes 20% through Antwerp wholesale 
prices. Diamonds direct from Antwerp will 
double your margin of profit. 


For full information write airmail please. 
(Diamond dealers and jewelers only.) 


JOACHIM GOLDENSTEIN 
DIAMONDCLUB-ANTWERP-BELGIUM 
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| Fryryte 


Original Automatic Electric 
Deep Fryer 
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DELUXE 
MODEL F-5 
Capacity Up to 6 Ibs. 
Shortening 

She can see how grand it looks, 
but does she know how grand it 
cooks? She can see its compact- 
ness—it’s the size of her toaster. 
But does she know its speed and 
Capacity—that it cooks a full 
dinner in 7 minutes? 

You’ve got to #e// the facts often 
to sell the item fast. So why not 
tell her and speed up sales with 
aggressive promotion and con- 
sistent advertising of Fryryte? 


INS. 
RIVER GROVE, ILLINOIS 
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AD AND SALES PLANS DISCUSSED AT J.R. WOOD MEETINneé 





W. Waters Schwab, president of J. R. Wood & Sons, is shown here addressing the sales 
staff and executives at the firm's 205th semi-annual sales conference held late in July at 


Excellent sales prospects were forecast 
for diamond and wedding rings this com- 
ing fall by W. Waters Schwab, president 
of J. R. Wood & Sons, at the company’s 
205th semi-annual sales conference held 
at New York’s Waldorf Astoria, July 22-25. 
In his address to the sales staff, Mr. 
| Schwab emphasized the growing consumer 
| trend toward buying brand name products 
| and the opportunity for retail jewelers 
_ to improve sales by tying-in with “pioneer” 
| advertising being done by J. R. Wood & 
| Sons, Inc. to register with the consumer 
| the reliability of brand name diamond 
rings. “Artcarved” diamond and wedding 
ring advertising and merchandising pro- 
grams were outlined before the sales staff 
'and representatives of Batten, Barton, 
| Durstine and Osborn (BBD&QO), adver- 
tising agency for J. R. Wood & Sons. 
The Wood executives who also addressed 
_the group included Louis A. Patrick, ad- 
| vertising manager; Arthur Muller, diamond 
department head; William Comerford, 
wedding ring department manager; Ken- 
neth Caie, department manager; 











credit 





Another Parcel Post Increase 
Being Sought by Post Office 


Permission to make another increase 
in parcel post rates is being sought by 
| the Post Office Department in Washing- 
ton. The move is calculated to put the 
Post Office on a self-sustaining basis. 

No specific increases have been asked, 
| but officials say they will have a cost 
| analysis and rate recommendations ready 
for presentation to the Interstate Com- 
merce Commission before the end of the 
year. 

A 25 per cent boost in parcel post rates 
was put into effect in 1951. It brought 
in $100 million in new revenue, but the 
Post Office says this is not enough. Higher 
costs of doing business, including increased 
wages, still exceed income. 
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the Waldorf-Astoria Hotel, New York. 


J. Nutt, diamond department manager, 
and Jesse Crawford, sales manager. 
New diamond styles presented at the 
meeting included a group of “Artcarved 
Parisian Design” rings which will be in- 
troduced to jewelers with a promotional 
kit. New double-ring additions to the 
wedding ring line featured new styles: in 
wide wedding rings which were reported 
to be steadily increasing in popularity. 
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REPAIRS and PLATING 
in GOLD and SILVER 


34 Years of Continuous 
Service to the Trade 





(Betore) 
( After) 


Highest 
Quality 
Workmanship 








HOLLOW WARE—FLATWARE 
REPAIRED EQUAL. TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercrattsmen—Silversmiths 
17 West 45th St. New York 19, H. ¥. 


Est. since 1918 
AT THE SAME ADDRESS 
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gichter and City Officials 
Share Limelight at Dedication 


Whenever news is in the making, 
Charles E. Richter, enterprising Cincin- 
nati jeweler, is invariably on the scene 
to garner some publicity. 

Recently the Main Street Business Asso- 
ciation, Inc., of which Mr. Richter is presi- 

- dent, sponsored an elaborate ceremony to 
mark the dedication by city officials of 
the newly widened section of Seventh 
Street, between Main Street and Broad- 
way. Main theme of the program was to 
show the great changes and_ progress 
Seventh Street has seen through the years. 
Fyolution of transportaton was exemplified 
by an entourage of city officials and busi- 
ness leaders riding in a_ horsedrawn 
“Tallyho,” a 1914 automobile and other 
1952 models. 

The event was widely covered by Cin- 
cinnati newspapers and newsreel and tele- 
vision cameras. The news stories were 
illustrated with one photograph of Mr. 
Richter riding on the front seat of the 
“Tallyho” and another showing him par- 
ticipating in the tape-cutting ceremony. 
As a result of his participation, Mr. 
Richter, the association which he heads, 
and his jewelry store received much favor- 
able publicity. 


Mfrs. Who Gross Under $25,000 
Freed from Price Controls 


Jewelry manufacturers whose gross an- 
nual sales amount to not more than $25,000 
are exempt from price control, following 
effective institution of two government 
pricing actions on August 20. 

This exemption applies to the manu- 
facturer who recorded gross sales of 
$25,000 or less from all production units 
in the last fiscal year completed prior to 
July 1. There is an identical exemption 
for the new manufacturer who does not 
expect to sell more than $25,000 worth of 
jewelry in his first fiscal year ending after 
July 1. 

Details of the exemption are described 
in Amendment 33, General Ceiling Price 
Regulation, and Amendment 54, Ceiling 
Price Regulation 22. These amendments 
also affect many producers of cutlery, 
wooden-ware, cabinet work, brooms, 
brushes, and hand and garden _ tools. 


Steele Names Sales Mor. of 
Illinois Watch Case Divisions 


Allen B. Gellman. president of Illinois 
Watch Case Co.. Elgin, Ill., announced 
recently the appointment of C. H. “Casey” 
Steele as general sales manager for the 
Certina Watch and Elgin American com- 
pact divisions. 

A native of Amsterdam, Netherlands, 
Mr. Steele entered the jewelry business 
in 1919 and was associated with leading 
Jewelers in Grand Rapids, Mich. He was 
formerly midwestern sales manager for 


Gruen Watch Co. 
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Sales-Service Franchise Plaques 
Distributed to Gruen Dealers 


As part of its program to protect its 
dealers from unfair practices of unauthor- 
ized outlets, the Gruen Watch Co. has 
distributed the sales-service franchise 
plaque shown below. This personalized 
certificate identifies the store as an author- 
ized Gruen dealer and assures customers 
they will receive a Gruen factory-registered 
guarantee when they purchase a Gruen 
watch from that jeweler. The certificates 
will remain the property of the Gruen 
Watch Co. and will be withdrawn on 
evidence of deviation from good business 
practices. 
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All Gruen national magazine and tele- 
vision advertising is being utilized to fea- 
ture this important sales-service franchise, 
and to impress upon millions of consumers 
the vital importance of doing business with 
a reliable, authorized jeweler. 














NEW 
SAUNDERS 
SUPPLY CATALOG 


Latest listings of casting, melting 
and polishing supplies . . . fully 
illustrated . . . 8 pages. 


Use it with Saunders 
Catalog #52 of 


FINE JEWELRY 
CASTING and 
FINISHING EQUIPMENT 


a complete, 40 page catalog of 
newest equipment for casting and 
finishing fine jewelry. Be sure to get 
a copy if you don't have one. 


Write today to: 


ALEXANDER 
SAUNDERS & CO. 


95 Bedford St., New York 14, N. Y. 











Fr oe peer ee ee ee ee ~~ - — - ereges- - r Oe ee 





# 7769 


ATO 1,000-Day 
Junghans Clock. 
Jeweled movement. 
Raised numerals. 
Unbreakable glass. 
Size 8%"x6%4"x4l4.” 
Keystone $108. 


SOLE U. S. A. 
AGENTS FOR 
ALL JUNGHANS 
PRODUCTS 


SEND FOR NEW 
COLOR CATALOG 
& PRICE LIST 


Visit Our New Airconditioned Showroom 


At Our New Address 


HENRY COEHLER CO., INC. 


101 FIFTH AVENUE, NEW YORK 3, N. Y. 
1524 MERCHANDISE MART, CHICAGO, ILL. 

















The GIFT to Sell... 


FOR HOME... 
. . . FOR OFFICE 








AUTOMATICALLY CALCULATES 
‘*time ata glance’’ 


Handsome Natural Wood 
Distinctive . . . Dignified 
Belvedere Model shown available 
in Burl Walnut, Stump Mahogany, 

Swedish Modern: 

Height 44%”. Width 712”. Depth 
34%". 

Consult your distributor or write 
for catalog and attractive dis- 
counts on complete line of 
Numechron Clocks. 


Personalized imprinting available 


PENNWOOD NUMECHRON CO. 














7249-51 Frankstown Ave., Pittsburgh 
rN 














GENUINE 
Bohemian Garnet Jewelry 
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Old World Craftsmanship— 
Reasonably Priced. 


Wide selection of Rings 
all 10K gold. 


Earrings, brooches, crosses, neck- 
laces, and bracelets (both flexible 
and rigid) 


Memo Inquiries Invited 


ERNEST BURG 


29 East Madison Street, Chicago 2, Illinois 
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Obituaries 











JoHN B. Ester, 97, founder of the 
Eibler Jewelry Store of Anu Arbor, Mich., 
died July 16th at his home in that city. 
Mr. Eibler, a native of Hosskirch, Ger- 
many, had been associated with the jewelry 
industry for 52 years up until his retire- 
ment in 1935. He learned the watchmak- 
ing and repairing business in Germany 
and Switzerland before coming to this 
country. Before founding his own _ busi- 
ness, he had been associated for 21 years 
with the Arnold Jewelry Co. of Ann Arbor. 
Surviving are his three sons, seven grand- 
children and three great-grandchildren. 


Juttan A. Hesse, 58, for 40 years a 
salesman for the Wallenstein-Mayer Co.. 
Cincinnati wholesalers, died unexpectedly 
in his home in that city on August 3. 
Mr. Hesse was widely known among re- 
tailers of the South and Midwest, on whom 
he had called for many years. He was 
a past president of the Town Criers. Cin- 
cinnati’s organization of salesmen for the 
manufacturers and wholesalers of that 
city. A bachelor, Mr. Hesse was the last 
member of his immediate family, a brother 
and a sister having died within the last 
year and a half. 


Rosert G. HOeEFLeEIN, 78, who had been 
associated with the former Notterman 
Jewelry Co., Cincinnati manufacturers, for 
42 years prior to his retirement 15 years 
ago, died July 27. Survivors include his 
widow, two sons, two daughters, five grand 
children and four great-grandchildren. 


Harry B. Kaun, 67, who operated a 
jewelry store at 372 E. 138th St., Bronx, 
N. Y., died August 18th in the Park East 
Hospital, New York. He was president 
of the Bronx Retail Jewelers Association. 
a charter member of the Franklin Lodge 
of B’nai B’rith and a former president of 
the Kurlander Young Men’s Mutual Aid 
Society. He is survived by his widow 
two daughters, a son, four sisters and two 
grandchildren. 


Francis J. KILian, sales representative 
of Copeland & Thompson, Inc., New York, 
importers of Spode dinnerware, died re- 
cently while in England visiting the fac- 
tory. Mr. Kilian was well known in the 


trade, having been associated with Cope- 
_fand & Thompson for more than 25 years. 


He travelled the southeastern territory for 
many years and later covered all of the 
major cities of the northeast. Survivors 


'include his widow, two daughters, his 
mother, father, five brothers and _ two 
| sisters. 





Georce E. Konn, 74, former vice presi- 


| dent and secretary of Henry Kohn & Sons, 
_Inec., jewelers of Hartford, Conn., 


died 
August 3rd at Hartford Hospital. Born 
in Rockville, Conn., Mr. Kohn was a 
sraduate of Hartford High School. In 
1894 he entered the family’s jewelry busi- 


| ness, which had been started by his father. 

















| 


He had been retired for several years at 
the time of his death. In addition to his 
widow, he is survived by a daughter, ty, 
sons, nine grandchildren and two brother. 


FREDERICK SCHMID, 79, who for the lag 
32 years conducted a watch repairing bys. 
ness at his home, 265 S. 11th St., Phij.. 
delphia, Pa., died early in August, 4 
Mason, Mr. Schmid is survived by his 
widow, a daughter and a son. 


MILTON SCHWARTZMAN, 50, a partner jp 
the Abe Schwartzman Co., jewelers of § 
Louis, Mo., died July 17th. Mr. Schwartz. 
man had been associated with his father, 
the late Abe Schwartzman, and his brother, 
Leon, in operating jewelry repair depart. 
ments in department stores for almost 3 
years. He was a past president of the 
St. Louis Jewelry Manufacturers Associa. 
tion and until his recent illness was active 
in jewelry manufacturing affairs in $¢, 
Louis. Surviving are his widow and one 
daughter. 


BENJAMIN OTIS SIMPSON, 70, jeweler 
and optometrist of Auburn, N. Y., died 
suddenly June 25th of a cerebral hemor. 
rhage. A native of Auburn, Mr. Simpson 
attended local schools and was a graduate 
of the Philadelphia Optical College. He 
bought out the jewelry business of Theo- 
dore Fisher in 1906, which then was 
located at 121 Genesee St., Auburn. The 
business was moved to its present location 
at 1 North St. in 1935. Mr. Simpson is 
survived by his widow, Florence R. Simp- 
son, and a brother. Mrs. Simpson, who 
has been associated with her husband in 
business for 46 years, will continue active 
management of the firm. 


DIKRAN VARTANIAN, 67, president of the 
Asiatic Art Jewelry Co., 225 Fifth Ave, 
New York, died July 14th at Monmouth 
Memorial Hospital, Long Branch, N. J. 
Mr. Vartanian had been associated with 
the firm for the past 45 years. Born in 
Turkish Armenia, he had been a resident 
of the United States for 48 years and was 
a naturalized citizen. He is survived by 
nine children and 12 grandchildren. His 
sons, Arthur and Van, will carry on the 
business. 


James C. WasHINKA, 68, prominet! 
jeweler of Stillwater, Okla., died during 
July at his home in that city. Bom m 
Flatonia, Texxas, Mr. Washinka had been 
connected with the jewelry business ot 
over 50 years. He started his career % 
a jeweler in Nacogdoches, Texas, when he 
was 18 years old. He owned or managed 
stores in Tyler, Greenville and Abilene, 
Texas, and moved to Stillwater in 1932. 
His son, Jack, has been associated with 
his father in the firm of Washinka & Son 
since 1939. In addition to his son he ® 
survived by his widow, a daughter and 
four grandchildren. 
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John L. Keenan, 64, Dies; 
Hamilton Divisional Sales Mor. 


k) Keenan, central division 
ales manager of the Hamilton Watch Co., 
died August sth in the Lancaster, Pa., 
General Hospital. He was 64. | 

Death followed a long series of illnesses 
that led to the amputation of Mr. Keenan s 
lower left leg in the Presbyterian Hospital, 
* Chicago, on April 29, 1952. Apparently 
recovered, Mr. Keenan left Chicago to 
attend Hamilton’s annual sales meeting Jn 
Lancaster on July 16th. Three days later 
he became ill again and was admitted to 
the Lancaster General Hospital where he 
died on August 8th. 

Mr. Keenan began his business career 
as a salesman with the E. Howard Watch 
Co. in 1910. This firm was purchased by 
the Keystone Watch Case Co. in 1912, 
and Mr. Keenan continued on the sales 
force of the new owners. In 1925 he 
joined the Illinois Watch Co. as a sales- 
man and eventually earned the position 
of assistant sales manager. In 1927 the 
Hamilton Watch Co. purchased the Illinois 


John L. ( Jac 


firm. On April 26, 1933, Mr. Keenan was 
named Chicago district sales manager of 
the Hamilton Watch Co., a position he 
had held for 19 years. 

Mr. Keenan was a member of the Golden 
Rooster of Chicago, the Jewelers Club of 


JOHN L. 
KEENAN 


Chicago; the Maiden Lane Outing Club 
of New York; the Sangamo Club of 
Springfield, Ill.; Rotary Club of New 
York; the Knights of Columbus, and the 
Benevolent and Protective Order of Elks. 

Surviving are his widow, a son and two 
erandchildren. 








Death Takes Harris Levin, 86; 
Invented Protection Ring Guard 


Harris Levin, who was perhaps better 
known personally to the last generation 
of jewelers, died July 23rd. He was 86 
years of age. 

A native of Minsk, Russia, he migrated 
to this country at about the age of 21. 
His first position was with Folcott Co., 
manufacturing rings, where he remained 
for about a year and a half. He perfected 
himself in diamond setting and later be- 
came associated with L. Adler and Son 
where he remained for about five years. 
After he left the employ of L. Adler and 
Son, he became connected with Leon P. 
Jeanne and Co., diamond jewelry manu- 
facturers. 

During this time he invented a method 
of producing diamond clusters by dye 
work, and patented the process. He then 
went into manufacturing diamond clusters, 
doing a business which stretched to many 
parts of the country. His plant was at 
79 Nassau St. from about 1903 to 1911. 

In the spring of 1911 he left his manu- 
facturing business in charge of his son, 
Louis, now a diamond setter of 21 Maiden 
Lane, and took another son to Alaska 
where he opened a store in Fairbanks. 
His reputation for skill in handicraft 
spread as far as Nome. His stay in 
Alaska was short, however, as he was 
needed back in his plant at 79 Nassau 
St.. New York. 

About 1914 he invented a scarf pin 
Protector which he called the Lion Pin 
Clutch, and later the Protection Ring 
Guard. Both were immediately success- 
ful and resulted in the formation of the 
Lion Safety Pin Clutch Co. This firm has 
been and is stil] making finger ring guards 
at 20 West 22nd St., New York, of which 
Harris Levin had complete control until 


his death. 
The business wil] be continued by his 
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son, Jack, who has been the active man- 
ager for many years. 

Survivors include four sons and _ two 
daughters. 





Hall Co. Moves to 
New Quarters 

Reflecting increased 
market, the Hall Co. has moved to larger 
quarters at 937-39 South Grand Ave., Los 
Angeles, according to an announcement by 
Harold A. Haytin, general manager. 

A prime factor in the move was the 
maintenance of consumer buying, with re- 


tail jewelers’ business 10 per cent to 20 | 
per cent above the 1951 level, Haytin an- | 


nounced in a message to the press. He 
predicted a sharp upward trend in both 
wholesale and retail markets which “should 
carry far past the Christmas business 
peak.” 

The new operation, housed in a one-story 
building, includes showrooms, accounting 
and order departments, and warehouse, 
shipping and receiving facilities. 





Amended Platinum Order Allows 
Return of Reclaimed Metal 


Precious metal refiners are now per- 
mitted to return reclaimed platinum to 
the industry in pure or alloyed form, 
without any limitations, under provisions 
of an amendment to platinum order M-54. 
The order was amended August 14th by 
the National Production Authority. 

The Precious Metals Jewelry Manufac- 
turers Committee, in an announcement 
made through the Jewelers Vigilance Com- 
mittee, points out that the prohibitions 
and regulations contained in the original 
order as to record keeping, etc., are still 
in effect. The original order permits the 
use of inventories and the remounting of 
platinum jewelry whether owned by private 
individuals or in the trade. 


activity in the | 
Southern California jewelry and appliance | 
































AUTHENTIC 


EMBLEMS 
created by 


QRWN 


AND COMPANY INCORPORATED 
546 So. Meridian St. * Indianapolis 25, Ind. 
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A very popular and attractive ring mounting 
for setting your diamond to best advantage. 
Available in both 10K and 14K yellow gold; 
side eagles in white gold. Can be had with 
a prong top or closed bezel as shown. 

Emblems enameled in authentic colors — 
other combinations on special order. 








No. 1669 — 32nd Degree Ring Mounting. 
Memo and electros furnished on request. 








Quality 


RHINESTONE 
JEWELRY 


Direct to You from 
the Manufacturer at 


most favorable prices 
Free Illustrated Catalog 


Made by 


ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 38,N.Y. 











570 7th Ave. 








Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 
New York City, N. Y. 
LOngacre 3-1176 
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Style #1717 
Missing Out? 


You have watched your selection of 
Alice earring styles move off your 
counters as fast as you can replenish 


stock. If these selections sell so fast 
then the complete line will do the 
same. Are you ‘‘missing out’’ on in- 


creased volume? 


Thru the wholesaler $190 
JEWELRY CO. 


8 Slocum St., Prov.,.R. |. | 















Ask your wholesaler for 
Fisher’s new sport 
charm catalog, — 
charms, medals, and 
sporting jewelry. 


J.M. FISHER CO., Attleboro, Mass. 














FINE STERLING 
HOLLOWWARE 
ond 
AUTHENTIC ANTIQUE 
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BOSTON, MASS. 
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Sold onty direet to Reta 
WELLS MFG. CO.. ATTLEBORO, MASS. | | 








NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 











q Members of the New England Guild of 
the American Gem Society are scheduled 
to gather at the Boston Museum of Science 
on Wednesday, September 10, for their an- 
nual meeting, election of officers, and open- 
ing session of the 1952-53 season. Francis 
Carson, of the diamond department, A. 
Stowell & Co., will preside as president; 
with William Shreve, of Shreve, Crump & 
Low Co., as vice-president; Mrs. Ella J. 
Bird, of Smith-Patterson Co., treasurer; and 
Miss Elizabeth Brown, of A. R. West Co., 
Wellesley branch, as secretary. Plans for 
the coming season will be discussed. 


¢ The Boston Jewelers Bowling League 
was scheduled to open its 1952-53 season 
on Tuesday, September 9, at the Bowla- 
drome, Boylston St., Boston, with 10 teams 
rolling this year. The firm of I. Alberts’ 
Sons, 8th floor, Jewelers Building, has 
added its team to the league after an 
absence of several years. 

q Rogers Jewelry Store, 385 Washington 
St., Boston, took over the Washington Jew- 
elry Co., 365 Washington St., which closed 
out the middle of July, and welcomed ac- 
counts from the older store as it conduct- 
ed a well-advertised sale of all that firm’s 
costume jewelry at half-off. 

q Miss Mimi Droeghmans, formerly asso- 
ciated with Jane Barber, 712 Washington 
Building, has returned there following an 
extended visit to her home in Nice, France. 


q Don Rae, jeweler formerly located at 
360 Boylston St., Back Bay, Boston, moved 
to new and larger quarters, with modern 
front, lighting, and entire interior at 258 
Boylston St., nearer to the downtown area, 
and held a formal opening of the new 
place on August 4, with gifts to every cus- 
tomer. 

q As this issue went to press, extensive 
plans were under discussion by the Jewel- 
ers Association of Greater Boston for hold- 
ing a fall banquet to launch the 1952-53 
season of this new organization. 


q Jerry and Bruce Allman, sons of George 
Allman, of the Quincy Jewelry & Loan 
Co., Quincy, Mass., a pitcher and catcher 
duo of the South Shore Baseball League, 
have both received offers from big league 
teams to train, but George has persuaded 
the boys to turn these down until they 
can complete their college education. 


q Edward Heffron, salesman for Travis. 
Farber Co., 909 Jewelers Building, who 
also is an accomplished cartoonist, recently 
had a number of his cartoons accepted 
_ by the humorous quarter, Good Humor. 
Mrs. Rose Marshall, head bookkeeper with 
the same firm, while vacationing this sum- 
mer at Alton Bay, Lake Winnipesaukee. 
N. H., assisted in the rescue from drown- 
ing of a young lady who had fallen from 
a canoe. 

q Robert A. Stranger, second son of Her- 
bert W. Stranger, of the firm of the same 
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name, 305 Washington Building, has heey 
working during his summer school vaca. 
tion at Oliver’s Jewelry Store, 
town, Cape Cod, Mass. 

q Miss Beatrice Setlin, bookkeeper with, 
the Louis A. Jacobson firm, 607 Jeweler 
Building, is back from a northern Ney 
England and Canadian vacation and fish. 
ing trip. 

q Walter J. Johnston, jeweler of Great 
Barrington, Mass., has sold his store there 
to Morton Jewelers, of Pittsfield, Masg, 
who will operate both stores. Mr. Jobp. 
ston, who also operates a jewelry store jn 
Winsted, Conn., in turn purchased the 
Wood & Strand jewelry store in North 
hampton, Mass., and will move there from 
Great Barrington this month. 


q Leroy Landry, of Landry 
Woonsocket, R. I., moved from 
quarters, 255 Main St., to new and larger 
quarters at 249 Main St., and held a 
formal opening of the modern store on 
July 31. 

q Louis Mushkin, formerly associated with 
Rogers Jewelry Stores, Boston, has gone 
into business on his own, and is located 
in Room 616, Washington Building. 


q Kimball Jewelers, Inc., formerly at 22 
Tremont St., Boston, moved across the 
street to new and larger quarters at 39 
Tremont the middle of August. 

q Elliott Lansky, of the Chester W. Cook 
& Co. jewelry store, Lynn, Mass., has 
recovered from a recent serious operation 
and has been convalescing at his home. 
q Miss Bella Perry, assistant bookkeeper 


Province. 


Jewelers, 


his old 


with the firm of Louis F. Guiness, Inc. 
711 Jewelers Building. left that company 


to work for the government, and her place 
was taken by Carol Howland. formerly 
with the firm. 


q Jason Goldstein, of Melnick Brothers, 


——$—$———— 

















END TARNISHING OF 
HOLLOWWARE STOCKS 


NOW—keep silver hollowware tarnish 
and scratch free indefinitely at negligi- 
ble cost. Hollowware stored in poly- 
ethylene ‘'Silva-Bags’’ absolutely can- 
not tarnish or scratch. Just put any 
silver piece in a ‘‘Silva-Bag’’ and you 
can store it anywhere for any length of 


time. Three sizes: 
6x3xl5 — §$ .60 dz. 
8x4xl5 — .72 dz. 
10x8x24 — 1.56 dz. 


Remit with order—we will ship prepaid. 
MONEY BACK GUARANTEE 


SHERWOOD PRODUCTS 


207 ATLANTIC ST. STAMFORD, CONN. 
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For Your Requirements in 
Seth Thomas, Telechron, 


Westclox, Sessions, Sentinel 
write 


A. Silver Co. 


NEW HAVEN 11, CONN. 
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rs at 9 Bromfield St., Boston, left 


jewele 
n August 4 to enter the U. S. Army. 


there 0 
4 Serg. A/C1, Henry J. Greene, son of 
Frank Greene, of the firm of the same 
name, 610 Jewelers Building, sent his dad 
, copy of the Sampson Air Base News, 
recently, in which it was stated that his 
group, the 60th, had won the training 
competition at the base with its 73 mem- 
“bers training for eight weeks with no 
sickness and no AWOL, a record in the 
history of the camp. 

(The firm of Lawrence H. Pearlstein, 
Inc, 502 Jewelers Building, was closed 
for annual vacations from July 25 to 
August 4. Miss Dorothy Mahoney, book- 
keeper, attended the graduation of her 
brother at the University of Miami, Fla. 
4 Jack Sawyer, jeweler of Laconia, N. H., 
and a member of the executive committee 
of the New Hampshire Retail Jewelers 
Association, opened a summer branch store 
at The Weirs, Lake Winnipesaukee, N. H. 
4 Mr. and Mrs. Majoric A. Noury, jewelers 
of Manchester, N. H., vacationed this sum- 
mer at Webster Lake, N. H. 

4 Oscar Zaff of the firm of Smith & Zaff, 
309 Jewelers Building, has joined the 
F. F. F—(Fin, Fur & Feather—Sports- 
men’s Club at Lake Cochituate, Mass. 
4A devastating fire resulted in practically 
complete loss to the Kaveckas Jewelry 
Store, Northboro, Mass., this summer, when 
the building was burned to the ground. 
Only a few lumps of molten metal were 
salvaged. 

4 Harold Malbon, jeweler of Stoughton, 
Mass., is convalescing at his home follow- 
ing a serious eye operation at a local 
hospital, 

4 Ernest E. Caruso, jeweler of South 
Braintree, Mass., who recently redecorated 
his store, has been suffering from an eye 
infection. 

( David C. Percival, III, son and grandson 











“The Card Specialists” 


Harris 


EARRING CARDS 


For Manufacturers 
and Wholesalers 


© Fancy and ‘*Plastic’’ 
coated finishes 


© All styles and designs 
© For all purposes 
@ Any quantity 





MADE TO YOUR SPECIFICATIONS 
Send for literature and samples 


SAMUEL P. HARRIS, INC. 


55 Pawtucket Ave. East Providence, R. 1. 
EA 1-1526 
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of the D. C. Percivals of the firm of that 
neme, second floor of the Jewelers Build- 
ing, is following the lead set by his dad 
and uncles, long-time skippers in Marble- 
head, Mass., yacht races. 


As a member | 


of the new junior North Shore champion- | 
ship crew, he participated in the annual | 
race week at Marblehead, first week in | 


August. 
q The firm of Hopfgarten Brothers, dia- 


mond setters, 707 Washington Bldg., closed | 
down for annual vacation during the last | 


two weeks of July, opening again on 


August 4, 


4 Harold W. Battis, jeweler of 701 Wash- | 
ington Building, who has undergone serious | 
operations, has been convalescing at his | 
home in Winthrop, Mass., and was ex- | 


pected back in September. 
q David Goldstein, of Goldland Jewelry 


Co., 616 Washington Building, recently | 


successfully completed the 


courses in | 


theory of gemology by the Gemological | 
Institute of America and received his | 


diploma. 
q Registration of customers’ silver patterns 


is invited and cards for the purpose are | 
displayed on counters by the Alfred F. | 


DeScenza & Son Co., 609 Washington 
Building. Joseph Sullivan, of the com- 
pany’s electrical division, will be married 
on October 25; and Jack MacDonald, of 
the stockroom, is to be married on No- 
vember 8. 
q Bernard E. Jackson, of the E. H. Saxton 
Co., 6th floor, Washington Building, was 


the recipient on July 15, of a solid-gold | 


pocket watch, suitably inscribed, on the 
occasion of his 50th anniversary with that 
firm. “Bernie” started as a mere lad with 
the firm when it was located at 406 Wash- 
ington St., and since 1912 has been with 
the sales division. 


q Among jewelers who participated in the 
Winthrop, Mass., Centennial Parade, and 
seen by 75,000 in that town on August 2, 
were: George Salisbury, 604 Jewelers 
Building; Sidney Bloomfield, 601 Jewelers 
Bldg.; Edmund Brown, of Barry & Epstein, 
400 Washington Bldg.; Frank Greene, 610 
Jewelers Bldg., and Carmen DiVito of 
Boston Jewelry Mfg. Co.. 1001 Jewelers 
Bldg. 

q Miss Florence Gold, secretary with 
Joseph Gann, Inc., 406 Washington Build- 


ing, was married on August 19 to Stanley 














——— - 


Rosenberg, whose father, Samuel, is asso- | 


ciated with I. Alberts Sons, 
Jewelers Bldg. Mrs. Rosenberg returned 
to the Gann firm following their honey- 
moon in New York State. Miss Doris 
Myers is a new bookkeeper with the same 
company. 

q Fred Conroy is now associated with the 
firm of Harry Parritz & Brother, 316 Wash- 
ington Bldg., as assistant manager. 

q Harold Ginsberg, of Boston Jewelry & 
Loan Co., Fall River, Mass., accompanied 
by his father-in-law, Louis Friedberg, of 
the same firm, have recently returned 
from New York City, where they estab- 
lished a watch importing office. This re- 
sulted from connections which Mr. Fried- 
berg made while on a recent trip to Europe. 


Sth floor. | 





NO OTHER 
APPLIANCE - 
NOT ONE - 
DOES SO MUCH 
TO LIGHTEN 


COOKING CHORES 


F Poets a .¥. F 3 a 3 
Original Automatic 
Electric Deep 


<q 
a 


MODEL F.4 
Capacity 
4 Ibs. Shortening 


It cooks anything—/faster! It 
cooks everything—better! And 
anybody can get perfect results 
with it every time—because it’s 
automatic! 





Women who have bought a 
Fryryte know all this. Women 
who haven’t bought should hear 
all this. Tell ’em—in steady, con- 
sistent advertising—and collect 
your profit. 


“Tulane INC. 






RIVER GROVE, ILL. 


a . 
> 
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WATCHMAKERS © JEWELERS 
ENGRAVERS + INSTRUMENT MAKERS 


We Recommend: 

LATEST IMPORTS 

BB MUSICAL CUCKOO CLOCK, 13", 
every half and full hour, blond finish, 
3 birds. 

BB ANNIVERSARY 400 DAY CLOCK 
(exclusive with us), 4 jewels, with 
“HOROLOVAR" Temperature Com- 
pensating Suspension Spring eliminat- 
ing all previous faults. 

BALL TYPES CLOCK MOVEMENTS. 

Request full FREE information on items of interest 


REMEMBER OUR WELL KNOWN WATCH- 
CLOCK-JEWELRY REPAIR DEPT. 
FOR THE TRADE! 

Also: Hairspring Vibration—Special Wheel Cut- 
ting—Watch Clock ial Refinishing — Jewel 
Fitting — Crystal Fitting — Special Staff Cut- 
ting. Request Trade Price List and FREE 
Shipping Labels! | 
ALL TOOLS, MATERIALS, CASES, BOOKS, 
____ MOVEMENTS, ATTACHMENTS, ETC. 


JUST OUT: Latest enlarged new catalog on 



















all Dress and Service Watches, Clocks, 
Cuckoo Clocks, 400 Day Clocks, Watch 
Bracelets. 





QUICK MAIL ORDER SERVICE 


Member of Jewelers’ Board of Trade 


MODERN TECHNICAL SUPPLY CO. 


Wholesaler & Importer 
Dept. 9-JCK, 55 West 42nd Street, New York 36, N. Y. 
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| WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 








TILMORE WATCHES 





CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


+ Wholesale Jewe lers 


134 So. 8th St. Phila. 7, Pa, 
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ACON 


THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 
Sold Through Jobbers & Mfrs. 











50 ELDRIDGE STREET NEW YORK 2, N. Y 














LEARN WATCHMAKING 
» & oe — 
ay or Evenin 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 


Write Dept. ''K"' IIl'd Catalog 


-. 

















— rene Baldwin 9-1376 Est. 1894 
Sent “oo Mar ae Arthur T. Johnson, Principal 








@ Thousands of Jewel- 
ers use our Vibrating 
Service because of its 
Economy, Speed and De- 
pendability. 


Mail Direct 
Some Day Service 
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q M. Sickles & Sons, Inc., of 904 Chestnut 
St., one of the nation’s oldest jewelry 
wholesaling firms, are liquidating their 
stock but not the 96-year-old corporation 
which has been operated by three genera- 
tions of Sickles. The corporation will con- 
tinue from another address, soon to be 
made known, with more concentrated spe- 
cialization. The company has been at its 
present address for over 25 years. 

q Mrs. Helen MacLeod, who operates the 
store bearing her name at 206 S. 17th St., 
will soon return from a trip +o Rome, 
N. Y., where she journeyed on a combined 
business and vacation trip. She was away 
from her store during the entire month 
of August. 

q The second generation of Kahn’s doesn’t 
seem much interested in the jewelry busi- 
ness. Louis A. Kahn reports that daughter, 
Lisa, has arrived at the ripe old age of 
four months without breaking a watch or 
even cracking a crystal. The Kahn store is 
centrally located at 213 S. 15th St. 

q Working profitably on the theory that 
people don’t think of trouble until it hits 
them, Leonard’s Jewelry and Watch Shop 
at 5813 Market St., instituted a campaign 
this summer to get customers to bring 
watches in for a check-up before they need 
repairs. Direct mail advertising through- 
out the summer warned former customers 
to have their watches inspected before 
leaving on vacations. The plan worked so 
well on this, the store’s tenth summer, that 
it will be repeated next year. 

q Horwitz Brothers of 2822 W. Lehigh 
Ave., have added a new watch line to their 
present diversified stock. 

q J. P. Hammill is finding profits in a 
wealth of grateful customers for whom he 
did the “headache jobs” nobody else 
wanted. In the years he has been located 
at 11 S. 53rd St., he has restored old 
pictures, repaired jewelry, all types of art 
and gift objects, and timepieces diagnosed 
as hopeless by other merchants. 

q The Walter S. Hansen store at 39 S. 19th 
St. is being reopened September Ist follow- 
ing a one-week closing for summer vaca- 
tions, 

q Herbert Rosenblatt of 4519 York Road 
is formulating plans for an ambitious direct 
mail advertising campaign in September. 
q Ringold’s Credit Jewelers of 4316 Ger- 
mantown Ave., report that the nautical 
window they recently installed has aroused 
much favorable comment in the past month 
and has proved its worth as an effective 
silent salesman. Watches are being sold 


directly from the window to strangers 
attracted while passing. 
q By the time you read this Campus 


Jewelers will be about ready to move into 
their new store at 3717 Spruce St., just 
five doors from the older store. This con- 
cern has been located at 3707 Spruce St. 
for four years. Now it’s graduating to 
more modern and spacious quarters with 
a picture window to show the higher-priced 
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merchandise which will also be accentuate; 
in campus publication ads this Season, 
Coincidentally, John Samuelian, the Owner 
with a right to be proud, became a grad. 
uate gemologist last year. 

q Beitcher’s Jewelry, formerly of 211] 5 
7th St., now occupies 2109-11-13 S, 7), 
With these greatly expanded facilities, the 
Beitchers are now shopping for luxurioys 
new furniture. They have added radios ty 
their already well-rounded stock and may 
soon add other types of merchandise, 

q Enright’s, Inc., 3074 Kensington Aye, 
were, at this writing, planning another 
clever promotional feature. Details of the 
promotion were not available at press time 
because company executives were away on 
vacation. 

q John Gagliardini of 1161 S. 12th St, is 
one of the several progressive jewelers who 
this season have joined the Retail Jewelers 
Association of Philadelphia and Eastem 
Pennsylvania. 

q Those velvet-finned, sequin-scaled fish 
swimming in mid-air in Barr’s windows 
are attracting a healthy percentage ol 
passers-by to the summer specials in the 
windows of these seven well-known stores 
q Wolf’s Jewelers of 15 S. 13th St., have 
just completed a well-advertised “pre-in 
ventory clearance sale.” 

4 His many friends in the trade believe 
a verbal toast is in order to Al Gurwood, 
jeweler at 817 E. Allegheny Ave. They 
have commented on his courageous smile 
and aggressive merchandising despite a 
series of misfortunes including a robbery. 
serious illness over a long period and 
death in the family. He is back at work 
in his store following some recent surgery 
which kept him hospitalized for a week. 
q Roubert’s of Chester, Pa., are attracting 
customers with a “feature of the week’ 
promotion. Each week one stone is fea- 
tured in a certain, centrally located spot 
in the same window. A framed announce- 
ment behind the mounted stones tells the 
story. One week titania was featured, 
another rhinestones were shown, then the 
birthstone of: the month took the place of 
honor. Customers who stand nearby wait 
ing for busses are fast acquiring the habit 
of looking for the story of the stone ™ 
display. 

Carl A. Doubert of Chester, Pa., has et 
larged the store’s china, silver and glass 
ware department. The center aisle of this 
wide store is now divided in half with @ 
row of tables set with place settings 4 
some with hollowware and related mer 
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NINETEEN JEWELERS COMPLETE TRAINING PROGRAM 


Students who recently completed the seventh "Jewelry-Store Management and Merchan- 
dising’ program posed for this photograph following their graduation. The training 


program is conducted jointly by New York 
Bulova School 


Nineteen students who took the Joseph 
Bulova School of Watchmaking and the 
New York University School of Retailing 
course in “Jewelry-Store Management and 
Merchandising” were graduated July 25th 
at the Bulova School of Watchmaking, 
Woodside, Long Island. 

The training program of 12 day’s dura- 
tion was intensely comprehensive in de- 
sign, familiarizing the jewelry store repre- 
sentative attending with the essentials of 
conducting a successful modern jewelry 
store. The course included detaiJed study 
of buying and merchandising, advertising 
and sales promotion, selling and merchan- 
dising information, operating systems and 
ractices, credit management and _ person- 


University Schoo! of Retailing and the Joseph 


of Watchmaking. 








nel, and establishing store policies and 
customer relations for the jewelry store. 

During the January, 1952, session of the 
training program, a special essay contest 
was offered to the attending students. A 
large majority of the group participated in 
the second 2500 word contest, entitled, “The 
Meaning and Significance of the Term, 
‘Luxury.’” A board of judges consisting 
of Dr. Beardsley Ruml, chairman, Dean 
Edwards, School of Retailing, N.Y.U., and 
Victor Paul, of Wiss Sons, Newark, N. J.. 
reviewed essays and awarded first prize 
to Victor Tanquary of Tanquary Jewelers, 
Mt. Carmel, I[ll., as winner of the $500 
first prize provided by the Joseph Bulova 
School of Watchmaking. 





devoted to tableware with larger than 
usual steps dressed as tiny tables showing 
complete place settings. 

q Several jewelers including Roubert’s and 
Doubet’s are participating in the Chester 
Business Men’s Association’s contest for a 
$1000 bond and 20 bicycles. Tickets for 
the drawing are available on request, 
without making a purchase, in participat- 
ing stores on “Chester Days,” one Thurs- 
day, Friday and Saturday of each month. 
A similar contest was quite successful af- 
ter Easter this year. 

¢ Coronet Jewelers, 7643 City Line Ave.. 
are building the trophy business in several 
ways. Daily talk of golf scores and other 
activities introduce the subject informally 
and keeps those who are active where 
trophies are used thinking of Coronet in 




















JEWELERS PRINTED SUPPLY HOUSE 
Jobbing Envelopes, Repair Checks—String Tags 
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Papers—Stock Books, Memo—Order and Sales 


Books 
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this respect. Trophies are also given 
away to groups and organizations. Bowl- 


ing ball charms for bracelets and similar 
gifts have been topped with one large gift 
of a silver bowl—the Coronet trophy. 

qC. R. Smith & Sons, 18th and Market 
Sts., are building prestige and sales with 
a striking series of ads featuring facts 
about the business. One says, in part... 
“Jewelers 116 years. . . . We cleaned and 
repaired 2757 watches in 1951. ” 


More Than 98,000 Applications 
Await Action at Patent Office 


Backlog of patent applications awaiting 
action at the U. S. Patent Office finally 
has fallen below the 100,000 mark for the 
first time since 1946. 

Patent Commissioner John A. Marzall 
said “added efficiency of operation” 
brought the total down to 98,138 applica- 
tions, at a recent count. In the last fiscal 
year his office granted 46,531 patents, hav- 
ing received 64,992 applications. During 
fiscal 1951 the office received more than 
68,000. 

New trademark registrations granted 
during fiscal 1952 totaled 16,400. This was 
the second highest number in Patent 
Office history. 

Earnings in patent, trademark, and ser- 
vice and publications fees were $5,377,- 
667.12. The office sold more than four 
million ‘printed copies of trademarks and 
patents. 











| From the simplest gold 
== solitaire mounting, to the 
== most intricate platinum 
== diamond necklace, the 
master craftsmen of... 
Byard F. Brogan 
know but one quality... 
the finest! 


The new line of Original 

= Byard F. Brogan 

diamond engagement 

== mountings is now available 
for your inspection. 





“Beautifully executed in 
= precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 
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WHOLESALER... 


more than any other 
source, provides YOU 
with quality merchandise, 
dependable service and 
needed assistance when 
it's required. 


YOUR WHOLESALER IS ALWAYS 
CLOSER TO YOU 








qL. W. 




















MAIL THIS 
AND PROFIT! 








MAX KOHNER 
Wholesale Jewelers 
BALTIMORE 1, MARYLAND 


Yes, | want a bigger Fall and Holiday 
Season. Send your Salesman with your big, 
beautiful line. 


Name 
Address 

















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY « 
5 HOPKINS PLACE, BALTIMORE, MD. 
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Serving the Natica by mail. 
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7Ve N. Atiantic Ave., Daytona Beach, Fia. 





220 





who for 24 years 


Lawrence, 
operated a retail jewelry store on Alamo 
Plaza, San Antonio, Texas, has opened 
the Blue Bonnet Jewelry store in the new 
Sunset Ridge Shopping Center on New 
Braunfels Ave., that city. 


q W. B. Wheeler has taken over the watch 
repair business of the late Ernest L. Kader 
at 1811 Broadway, San Antonio, Texas. 
He will operate the shop under the trade 
name of the Broadway Jewelry and Watch 
Repair Service. 


q Nathan Zafir has been named manager 
of the San Antonio store of the Zale 
Jewelry Co. to succeed Sid Berns, who 
has been selected to manage the com- 
panys new store in Kansas City, Mo. 
Zafir, who is a graduate of the University 
of Texas, has been with the firm ten years. 


q The store of Charles B. Gildemeister & 
Son, 122 Broadway, San Antonio, Texas, 
has been extensively remodeled, with the 
addition of a complete new front and dis- 
play windows, new lighting fixtures and 
other improvements. 


q The A. & M. Jewelry Co. of Kansas 
City, Mo., has leased quarters at 933 
Broadway. The property includes first and 
second floor space. The wholesale jewelry 
firm is owned by Allen Steinzeig, Milton 


| Steinzeig and Jake Steinzeig. 


q The firm of Larry Guthman, manufac- 
turers of La Ray Products and wholesale 
distributors of jewelers’ supplies and ma- 
terials, moved July lst to new quarters at 
527 Lucerne Ave., Lake Worth, Fla. In 
their new location, the concern occupies 
an entire building. 

q The new Goldstein Brothers Jewelry 
store at 2608 West Berry St., Fort Worth, 
Texas, was formally opened on February 
Ist. It is owned by Abe, Jules and Dore 
Goldstein, and is the second Goldstein 
store for Fort Worth, the first being lo- 
cated at Ninth and Main Sts. 


Baltimore-Washington News 


q Jacob M. Paul, jeweler at 3310 Eastern 
Ave., Baltimore, has left for a five-week 
stay at Howard House, Bethlehem, N. H., 
where he will assume his new duties as 
executive vice president of the National 
Hay Fever Relief Association. He has 
been a member of the association for many 
years. 

q Bert Mitchell, who with Carl Bach- 
schmid more than ten years ago founded 
the business known as Carbert’s Jewelers 
of Bethesda, Md., sold his interest in the 
firm recently to his partner. The store, 
which handles nationally branded lines of 
silverware, jewelry and gifts, will continue 
to operate under the name of Carbert’s. 
Mr. Mitchell’s immediate plans are not 
known at this time. 


q Howard Sugar, former president of the 
U. S. Jewelry Co., Baltimore wholesalers, 








} 
} 


THE SOUTH 


is associated with the Watch Materia} 
Center, suppliers of jewelers and watch. 
makers materials, located at Baltimore and 
Liberty Sts. in Baltimore. 


q Joseph Naddeo of Naddeo Brothers 
jewelers at 3221 Eastern Ave., Baltimore 
has fully recovered after an illness which 
hospitalized him for four weeks and js now 
back on the job. 


4 Mr. and Mrs. James H. Levi of Leo, 
Levi, Inc., jewelers at 316 W. Lexingto 
St., Baltimore, spent a few weeks vaca. 
tioning in Maine. 

q Saul Levinson, jeweler located for many 
years at 824 E. Baltimore St., Baltimore 
has retired from active participation in the 
firm after having been associated with the 
jewelry industry for 51 years. 


q Mr. and Mrs. W. Reed Everhart, who 
formerly operated a jewelry store at 130 
H St., N.W., Washington, D. C., purchased 
Cupp’s Jewelry Store at 113 N. Payne §. 
in Fairfax, Va., and will operate it under 
the name of Everhart’s Jewelers. The store, 
centrally located in Fairfax, is equipped 
with modern fixtures and is well lighted 
and spacious. Mrs. Everhart has been 
secretary of the Greater Washington Retail 
Jewelers Association for two years and is 
currently secretary of the Federation of 
Business Men’s Associations of Wash 
ington. 

q Phil Franks of Harvey Jewelers, Inc, 
908 F St., N.W., Washington, D. C., an 
nounced recently the opening of a new 
enterprise at 8650 Colesville Road in Silver 
Spring, Md. The new establishment, known 
as “The English Galleries,” features British 
imports in silverware, crystal, china, antique 
jewelry and objets d’art. The store is well 
stocked with many unusual items and is 
located in the main shopping section of 
the city. 

q Horace A. Pack & Co., wholesale jewel: 
ers formerly located at 601 13th St., N.W., 
Washington, D. C., have moved to larger 
quarters in the Victor Building at 724 9th 
St., N.W. The new location affords the 
firm ample space for display, office and 
storage as well as more convenient facili 
ties for customers. 





Budd Re-opens in New Quarters 


Re-opening ceremonies were held July 
17th by the Budd Jewelry Co., Inc., in the 
new building that now houses their store. 
Jos. S. Strifling, company president, al 
nounced completion of the new structure 
which is located at their old address— 
927 W. Western Ave., Muskegon, Mich. 














QUADRUPLE SILVER PLATIN 








Silver repairing, eleaning, lacquering. complete 
storing service. Work guaranteed. Nation-wide promos 
E booklet “Jewelers 62” #0 
price list. before you ship. Ask us ~- 
you can have the finest silver plating serviee in ¥ 
city—no investment, inventory or markdowns. 


D. Biss BROMWELL. Ine. 
America’s Oldest Silver Platers A 
710 12th St., NW Washington 5, D. 








THE JEWELERS’ CIRCULAR-KEYSTONE 











SOROS. 





REESE FETES JEWELERS AT GALA DINNER 


ae ae 


A gala dinner was given July 14th by Sam Reese as a prelude to a jewelry show for the 
benefit of the Jewel Box and Jewel Shop chain, headed by Ned Cohen as well as other 
customers of the Reese Jewelry Co. The affair was held at the Gotham Hotel, New York, 
and was followed July 17th and 18th by the jewelry exhibit where 40 manufacturers displayed 
their wares. The two-day exhibit took place in the ballroom of the Park Sheraton Hotel. 








New Pen, Dealer Ad Plan 
Announced by Sheaffer 


The Sheaffer Pen Co. recently intro- 
duced a new Stratowriter ballpoint unit. 
The ballpoint cartridge is priced at 50 
cents and is similiar to the refill unit 
formerly marketed by the company, but 
features a 16 per cent increase in ink 
capacity. 

Sheaffer has also announced a new co- 
operative advertising policy for dealers on 
its Fineline fountain pens, ballpoints, and 
pencils. As of August 1 dealers qualifying 
for maximum discounts will be given a 
ten per cent advertising allowance on all 
Fineline merchandise up to 50 per cent 
of the local rate on all newspaper, radio. 
and TV advertising. 





Christmas Layaway Plan 
Offered by Elgin 


Jewelers can develop their own Christmas 
layaway gift programs by joining in the 
Jewelry Industry Council’s “Watch Fashion 
Parade” and using special advertising and 
point-of-sale materials offered by Elgin 
National Watch Co. 

A 3-step program for building Christmas 
volume is outlined by Elgin in the brochure 
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being sent to jewelers this month. Enclosed 
with the brochure are samples of window 
and over-the-wire streamers, small display 
cards and proofs of ad mats available for 
the Fashion Parade promotion, October 30 
to November 8. 


Southern Jewelry Travelers 
Elect New Officers, Directors 





New officers and directors of the Southern 
Jewelry Travelers Association, sponsors of 
the Southern Jewelry Show held semi- 
annually in Atlanta, were elected at a 
seneral meeting on July 19th. Seated in 
the front row, left to right, are: Charles 
Fram, Southern Jeweler, secretary-treas- 
urer; Larry Kinard, Oneida Ltd., president, 
and Fred Board, Elgin National Watch 
Co., vice president. 

Directors are, second row: Joe Stadtman, 
Trifari, Krussman & Fishel, Inc.; Les L. 
Holloway, Gladding McBean & Co., and 
Saul Hanson. A. Cohen & Sons Corp. Third 
row: Harold Bayley. Jr... Lenox, Inc.; Verne 
C. Murrah. Reed & Barton, and E. N. 


Bisher. L. Aisenstein & Bros., Inc. 
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DULANE 


/ ® 
‘ | 
the first electric 
automatic drip coffee maker 


ALL THESE 
| FEATURES 
‘AND DRIP 
COFFEE TOO! & 








Real drip coffee, made auto- 
matically and electrically—and 
only Dulane COFFYRYTE can 
do it—that’s what women want. 
Convenience, economy, beauty, 
capacity—they get all that in 
COFFYRYTE too. Tell them by 
strong promotion that you have 
have whatthey want—and you'll 
get what you want: Sales and 
profits. 


@ All the flavor—no bitterness 

M@ Exclusive “‘Add-a-cup” feature 
@ Metered drip-rate of water 

@ Precise control of water heat 

@ Pre-heated, stay-hot server 

Mi Economy! More cups per pound 
Tell your COFFYRYTE story 
loud and often. It’s new! It’s 
profitable! 











Fair-traded 
Tax included 


$39.95 


Retail price 


River Grove, Illinois 
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@’ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, Illinois 
This is Our Only Location 











WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, 





Mich. 











CENTRAL WATCH (CO. 


ESTABLISHED i911 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
§ So. WABASH AVE., CHICAGO 3, ILL. 

















hich Case gbaning 
Our work costs no more 
than ordinary work & 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 














PEARL RESTRINGING 
Cultured ... Oriental ... Imitation 


Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
prices, All jobs guaranteed. 


B. FEINSTEIN 
$31 N. State St.. Chicago 2. Milinois 
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q William Christensen, Western sales rep- 
resentative for Stein & Ellbogen Co., 55 E. 
Washington St., returned in mid-July from 
a month’s vacation in the MHawaiian 
Islands. Mr. Christensen, who was accom- 
panied by his wife, flew to Honolula and 
also visited the islands of Hawaii and 
Maui and toured Oahu. During their stay 
on the islands, they visited Senator Hill 
of the Territory of Hawaii. He was form- 
erly in the jewelry business in Montana 
and Idaho. 

q Ben Sacks, executive secretary of the 
Jewelers’ Association of Greater Chicago, 
was enjoying a well-earned vacation early 
in August. 

q The Chicago Jewelers’ Association will 
hold their first luncheon of the fall season 
on Thursday, October 9th. 

q Dave Martin of Martin Jewelers, presi- 
dent of the Jewelers Association of Greater 
Chicago, returned recently from a three- 
week vacation full of vim and vigor. 

q Rudy Samuels and Arthur Kuhfuss, of 
Stein & Ellbogen Co., 55 E. Washington 
St., vacationed during August. 

q Jules Brandel, advertising manager for 
Pakula & Co., 5 N. Wabash Ave., an- 
nounced recently that Robert Wadeking 
is now covering the Kansas and Oklahoma 
territory. Hal Lanoff, who was one of 
the firm’s top salesmen, has resigned in 
order to take over the jewelry store which 


CHICAGO 














he recently purchased. The store is locates 
at 5950 W. Roosevelt Road, Chicago, ang 
is called Town Jewelers. Henry Strimpel 
will take over Mr. Lanoff’s territory—th. 
southern part of Chicago, Gary, Indiana 
Harbor, and other parts of Indiana. 

q Van Schyndle, Inc., 36 S. State St, re. 
ported that Irv Alper has joined the 
organization as sales representative for the 
greater Chicago area. The firm also has 
a new representative in central and 
southern I[llinois—H. Byler. A company 
spokesman reports that the firm is again 
finding it necessary to take on additional 
space and have just made arrangements 
to double their stockroom area. 

q Bernard Zell, of Jacoby-Bender’s (hj. 
cago branch office at 29 E. Madison St, 
moved into a new home at 251 Oak Knol] 
Terrace, Highland Park. He hopes it will 
be big enough for his family of three 
growing youngsters. 

q Irving Chayken of Armstrong Jewelers 
Inc., Hammond, Ind., was one of the 
official doorkeepers at the Democratic 
national convention in July. 

q Norman Kernis of Norman _ Jewelers, 
Chicago, reported that they have expanded 
their down-state chain which operates 
under the name of Carter’s Jewelers. They 
now have stores in Decatur and Alton and 
are opening a third store this month in 
Harvey. 





Named 
President 
of Denver 
Sanatorium 
Advisory 
Board 


JOSEPH GOLDSTONE 





Joseph Goldstone, president of the Im- 
perial Pearl Syndicate, was installed re- 
cently as president of the Chicago Advisory 
Board of the Jewish Consumptive Relief 
Society. Installation ceremonies were held 
at the board’s annual meeting in Chicago’s 
Hotel Sherman. 

A resident of Chicago for more than 
40 years, Mr. Goldstone has long been 
active in philanthropic work. He is a 
former board member of the Jewish Con- 
sumptive Relief Society, which operates 
the Denver Sanatorium at Denver, Colo. 

The Denver Sanatorium, organized 48 
years ago, is a free, non-sectarian tuber- 
cular hospital. It has treated more than 
10,000 patients since its inception. 





Tuttle Opens New Peoria Store 
Under the name of Tuttle for Diamonds, 

Charles F. Tuttle has opened a jewelry 

store at 102 S. Jefferson Ave., Peoria, IIl., 














in the building formerly occupied by 
Rogers Jewelry. The new retail store will 
specialize in diamonds and _ custom-made 
jewelry as well as custom-made sterling 
hollowware. 

Mr. Tuttle operates another store at 
125 N. Jefferson Ave. as a wholesaler and 
importer, with diamonds his specialty. He 
attended Bradley University in Peoria, and 
had four-and-one-half years private tutor 
ing in the study of diamonds and other 
gemstones. 





Gottlieb, Back from Europe, 
Reports on Market Conditions 


Frederick M. Gottlieb, of the diamond 
importing firm of the same name at 55 E. 
Washington St., Chicago, IIL, returned 
early in August from a seven-week tour 
of the European diamond markets with 
the following report on conditions: 

“At the end of June the Antwerp dia 
mond market showed only fair gains due 
to single cuts being weak in all sizes 
Full cut melees somehow seemed to hold 
their own although these too receded from 
higher prices prevailing earlier this year 
After careful analysis, I have come to the 
conclusion that our Israel connection fot 
melees is more advantageous than the 
Antwerp market. It, therefore, shall be 
our aim to increase the polishing facilities 
of the factory in Tel Aviv so that we a 
able to produce in larger quantities.” 

Reporting further on the Antwerp mar 
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ket, Mr. Gottlieb stated: “Larger goods, 
from quarters up, are available in all 

alities. However, I found that imper- 
es oods are fetching prices not at all 
oe with cleaner merchandise. These 
jmperfects I found too high. Only here 
and there was one able to find a few lots 
which are good value. The better goods 


are very high inasmuch as they are in 


* strong hands. Baguette and marquise are 
Do 


also high and cannot be purchased at 
prices lower than earlier this year. To 
sum up, the merchandise customarily 
bought by the American importer is diffi- 
cult to obtain at lower prices with the 
exception of single cuts.” 

Mr. Gottlieb blames the higher prices 
of merchandise upon demand in America 
for low-priced goods. This has brought the 
price of imperfect goods way out of line 
compared to the better merchandise. 

Mrs. Gottieb accompanied him on his 
last trip, during which they flew to Zurich 
for a weekend and also stopped off in 
Paris. Mr. Gottlieb expected to make 
another trip the end of September. 





Illinois Watchmakers Elect 
New Advisory Board Members 


The Illinois Watchmakers Association 
reported recently that eleven officers were 
added to their advisory board at the June 
4th meeting. Elected for three-year terms 
were: Hubert Balthazor, Raymond Bevier, 
Henry Carlson, Tom Cullen, Peter, Burgio, 
J. C. Callwallader, Stanley Janca, Bernard 
McGuire, James A. Miner, Carl Vogel- 
bacher, and O. L. Walker. This brought 
the advisory board to 20 members when 
added to the following nine who have two 
more years to serve: Harold Herron, Fred 
Mosher, Richard Garcia, Vernon Gross, 


Herb Johnson, Robert Scott, Walter 
Strauss, George Victor, and William 
Wilkie. 


The June meeting was held in a Jewelry 
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Training Service classroom where two fine 
sound films produced by the Watchmakers 
of Switzerland were viewed. The first, 
“Repair for Profit,’ showed how a vast 
improvement in efficiency can be gained 
through a reform in the method of cata- 
loging watches and parts and the use of 
the envelope system for keeping repair 
parts. The second film, “Selling Up,” 
showed how a jeweler can overcome unfair 
competition from department stores, drug 
stores, etc., by handling a higher grade 
of merchandise and selling the best at 
all times, building up for his store a 
prestige that the others cannot meet. 

The meeting closed with a round table 
discussion on tools and methods under 
the guidance of Charles Goldstein, execu- 
tive director of the Jewelry Training 
Service. 


Edwards & Co. of Kansas City 
Consolidated with M. A. Mead 
M. A. Mead & Co., leading wholesale 


jewelers of Chicago, went a step further 
in the expansion of their general wholesale 
activities last month by acquiring Edwards 
& Co., Inc., prominent wholesale house of 
Kansas City, Mo. The Mead concern in 
June of this year took over the Detroit 
branch of Scribner & Loehr, Inc. (Cleve- 
land). 

The 66-year-old Edwards firm will be 
operated as a division of M. A. Mead & 
Co. R. Dix Edwards will continue in 
active management. 

The business of M. A. Mead & Co. in 
Chicago and Edwards & Co. of Kansas 
City will be operated in such a manner 
as to supplement each other’s activities. 








Proper Repair Merchandising 
Seen as Boost to Store Sales 


Proper merchandising of the watch re- 
pair department will greatly boost a retail- 
ers sale of watches, attachments and other 
jewelry store items, Paul Tschudin, director 
of the Watchmakers of Switzerland Infor- 
mation Center, pointed out to the trade 
in urging full participation in Watch In- 
spection Time, September 11 to 20. 

“A well-run service operation more than 
pays for itself,” he asserted. “Not only does 
it often account for as much as 25 per cent 
of the store’s total dollar volume, but it 
creates traffic that exposes prospective new 
customers to every other item that you 
carry in your store.” 

He reminded the trade that the fall has 
traditionally been an ideal time for watch 
servicing, with many timepiece owners 
visiting their jewelers to have their watches 
cleaned or checked after a hot summer’s 
wear. “Let your neighbors know of the 
repair services that you offer,” he advised. 
“A satisfied service customer knows what 
kind of business you operate, and is the 
best possible type of advertisement for 
your store.” 

Entry blanks for the fourth annual Watch 
Inspection Time Contest, now being con- 


ducted by The Watchmakers of Switzer- | 


land, can be obtained without charge from 
watch materials distributors throughout 
the U. S. 


| 
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q Local manufacturers and wholesalers are 
receiving good business reports from their 
salesmen now covering their territories. 
These reports indicate the holiday volume 
this year will compare favorably with the 
best in recent years. 

q Max Litwin of Litwin & Sons, Inc., 
manufacturers, 114 W. Sixth St., made a 
flying trip to Antwerp, Belgium, late in 
June when Aaron Best, head of the firm’s 
plant there, died unexpectedly of a heart 
attack. Mr. Litwin, who will be required 
to remain in Antwerp for several months, 
was joined later by his wife and son for 
an auto tour of France and Switzerland. 
q For the second consecutive year, the 
annual report of the Gruen Watch Co. 
has received the “highest merit award for 
excellence” in the annual Financial World 
competition. The citation was given for the 
company’s 1951 report, and was judged 
“as among the most modern from the stand- 
point of content, typography and format 
of the 5000 annual reports examined dur- 
ing 1952.” 

q Elmer Oberrecht, retailer in suburban 
Roselawn, was a member of the committee 
for the annual golf party and outing of 
Roselawn merchants at the Maketewah 
Country Cub on July 29, and Charles E. 
Richter was a member of the committee 
of the Sixth Street Business Men’s Asso- 
ciation which arranged the 32nd annual 
outing of that organization at nearby Coney 
Island on August 12. 

q Mid-summer vacationers included Her- 
man Schenker, president, Western Tray 
and Case Co.: Charles T. Bischoff, manu- 
facturer: C. R. Gerhardt and Doris Bixby 
of Mecklenborg & Gerhardt, manufacturers; 
Howard Rosfelder of Rosfelder Brothers 
& Co., manufacturers; Ray C. Eibel, presi- 
dent, Klein Brothers Co., wholesalers; 
John Schwab of A. G. Schwab & Sons, 
Inc.. wholesalers: Shirley Harrison of I. B. 
Goodman Mfg. Co.; Cherrington L. Fisher 
of the Harry Greenwold Co., wholesalers: 
Edmond W. Tschan of the C. R. Heileman 
Co.: Robert Hebers and Frank Remke of 
the Gerwe Brown Co., wholesalers: Walter 
M. Seifried of the G. W. Seifried Co.. 
refiners: Marlvn Niehaus and Lila van 
Hook of the Victor Corp.: J. Paul Knight: 
Paul Kaupp of the Cincinnati Watch Re- 
pair Co.. and the following retailers: Don 
Moore, George and Charles Wiebell, John 
Koppas, Motch Jewelry Co.: Walter 
Stenger, Frank Herschede Co., and Victor 
Hagen, Getz Jewelry Stores. 

4 George H. Newstedt of the George H. 
Newstedt Co., local retailers, presented a 
handsome trophy for competition in the 
national championships of the American 
Contract Bridge League, held in this city 
early in August. Mr. Newstedt is a 
former president of the Cincinnati Whist 
Club, oldest existing card organization in 
this country. 


q The Post recently published a feature 
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story on the 90th birthday of Charles 
Reinstatler who, for many years, Operate; 
a retail jewelry store here. Mr. Reinstatle 
now retired, had purchased a copy oj th 
first issue of the Post on January 3, 183). 
q Russell C. Johnson, owner of the Crey, 
Craft Co., manufacturers in suburban Deer 
Park, O., will return to Europe earl in 
September to complete a_ business ty 
which was interrupted on June 4, when hs 
plant was damaged in a $38,000 fire. 

4 Albert Schechter, who for seven years 
has been Southern and Midwest salesma 
for the Kramer Jewelry Co., New Yok 
City, has established the Albert Jewel 
Co. at 514 Main St., for the wholesaling 
of fashion jewelry. 
q The Kaufman-Kassel Co., manufacture: 
have taken over the entire seventh floor of 
the Lion Building, 434 Elm St., where they 
have considerably larger quarters for map. 
ufacturing and displays. 

q Among those who attended the annul 
convention of the National Association of 
Credit Jewelers in Chicago were Jac 
Gerwe of the Gerwe Brown Co., whole. 
salers; Ken Matsumoto, display manufa 
turer; I. B. Goodman of the [. B. Goodman 
Mfg. Co.; Walter Miller of the 20th Cer. 
tury Watch Strap Co.: Victor Youkilis o 
the Victor Corp., and Charles Richter, 
retailer. 

q It was incorrectly stated here in the 
August issue that Edwin B. Jacobs of 
D. Jacobs Sons Co., wholesalers, and Mr. 
Jacobs, would vacation in Europe for six 
months. THE JEWELERS’ Crrcucar-Key: 
STONE has subsequently been _ informed 
that Mr. and Mrs. Jacobs spent six weeks 
abroad. They returned home on Augus 
23rd. 

q Those attending the recent conventioi 
of the Indiana Jewelers Association 4! 
French Lick included Charles Braun ani 
W. H. Ford of the E. & J. Swigart Co. 
and Maurice Solomon of D. Jacobs Son: 
Co., wholesalers. 

q A new store being constructed for the 
Miller Jewelry Co. in nearby Middletowa, 
O., is scheduled for opening in September, 
according to E. L. Miller, senior partne! 
in the firm. 


4 C. R. Haberman of the Haberman Sales 
Co., wholesalers, 104 W. Fourth St., has 
returned to his office after recovering from 
injuries suffered in a traffic accident I 
nearby Kentucky. Mr. Haberman’s ci! 
was demolished in the accident. 

q Mrs. Henry Schulz, wife of the managet 
of the Motch retail store in suburban 
Covington, Ky., visited their son, Edward, 
who is in service in California. 

4 Eugene Swigart, president of the E. & J. 
Swigart Co., jewelers’ supplies, 34 W. Sixth 
St., was in Washington, D. C., on busines 
early in August. 

q Andrew Zint of the Harry Greenwolt 


Co., wholesalers, 18 W. Seventh St, * 


satisfactorily recuperating from surgery: 
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The West Coast 





¢ Luther L. Conner was honored at a 
barbecue given by Mr. and Mrs. Durward 
Howes and Mr. and Mrs. Durward Howes 


II] at the senior Howes residence in Pasa- 


jena, marking his retirement after 40 years 
1 the jewelry trade. in attendance were 
-5 members of the B. D. Howes and Son 
organization who participated in presenting 
Mr. Conner with a fine watch and cash 
award as momentos of the occasion. The 
barbecue was preceded by a preview of 
the classic new Howes jewelry store on 
South Lake Ave. in Pasadena, Calif. 

4 Harwin Jewelry Co., 912 State St., Santa 
Barbara, Calif., is currently completing a 
remodeling program. 

4 Innovation of a five-day watch repair 
service has been announced by Hirsh 
Jewelers, Ocean Ave. near Mission, Carmel- 
by-the-Sea, Calif. 

4 Widen Bros., wholesale jewelers at 315 
W. Fifth St., Los Angeles, have moved to 
larger quarters in the Metropolitan Build- 
ing as part of a consolidation with Post 
Sales. Al Pirovano, head of Post Sales, 
will continue operating as_ previously. 
George and Herman Widen will also con- 
tinue to be active in the business. 


4 Appointment of the Corwin Co., 1147 
South Hope St., Los Angeles, as new dis- 
tributors for Hamilton Beach traffic appli- 
ances, was announced recently by company 
oficials. The Corwin company will whole- 
sale the food mixer, portable Mixette, hair 
dryer and vacuum cleaners. Hamilton 
Beach is a division of Scovill Manufactur- 
ing Co., Racine, Wis. The Corwin firm 
currently distributes Presto pressure cook- 
ers and small appliances; Westinghouse, 
Dormeyer and Universal traffic appliances; 
International and Oneida-Community silver 
and Seth Thomas and Westclox clocks. 
qR. P. Gallien & Son, wholesalers, of 220 
W. Fifth St., Los Angeles, announced re- 
cently the inauguration of a new service. 
The firm is now accepting subcontracts for 
instrument jewel assemblies, as well as 
supplying instrument jewels. 

q John G. Bitterman has moved into his 
new store at 13 West Pine St., Lodi, Calif., 
from his former location at 25 West Elm 
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St. He has completely remodeled the 
store, which will be known as Bitterman’s 
Jewelry. 


q George and Herman Widen, owners of | 


Widen Bros., wholesale jewelers at 315 
West Fifth St., Los Angeles, have moved 
into new and larger showrooms on the 
same floor in the Metropolitan Building. 
q Pacific Jewelers Supply Co., 424 S. 
Broadway, Los Angeles, Calif., have opened 
a branch store at 507 Granger Building, 
San Diego, Calif. W. B. Jones has been 
appointed manager, and Sid Goldstein, 
district manager. 

q G. B. Kinsey, retail jeweler, announced 
recently his removal from suite 626 to 
suite 602, Metropolitan Building, 315 West 
Fifth St., Los Angeles. The firm specializes 
in Masonic, Eastern Star, and related 
lodge jewelry and carries a complete line 
of diamonds. 

q.N. J. Garvey has purchased the Royale 
Silver Co., 7938 West Third St., Los An- 
geles, near the Farmers Market. The con- 
cern carries antique silver and specializes 
in replating and refinishing silver, bronze, 
copper, and brass. Prior to acquiring the 
Royale Silver Co., Garvey was in the 
plating business. 

q Noel R. Fletcher, retail jeweler, has re- 
tired from business. Fletcher’s store, at 
8837 West Pico Blvd., Los Angeles, had 
been established for 20 years and was the 
oldest retail jewelry concern in the Pico- 
Robertson shopping district. 

q Aristocraft, costume jewelry concern of 
Los Angeles, is moving to larger quarters 
in the Consolidated Building, 607 S. Hill 
St., from 707 S. Broadway. President of 
the firm is Melvin Whitney. 

q Henry Lebensohn, formerly of Michigan. 
has purchased the Francine Jewel Box at 
5609 Wilshire Blvd., Los Angeles, and 
changed the name to Warren Jewelers. 
In addition to costume jewelry, Mr. Leben- 











sohn has added a complete range of finer — 


jewelry and a watchmaking department. 


— 


California 24-Karat Club 
Stages Picnic at Pasadena 


Miles of strung hot dogs, mountains of 
ice cream, and a middling lake of pop 
went into the success of the second annual 
family picnic staged by the Jewelers 24K 
Club of Southern California, held August 
3rd at Brookside Park in Pasadena. 

Between 300 and 350 jewelers, their 
families, friends and employees, attended 
the fete, which began before noon and 
concluded at sundown after an energetic 
eight hours of swimming, bingo, races, 
contests, and entertainment. 

Herman Siegel, who was assisted in his 
duties of picnic chairman by Arthur 
Ballard and Ben Kellis, emceed an hour 
long professional show. This was followed 
by an amateur show in which jewelers’ 
small fry, to enthusiastic applause, demon- 
strated their talents for cash awards. 

J. B. Swartzburg ran the bingo game, 
and Club President, Harry Prezant, and 
various willing volunteers added to the 
enjoyment of the afternoon. 
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This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 


With the help of the “Silent Teacher” 
you can now learn the fine techniques 
= Engraving at Home—in your spare 
time. 


The “Silent Teacher” enables you to 
see your own errors ... correct your 
own work ... progress faster. 

The “Silent Teacher” is under the di- 


rection of GUSTAVE VAN ERP, Master 
Engraver, and originator of the method. 
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| Pittsburgh News | 





4 Joseph L. Roberts of the John M. 
Roberts & Son Co., 429 Wood St., believes 
that in deciding whether to institute a 
silver club plan, much depends on the 
size of the store. Robert’s success in this 
merchandising activity has been with a 
large store. 


q Lawrence B. Ley, jeweler, located in the 
Lyndwood Building at Brentwood’s shop- 
ping center, is enabling patrons actually 
to see in a neighborhood store the art of 
mounting diamonds expertly. 


4 W. H. Bernouli at Pugh’s, Inc., jewelers 
at 40% Smithfield St., has noticed that a 
forced external inconvenience (new park- 
ing restrictions in downtown Pittsburgh), 
that changes a patron’s normal routine 
prior to his making a purchase, apparently 
is quite difficult for some customers to 
accept immediately. 


q E. H. Pafenbach, Park Building jeweler, 
points out that street parking ties up 
traffic for the multitudes whose shopping 
helps the great majority of retail jewelers 
in the downtown Golden Triangle business 
district. He added that the City of Pitts- 
burgh apparently is doing everything pos- 
sible at this time to remedy parking by 
building two new parking garages down- 
town. 


q B. E. Marks, Marks Jeweler, at Wilkins- 
burg, Pa., the shopping center for one of 
this area’s fastest-growing districts, reports 
Wilkinsburg’s seven jewelers are quite 
cooperative in maintaining prices and in 
promoting quality merchandise. 


q Cleaning jobs comprise nine-tenths of 
the repair work of Bernard Theiss, repair- 
man in the store of Richard Vierthaler, 
604 Federal St., N.S. 


4 W. Warren Mather of Mather Jewelry 
store in the Bellevue-Avalon district has 
installed new carpeting in his store. 









q Harold D. Craft, located up from Home. 
stead, Pa., in the Homestead Park area, 
recently promoted seasonal items jn hj, 
two window displays. 

q John J. Bruno of Mt. Lebanon repop, 
that until one feels that continuous adver. 
tising in community newspapers is prof. 
able, a judicious choice is to select periog; 
for advertising when engagements, wed. 
dings and local announcements are fea. 
tured prominently. 

q V. J. Kraus at the Krason Co., jewelers 
at 733 E. Ohio St., reports jewelers gen. 
erally are watching expenses closely and jp 
some cases studying very carefully thei; 
immediate plans for expansion. 

€ Wolfson’s Credit Jewelers at Homestead 
Pa., have installed a complete new photo. 
graphic department on the store balcony, 
including new showcases. W. R. Rosen. 
field, sales manager in charge, competently 
handles customer’s photographic problems, 
q.A. Hoza, watchmaker at the House of 
Time in Whitehall Shopping Center, r. 
ports he’s getting considerable mainspring 
work resulting from the strenuous summer. 
time activity of customers. 

q H. Funcke, jeweler in the Empire Build. 
ing, reports lack of parking space ap. 
parently is causing many customers to pat- 
ronize jewelry stores in outlying shopping 
centers. He maintains that most of these 
patrons making out-of-city purchases lack 
the determination to seek out downtown 
parking space. 

q Edward Wolf of B. Harton, at McKee’s 
Rocks, Pa., reports that a store representa- 
tive voluntarily taking an active part in 
heading the Community Chest and other 
worthwhile drives, plus participation in ser- 
vice club work, directs attention to the 
jewelry firm. He stated that this outside 
activity becomes an additional means of 
publicity to the store of a type that nor. 
mally cannot be purchased. 

4H. Funcke, jeweler in the Empire Build- 
ing, uses personal cards once-a-month to 
promote his watch repairing business. He 
feels the value and pleasantness of this 
novel reminder puts it across. 








CROTON INTRODUCES NEW LINE AT SALES MEETING 





Watch Company’s new fall 
line of men’s and women’s watches were 
shown for the first time at a sales meeting 


The Croton 


held recently at New York’s Waldorf- 
Astoria Hotel. Sales representatives from 
all sections of the country showed great 
enthusiasm towards the firm’s new watch 
line and the extensive advertising cam- 
paign planned for the fall. 





Snapped by the cameraman during the 
sales meeting were members of the sales 
staff and company executives shown in the 
picture above. Seated in the second row 
(second from left) is Sidni Zimmermat, 
Croton advertising manager. Standing 1 
the rear (second from left) is Sidney ©. 
Asherman, sales manager, and (second 
from right) Harold I. Horton, v. p. 
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wares Show, Radisson Hotel, Minneapolis, 
Minn. 

28-October 2—49th State Gift, Art and 
Housewares Show, Hotel Statler, St. Louis, 


Mo. 










4-6—Florida State Watchmakers Asso- 
ciation, Seventh Annual Convention, 


. . « 
Suwanee Hotel, St. Petersburg, Fla. 


\ 
g 9 10 li! USS 
5-8—Washington Gift Show, Hotel Wil- 


September lard, Washington, D. C. 
7—Retail Jewelers Association of Mis- 


souri, Inc., Annual State Convention, Gov- New Haven Clock and Watch 


October &@ Haviland 
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tel, Jefferson City, Mo. < : 

eel Gift Show, Hotel Stat- | Names Stephenson Works Mgr. Se authentic 
ler, Cleveland, Ohio. Dr. Max A. Geller, president and chair- ad trademarks 
7.10—Pittsburgh Jewelry Fair, William | man of the board of the New Haven Clock 3 
Penn Hotel, Pittsburgh, Pa. and Watch Co., announced recently the —_—— 

7.12—Parker House Gift Show, Parker appointment of Paul A. Stephen$n as | oS aniaee 
House, Boston, Mass. — general works manager. Stephenson will | x pune 

8.12—Boston Gift Show, Hotel Statler, have his offices in New Haven, and will ai 
Boston, Mass. be in charge of operations of both the 

14-15—lowa Retail Jewelers Association, New Haven and Chicago plants of the 
Annual Convention, Hotel Fort Des Moines, 135-year-old company. 
Des Moines, Iowa. Prior to joining the New Haven Clock 

14-16—Ohio Retail Jewelers Association, and Watch Co., Stephenson was manager 
Annual Convention and Jewelry Show, of the mechanical research and engineer- 
Deshler-Wallick Hotel, Columbus, Ohio. ing department of the A. B. Dick Co. of yore 


14-17—Cincinnati Gift Show, Netherland | Chicago. He has had 22 years experience 
Plaza Hotel, Cincinnati, Ohio. in the clock and watch field, having been 


1417—Denver Gift & Jewelry Show, associated with the Waltham Watch Co., Pee ° ™ 4 
the Howard Watch Co., and General Time oh H avi l an d & C Be: 


Hotel Albany, Denver, Colo. . .: ‘inc OR P OR ATE O he 
14-17—St. Louis Fall Gift Show, Hotel — a of New ge oe ae 270 PARK AVE., NEW YORK 17, N.Y. 
; well as ownin is own watcn selling - 

Statler, St. Louis, Mo. . . =. CHICAGO LOS ANGELES 


repair business in Boston. 


14-18—Tri-State Gift & Art Show, Hotel 
Sinton, Cincinnati, Ohio. 
21-22—West Virginia Retail Jewelers Taylor Moves Newark Plant 
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Association, Annual Convention, Stonewall Andrew A. Taylor, manufacturing silver- 
Jackson Hotel, Clarksburg, W. Va. smith of Newark, N. J., announced recently 
21-24—Philadelphia Gift Show, Hotel that he has moved his plant to new quar- GEO. BORGFELDT 
Benjamin Franklin, Philadelphia, Pa. ters at 21 Prospect St. The factory was | CORPORATION 
21-25—Northwest Gift, Art and House- formerly located at 393 Mulberry St. 44-60 E. ae er New York 10, N. Y. 
° el. GR 7-0400 
CHINA : GLASS a TABLEWARE 
EARTHENWARE eo GIFT and ARTWARES 

Fall Campaign to Push Use of In addition, the long popular Tie-Tie Domestic and Foreign 
Christmas Seals on Packages gift wrapping schools, which have been 

— ‘ scheduled this year in over 60 leading 

A unique gilt wrapping campaign in department stores throughout the country, 
cooperation with the National Tubercu- | will tie in with the Christmas Seal Pro- VISTA ALEGRE 
losis Association will be launched this gram by including instruction on the use China Dinnerware 
fall, which will promote the use of 1952 of the seals, as well as promoting their from Portugal 
Christmas Seals on holiday gift wrapped sale. _ U.S.A. Representatives 
packages, | est-1624 FISHER, BRUCE 2 CO. 
Tried out experimentally last  y Phila.: 221 Market St. 

_ Anied st year in | Pp 
New York with success, the program will | ew York: 1107 Broadway 


be presented this year in almost 200 cities 
throughout the country, with the coopera- 
tion of the national organization. 

Keystone of the campaign, which is 
designed to encourage the wider use of 
Christmas Seals, will be four novel pack- 
ages, which have been specially styled by 
the Tie-Tie Products Division of Chicago 
Printed String Co., and which illustrate 
ways in which the Christmas Seal can be 
used to “dress up” Christmas gift pack- 
ages, 

A complete set of four boxes is being | 
sent to all cooperating TB Associations | 








Booths 


FINE ENGLISH 


TABLEWARE 


Send for illustrated pamphlets 


MIDHURST IMPORTING CORP. 
129 FIFTH AVENUE, NEW YORK 38, WN. Y. 























DECORATIVE 
RY RYAN ACCESSORIES 











by Tie-Tie, along with a publicity kit to : ee _ = 

nel exlpoit the promotion via newspapers, — oS vik kes 

radio, 1c} : ° "“VA™ URE 

pases arcelisel SS eee and styled by Tie-Tie Products for the National Sistah AM 

terials f er sa Tuberculosis Association. Packages will be | Pp RmEHi my Cntr iin Pith 21 iiiniiOihaceie 
or reproducing the boxes as featured: this year in annual Christmas Seal stocchandice “iinet hhiean 

needed for publicity purposes. Campaign. payne vue ee 
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LD WATCHES—We have two old watches, that we 
would like to know the age of, as nearly as you 
could give it to us. One is 18 size, hunting case, marked 
New York Watch Co., John Hancock, Springfield, Mass., 
No. 46897. The other is marked M. J. Tobias, Liverpool, 
no number on the movement, but in the silver case is 


stamped 92,1334. (Question No. 6174) L. V. 


Answer—The one inscribed:—“New York Watch 
Company, John Hancock, Springfield, Mass., movement 
46897” was made between 1870 and 1877, judging from 
what we know of the history of that firm. The com- 
pany’s factory in Springfield, Mass., was bought in 1877 
by the Hampden Watch Company, which later was moved 
to Canton, Ohio, to form part of the Dueber-Hampden 
Watch Company. 

The other watch, signed M. J. Tobias, Liverpool (Eng- 
land), we estimate was made between 1830 and 1860, 
basing this on what we know of the history of the Tobias 
business. If there are hall-marks stamped inside the case 
of this watch, you might press hot sealing wax into the 
marks and send us the impressions. From them we could 
determine the year when the watch was made, assuming 
the movement is in the original case. 


ep apehd DISCOLORATION—A lady brought in a 

14K gold wedding ring she bought from us, and said 
she got it into some mercury, which made the gold gray- 
ish white. She says she was told that the mercury will 
disappear and says that she would keep on wearing the 
ring until it does. Is this what should be done? Or 
could we remove the mercury in any way? (Question 


No. 6175) D. B. G. 


Answer—Although the mercury would, naturally, 
gradually evaporate and disappear from the gold, this 
would take a long time. During that time there would be 
a danger of breaking the ring while being worn, as mer- 
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cury makes the gold brittle. It is always better to 
simply heat the ring over alcohol lamp or blue gas flame, 
which will drive the mercury to the surface of the gold 
and evaporate it. After the first heating, lay the ring 
aside for an hour or two, and if any more whiteness of 
mercury appears on the surface, heat it again and repeat 
this until the ring no longer becomes discolored after the 
lapse of five or six hours. 


paper IVORY—Would appreciate instruction 
for restoring the original color to round genuine 
ivory beads in a necklace. We found a method described 
in a book, but it is so complex, involving chemical treat- 
ment, that we prefer not to use it. (Question No. 6176) 


C. H. 


A nswer—Because your job is apparently on smooth- 
surfaced beads, we will suggest trying the simplest 
method, which may be found to suffice, as follows: Buff 
the beads with a rag-buff wet with a mixture of water 
and pulverized pumice-stone on a_ jeweler’s polishing 
lathe. If you do not have a lathe, use a felt hand-buf 
or a pad of heavy rag with the pumice and water, until 
the natural cream-color of the ivory has reappeared. 
While damp, lay the beads under a glass cover of any 
sort, in sunlight for two or three days. If after this the 
surfaces are more or less dull-looking, polish them with 
a dry buff or rag and jewelers’ putty powder. In almost 
all cases, this treatment will produce good results. If, how- 
ever, you are not satisfied, after trying it, write us agail, 
and we will explain one of the more complex methods 
for bleaching ivory. 


YLINDER ESCAPEMENT—I got in for repairs, * 
clock with glass sides and top in a brass framework 
that forms the case. The balance staff seems to be a hol- 
1ow steel shell with pivots at the ends, and this is broken 
tnrough near the lower end. What kind of escapement 
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You owe it 
to yourself, 
Mail coupon 
today! 








AMERICAN TIME PRODUCTS, INC. 










580 Fifth Ave., New York 36, N. Y. 


Gentlemen: 

| would like a 
WATCHMASTER 
demonstration 
and a chance 
to test watches 
that are repaired 
and ready for 
delivery. 
No Obligation. 
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is it, and where can I send the clock for a new staff? 


(Question No. 6177) H. G. B. 


Answer—The form of escapement in your clock is 
the “cylinder” escapement. We suggest that you look 
through the advertisements (particularly the smaller- 
spaced ads in the back pages, including the classified 
columns) in JEWELERS’ CIRCULAR-KEYSTONE, and among 
these you will find addresses of several shops that offer 
service to the trade in watch and clock repairing. We 
are sure that one of these firms can give you good service 
in this matter. 


66 ISCHARGING” PALLET—Which of the pallets in 
lever escapement (in watches) is the so-called 
“discharging” stone—the R stone, or the L stone? (Ques- 


tion No. 6178) L. E. 


Answer—The discharging pallet is the L or let-off 
stone. Both terms are based on the fact that in the action 
of the escapement, any escape-wheel tooth, after having 
produced two “lifts” on the two stones, passes out of the 
acting zone of the escapement at that particular pallet, 
or is discharged, or let-off, by that one. Another term 
for the same pallet is “disengaging stone,” for the same 
reason. Conversely, the other pallet is called the R or 
receiving stone; also the “entering stone,” the “engaging 
stone,” by different writers on the subject. We prefer 
R and L denoting pallets, for brevity. 


Fp INE —BENZENE—Among watch-cleaning fluids, 
is there any difference between benzine and ben- 
zene? If so, which is better for the purpose? (Question 


No. 6179) B. W. 


Answer—We sometimes see this word carelessly 
spelled, as if ~ither spelling means the same product as 
the other, but there is a great difference. “Benzine” is a 
liquid distilled from crude vetroleum; “benzene” is a 
coal-tar product, considerably more costly and more 
inflammable and dangerous than benzine, for which rea- 
sons we recomn.end benzine, for dissolving gummed oil, 
#tc., in cleaning watches and clocks. 


— CASE—I have a watch for repairs, looks 
like a cheap type of case, branded Medana. The 
case seems to be one-piece, and I see no way of opening 
it to remove the movement. The stem is in two parts, 
one belonging in the movement, the other one in the 
case. Can you advise how to remove the movement? 
(Question No. 6180) I. V. 

A nswer—Disconnect the stem-parts by pulling on the 
crown. Set the point of a knife blade into the (plastic) 
crystal, resting the side of the blade on the bezel and 
pry the crystal out of the bezel. If necessary, make two 
or three “bites” of this, to get the crystal free. With the 
crystal out, the movement should drop out of the case. 
I{ it does not come out freely, pry it a little with the 
knife-blade point. 


HREE-FACE PUNCH—What is the purpose of the 

punch in a staking-tool set, that has three faces 
ground on it, meeting in a point? (Question No. 6181) 
F. M. 


Answer—tThis form of punch is for a use that is very 
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questionable; for closing the hole in a roller table. The 
objection to this is, of course, that it “burrs” the meta} 
of the hole inward, at three points, which make an inade. 
quate grip of the roller table on the staff. Besides thi, 
since the gripping is effected by forcing the staff sete 
the burred steel, this is apt to be done eccentrically, 
that the roller will then be out-of-true on the staff. Wp 
cannot, for these reasons, recommend the use of the 
punch in question. 


LD WATCHES—My jeweler here tells me that yoy 

can set a value on and give me addresses of collec. 

tors to buy two very old watches he thinks are worth g 

good deal. One is Elgin in a silver case numbered 

754217; the other is a chatelaine gold watch, 15 jewels, 
(Question No. 6182) G. H. 


Asswer—aAs to the Elgin watch, the number you give 
is the serial number of the case which means nothing jn 
judging the age of the watch. If you would copy the 
number stamped on the movement (the “works”) and 
send it on, from it we could judge the age of the watch 
and give you our opinion as to whether it is old enough 
to have any value. As to the gold chatelaine watch, you 
should give us the name of the make, a serial number, 
if any, and a watchmaker’s description of the type of 
mechanism of the watch. For example, the form of 
escapement it has, etc. In a general way, it might fore- 
stall su.ne disappointment to you if we say that we do 
not believe either of the watches described are in the 
class of “collectors’ specimens” for which anyone would 
pay a good price. But if you would like to make more 
sure of this, please send us the additional information 
requested. 


OSE-CUTTER—In an article I read about poising 
balances, it says “weight can be removed from a 
balance screw either by turning in the lathe, or with a 
rose-cutter,” What is a rose-cutter? (Question No. 6183) 
P. M. 

Answer—aA rose-cutter is a short hollow steel tube. 
with milling teeth cut on the working-end of the tube. 
Under the name “balance-screw undercutters,” these are 
sold by material dealers in sets of assorted diameters. 
Using them saves the time of chucking a screw in the lathe 
and turning out a portion of the metal with a graver. 


ELL-METAL—Can you tell me where I can obtain 
real bell-metal for laps for polishing pivots? I have 
bought laps supposed to be bell-metal, from several dif: 
ferent firms, but they don’t work like some old laps | 
had and used till worn out. They seem soft, like brass, 
and even look like brass. (Question No. 6184) S. G. 
Answer—Bell-Metal” is, or should be, bronze. It is 
hard, somewhat brittle, and is of a light red or pinkish 
color, not yellow and soft like brass. An average alloy 
proportion for bronze is four parts by weight of coppe! 
to one part of tin. If you cannot find laps made of true 
bronze in dealers’ stocks, you can usually have it melted 
up and cast in desired forms and sizes, by a local brass 
foundry. If you have any difficulty in this, write W 
again, and we would undertake to locate a foundry that 
would take care of your needs. 
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The E.& J. SWIGART CO., long having 
recognized the watchmakers need for 
ONE catalog that would combine infor- 
mation for all American factories under 
ONE cover, has published its ILLUS- 
TRATED MANUAL OF AMERICAN 
WATCH MOVEMENTS. 

This invaluable new up-to-the-minute 
216 page edition is YOURS WITH- 
OUT CHARGE! Includes illustrations 
of movements, actual-size drawings of 
parts, up-to-date factory numbers and 
part names, detailed mainspring charts, 
and drawings of end-pieces, pictures and 
factory numbers of hands; illustrations 
of every style of stem, sleeve, bow, 
crown; and listings of cases and dials. 
Special section covers full Bulova fac- 
tory interchangeability, including main- 
springs and hands, with another section 
on Bulova self-winding models. 


E. & J. 


SWIGART 


COMPANY 
CINCINNATI, OHIO 
P.O. Box 298 


Since 1879—One of America’s Largest 


Distributors of All Nationally Recognized 


Watch Material Lines 
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covering models—old and new—of American 
factories—past and present! 


one or more of the modestly-priced 
popular Bestfit or Bulova assortments 
listed in the coupon. These are out- 
standing values even without the big 
bonus of the valuable Illustrated Man- 
ual, which no watchmaker can afford to 
be without. Get your copy now... 


This incomparable book, compiled 
by the E. & J. Swigart Co., for 73 years 
one of the nation’s leading material 
wholesalers, is the result of many 
years of work. It is YOURS—FREE, 
postage prepaid, with the purchase of 
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CHECK THE COUPON 
AND 


MAIL TODAY! 







The E. & J. SWIGART CO., Cincinnati, Ohio 


Gentlemen: Please send me the following as checked — and with this purchase I will receive 
ABSOLUTELY WITHOUT CHARGE your Illustrated Manual of American Watch Movements. 
(No Substitutions) PRICE 
[) Bestfit Assortment 801A containing 1 each of 48 most popular yellow crowns in all 

ry ou __._____...sasascataneniolenientsacaiensadheinelionemassaieiiiptiaiee eanbansioadintelcaeadaateieniaaiiaa 7.65 
[] Bestfit Assortment 880 containing 3 doz. waterproof crowns—y ellow white and chrome. $6.95 
[] Bestfit Assortment 175 containing 144 metrically gauged second hands, 654-17L., blue 


IIIT? cacisscataiirsscntscihtacecacte bicesdibascaitsia dei dsidsbalineebsaabiniredstaceeceesindedaaien aaetsanenipee diaiihaieainaaabeuneianenlieteuneneteelinns $10.00 
[] Bestfit Assortment 570 containing 3 dozen genuine balance Seitz jewels for 116 
I a a aa a ic cece all $9.00 


[| Bestfit Assortment 12M containing 1 dozen each Bestfit Packaged Staffs, Stems and 
Samson Mainsprings for Calibre Font. 120 
(]) Bestfit Assortment 13M containing same as above for Calibre AS 970 ...................2..2..... $5.75 
[] Bestfit Assortment 14M containing same as above for Calibre AS 1194 ........................ ae 
[} Besthit Assortment $36 containing 3 dozen assorted of most papules numbers of Samson 
ATRL HR LN NLT AMT I ON IONE, eI $7.45 
[} Genuine Bulova Combination STAFF- and-STEM PACKETS containing 30 stems and 
21 staffs for the most popular Bulova models—a saving of $4.95 on the regular price, 
lit TLIO LALIT LAL LN OT LT LN Ee mE NTN Nr ERIE $9.45 


Lise Quantity of each Assectment Desized. 


[}] Check or Money Order 


—— 
[) 10% cash with order — balance C.O.D. Use either method of payment 


I am enclosing 


NAME 
ADDRESS 
CITY 








STATE 

















Manufacturer’s 
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Bulova Unveils Clock-Radio 
At Jewelry Conventions 


: 





Having embarked on a program of de- 
veloping new products outside the watch 
field, the Bulova Watch Co., Inc., recently 
introduced its new clock-radio at both the 
N.A.C.J. convention in Chicago and at the 
A.N.R.J.A. convention in New York. 

Bulova, in presenting this new clock- 
radio, emphasized that it will be fair 
traded and will be sold only through 
jewelry store outlets. The new Bulova clock- 
radio features a unique, but optional, de- 
vice called “Wakealarm” that will retail at 
$9.95. This device enables the early riser 
to place the cushioned ear speaker under 
the pillow and does not disturb other oc- 
cupants in the room. 

Designed to retail at $49.95, Bulova’s 
clock-radio will be available in four colors: 
walnut, ebony, ivory and green. 


Flex-Let Offers Merchandiser 
For Beau Brummel Jewelry 


An efficient men’s jewelry merchandiser 
is being shipped at no extra cost to all 
jewelers who order 24 pieces of Beau 
Brummel men’s jewelry. Specially de- 
signed for over-the-counter presentation 
and for smart on-counter and in-window 
display, the new merchandiser is the latest 
selling aid created by Flex-Let. 





161%” 
high, the Beau Brummell merchandiser is 


Measuring only wide by 934” 
framed in hand finished oak. Each mer- 
chandiser holds three pairs of cuff lisks 


three tie bars and four matching sets. 
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New Manufacturing Quarters 
Purchased by Alice Jewelry 


New and enlarged manufacturing quar- 
ters have been purchased by the Alice 
Jewelery Co. of Providence. The 24,000 
sq. ft. building, located at 52 Valley St., 
Providence, will permit a production in- 
crease of almost 100 per cent, according 
to Lou Jaron, general manager. New 
showrooms will be installed when the 
firm moves shortly. ) 


Pre-Christmas Selling Drive 
Plans Announced by Gruen 


Plans for the greatest pre-Christmas 
selling drive in the history of The Gruen 
Watch Co. were revealed recently at the 
company’s sales conference in Cincinnati. 
Sharing the spotlight with more than 300 
new Gruen models was the most extensive 
advertising program Gruen has ever of- 
fered. 

Gruen double page and full page ads 
will run week after week in Look maga- 
zine, starting September 9. On television, 
44 stations throughout the country will 
sell Gruen watches on the popular half-hour 
dramatic show “Gruen Playhouse.” 





Benjamin S. Katz (right), Gruen presi- 
dent, points to an important “plank” on 
the “Gruen Platform.” Looking on are 
(left to right): Abraham S. Braude, Gruen 
sales promotion director, and J. E. Wessels, 
assistant to the president. 


School Promotion Material 
Prepared by Sheaffer Pen 


Back-to-school newspaper advertising 
mats, radio spot commercials and audio- 
video television commercials are being 
offered to dealers by the W. A. Sheaffer 
Pen Co. All ads, themed to the September 
rush to schoolroom, feature Sheaffer’s TM 
(Thin Model) fountain pens, ballpoints 
and mechanical pencils. 

Newspaper mats range in size from one 
to four columns in width and four inches 
to a page in depth. They are offered free 
of charge, as are the radio and television 
commercials. 

















New Sterling Line 
Introduced by Oneida 
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A new line of sterling called Oneida 
Community Sterling has been introduced 
by Oneida Ltd., and will be distributed 
through wholesalers. Two patterns, “En. 
gagement” and “Melbourne,” have been 
designed for the new line. 

Oneida Community Sterling will be in- 
troduced to the public this Fall by a series 
of ads in House Beautiful, Vogue, Living 
for Young Homemakers, etc. Oneida is 
making available to dealers two-colored 
folders for counter use, newspaper mats, 
and, with the purchase of 2 six-piece place 
settings in each pattern, a deluxe display 
unit which features the two new patterns. 


Foster Counter Trays Feature 
Long and Short Watchbands 


Foster Metal Products, Inc. of Attleboro, 
Mass., has introduced a package “deal” of 
three refillable counter trays of long and 
short watchbands. The Foster idea is that 
expansion watchbands have become such 
a staple jewelry item that every jeweler 
should seek to make his store the watch- 
band headquarters in his neighborhood. 
To achieve this desirable position he must 
be prepared to fit any customer with any 
design the customer prefers. 

Foster’s trays have longs and shorts of 
six popular numbers, and the trays sell 
for $42.90, Keystone, with 12 1/20-10Kt. 
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gold-filled ladies’ bands. The tray of 12 
men’s bands of similar quality sells for 
$42, Keystone, and $30.66 Keystone for 
the tray with 12 bands with stainless 
steel tops. 
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e Protect your health 


o Keep clothing and workshop clean MODEL A. Needs only 2 x 4 


e Recover precious metals 


» Get faster, better grinding 
and polishing 


HE Leiman high-suction system acts as power- 
ful “lungs”, removing all dangerous grinding 
dusts and polishing particles at the source, Sur- 
roundings are clean and safe for you and your 


MODEL 47F. Needs only 18 x — 


29 inches floor space. Ideal 
for small shop, small work or 
restricted space. Has 1/3 
h.p. motor for wheels or buffs 
up to 4°’. Also % h.p. in- 
terior motor, suction fans and 
dust collectors. Adjustable 
dust hoods have wet pumice 
pans and electric light sock- 
ets. Very quiet running. May 
be used with your own polish- 


workers Put in a modern, inexpensive Leiman ing motor. 


Plugs into any 


foot floor space. Top produc- 
tion machine for all classes of 
jewelry and silver work. Ac- 
commodates two wheels or 
buffs up to 8°’. Dust hoods, 
with electric light sockets. 
Available either with 2 h.p., 
110 volt motor or 1 h.p., 220 
volt motor. Two dust collect- 
ing cabinets permit separate 
collection of gold, platinum 
or other dust for recovery. 





“all-in-one” unit and enjoy dependable protection standard 110 volt outlet. 


and production for years and years. 











171 Christie S#. 
Newark 5, N. J. 


WRITE FOR FREE DETAILED BULLETIN show- 
ing various models and prices. No obligation. 
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DICTIONARY 


COMPLETELY REVISED 
* SECOND EDITION x 


$600 POSTPAID 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 


Check or Money Order Must Accompany Order 
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from it 
WILLIAMS exclusive Dyna-flo 
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JEWELERS PRICE TICKETS 
COMPLETE WITH CONTAINER 


#950 $1750 





T GOLD PALLADIUM 

oom ” * anne TICKETS PLATINUM SILVER 
© 1092 

150 PLASTIC EASELS pe not nang known method 


100 TABS 

ROLL OF SPECIAL ADHESIVE 

ORDER YOUR CHOICE 
A—lIvory with Black Figures 
B—Black with Silver Figures 
C—Half Black & Half Ivory 


Lhat’s why Williams pays you 
more for every ounce of 
grindings, filings, sweepings, 
polishings, watch cases and 
dust. A broad statement? Let 
us prove it! Send us a trial 
shipment NOW. Prompt cash 
returns. 





SIZE 


6 or every popular 
Price denomination fr 
25¢ to $1000.00. 





CAN ALSO BE AFFIXED TO WOOD—GLASS—METAL—FABRIC 
AVAILABLE AT YOUR JOBBER OR ORDER DIRECT 


Franklin Nth. CORP. “xs: 
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BUFFALO 14, N. Y. 
HAVANA, CUBA 


2978 MAIN ST., 





FORT ERIE, ONT. 
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Rogers Sterling Plans 
Fall Video Promotion 


Dave Garroway’s TV show “Today” will 
be used by Rogers Sterling division of 
The International Silver Co. beginning 
October 13 in an extensive campaign to 
create new customer traffic for silverware 
dealers. 

“The immediate purpose of this promo- 
tion is to get women to visit their local 
silverware dealers and to provide the dealer 
with an opportunity to sell profit-making 
specials,” said John D. Shaw, Rogers Ster- 
ling sales manager. 


Handy & Harman Develops New 
Metal Joining Composition 


The development of a new metal joining 
composition was announced recently by 
Handy & Harman, Inc., refiners and fabri- 
cators of precious metals. The new compo- 
sition, to be known as “EB” silver brazing 
alloy, is primarily intended for use in braz- 
ing chromium carbide, cast carbides and 
other “hard-to-wet” carbides. Effective re- 
sults have been obtained on high tung- 
sten-copper alloy, cer-mets and other refrac- 
tory alloys difficult to braze. 

The new alloy is composed of 57 per 
cent silver, with the balance of the compo- 
sition containing copper, manganese and 
tin. It has a melting point of 1120°F. and 
a flow point of 1345°F. 


Complete Array of Jewelry 
To be Exhibited at Denver Show 


Jewelers throughout the intermountain 
and west central states will be in Denver 
from September 14 to |7 to attend the 16th 
Denver Gift and Jewelry Show at the Hotel 
Albany. 

A comprehensive array of jewelry mer- 
chandise from leading manufacturers and 
importers will be featured at displays oc- 
cupying the third through the sixth floors 
of the hotel, as well as the entire mezza- 
nine, sample rooms and open booths. 


New Product Offered 
By C. & E. Marshall Co. 


As part of its campaign to help jewelers 
merchandise store products and _ services, 
C. & E. Marshall Co. recently announced 
another new product, “Jewel-Re-Pak.” 
This product, according to the company, 
offers a jewelry store advertisement for 
Jess than one cent. “Jewel-Re-Pak,” the 
firm states, offers an artistic, eye catching 
design, with each individual store adver- 
tisement for no more than the cost of an 
ordinary printed paper bag. 

The overall design bears the legend, 
“Gifts That Last,” drawings of watches, 
pearls, etc., with diamond drawings imme- 
diately above the individual store ad. 
Jewel-Re-Pak comes in three sizes each 
of four different colors, printed with spe- 
cial jeweler’s silver gray ink. 

For complete details about this new 
product, contact any Marshall distributor 
or write to C. & E. Marshall Co., Box 7737, 
Chicago 80, Illinois. 
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Display Unit Created 
By Seth Thomas 








99 


To help dealers sell “Glance,” the new 
decorator type wall clock styled to fit any 
room in the home, Seth Thomas has created 
the above display unit. It is free of charge 
with every order of the “Glance” sextet 
display assortment. 


JIC Promotion Backed 
By Jacques Kreisler 


The Jacques Kreisler Mfg. Corp. has 
prepared a number of aids to help retail 
jewelers benefit from the JIC “Watch 
Inspection Time” promotion, September 
11 to 20. <A wide variety of newspaper 
mats, suggesting the need for a watch 
check-up, are available to dealers for use 
in advertising “Watch Inspection Time.” 
Kreisler has also prepared transcriptions 
for radio promotion of watch inspection. 
Also available to dealers are direct mail 
pieces and repair department helps in the 
form of tags and envelopes. 

In addition to these dealer aids, Kreisler 
is devoting time on its national television 
program, “Tales of Tomorrow,” to adver- 
tising “Watch Inspection Time.” 





Squire Jewelry Features 
Genuine Mother of Pearl 








From the new Squire line of men's jewelry 

by the Taunton Pearl Works, is this Royal 

Crown" set. Attractively packaged, the set 

features genuine hand carved mother of 
pearl, 











Calvert's Fall Line 
Includes Indimatic Styles 


“Our new Fall line is star studded with 
a number of new and handsome models” 
commented J. L. Grant, Calvert Watch 
president, “with a lot of interest being 
shown in our Indimatic self-winding 
styles. These numbers feature a mall 
window in the dial that shows the number 
of reserve hours of running time in the 
main spring. When the mainspring has 
less than 12 hours of running time yp. 
maining, the numerals appear in red 
warning the wearer.” | 

The Indimatic self-winding Calvert js 
shown in water-resistant cases, both all 
steel and with gold filled tops to retail at 
$55 and $59.75 respectively, tax included. 


Wire Display Unit 

Features Speidel Bands 
“Raindrop” is one of Speidel’s new 

bands for women. To show the new bands 


to best advantage, Speidel has created 
some unusual sets of window display units, 





Above, “Raindrop” bands are featured 
against a wire frame sunburst effect. 





Tag Recording System Aids 
Watch Repair Efficiency 


The Jem Co. (Jewelers’ Efficiency 
Method) of South Norwalk, Conn., is 
now marketing a simple, efficient and 
patented Tag Recording System which 
has been used successfully for many years 
in the watch repair department of the 
David Pinkas jewelry store in South 
Norwalk. 

The Jem tag, which measures approxi- 
mately 9 in. x 3 in. is uniquely designed, 
printed, triple-numbered, _hole-punched, 
metal-eyeletted, stringed, and _ perforated 
to form three basic units—with the same 
number imprinted on each unit. Instead 
of “hanging the watch” the repairman 
hangs one tag unit. The second unit is 4 
practical record filing card. The third 
unit is a numbered customer’s receipt 
card. 

An informative manual entitled, “Don't 
Hang the Watch—Hang the Tag!” is be- 
ing prepared for free distribution 0 
jewelers along with free samples of the 
Jem tags. Inquiries should be addressed 
to The Jem Co., 103 Washington St 
South Norwalk, Conn. 
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Handy & Harman Marks 
g5th Anniversary 


Starting 85 years ago as dealers in silver 
and gold bullion, specie and bonds, Handy 
& Harman’s business today is a far cry 
from what it used to be. Today by dint of 
market and metallurgical research plus 
. aggressive selling, the company has changed 
its business complexion completely. 

In place of dealing in bullion, specie 
and bonds, it now manufactures and sup- 
plies the arts and crafts with a large part 
of the sterling silver, karat gold, anodes 
for plating, gold and silver solders and 
gold gold and silver in special forms which 
are used in fabricating so many finished 
articles in the jewelry, silversmithing and 
kindred trades. 

The company’s manufacturing efforts, 
starting around the turn of the century, 
began in one small plant in Bridgeport, 
Conn. Today, with plants in New York, 
Bridgeport, Providence, Chicago, Los An- 
geles and in its wholly-owned subsidiary 
at Toronto, the company is doing a grow- 
ing nationwide business. 





‘Magic Mirror’ Package 
Features Snow White Watch 


The latest addition to the family of The 
United States Time Corp.’s_ children’s 
watches is Snow White, which went on 
the market early this summer. The new 
Snow White watch comes in a package 
accompanied by a “magic mirror” which 
has practical use for little girls. 





It was also announced that the eight 
millionth children’s character watch came 
off the assembly line of the Middlebury, 
Conn. plant recently. These watches carry 
the brand of Ingersoll. 


Fall-Christmas Campaign 
Set for Universal Products 


Six new appliances, four promotions and 
a big national advertising program will be 
used by Landers, Frary & Clark to support 
its Fall and Christmas campaign, Stanley 
G. Fisher, sales manager of the electric 
housewares division announced recently. 
| The six new “winning candidates” head- 
ing Universal’s ticket of electric house- 
wares are a deep fryer, travel iron, auto- 
matic waffle baker and sandwich grill 
combination, and three new heating pads 
aimed to broaden the market for Universal 
electric housewares, 

Seventeen national magazines have been 
selected to carry full color, double page, 
full page and fractional page spreads run- 
ning through December. 
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Comprehensive Advertising Program Announced by Keepsake 


BO as 
— 





A complete new advertising program for 
Keepsake Diamond Rings, spearheaded by 
an intensified, large-space national maga- 
zine Campaign, was launched at the A. H. 
Pond Co.’s recent semi-annual sales meet- 
ing in Syracuse, N. Y. 

Above, a blow-up of one of the full-color 
Keepsake pages to be seen in Life, Look 
and Seventeen magazines receives unani- 
mous approval from group composed of 
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Roland B. Pond, the company’s secretary 
and diamond expert; Robert A. Pond, 
president; A. W. Doolittle, advertising 
manager; Al Morse, territory manager; 
and R. QO. Beadel, sales manager. The 
national advertising is supplemented by 
an array of dealer promotional aids, in- 
cluding material for newspaper, radio, 
television, point-of-sale, outdoor and direct 
mail advertising. 





Gemex Offers Support 
For Watch Inspection Time 


To help jewelers tie-in with the forth- 
coming Watch Inspection Time promotion, 
Gemex is making available to retailers 
specially printed postcards. The card’s mes- 
sage reads in part, “It’s Watch Inspection 
Time . . bring yours in for a Free 
check-up!” 

The postcards are available free, the 
only charge is for the government postage 
—$2 per hundred cards. 


Sure-Footed Promotion 
introduced by Elgin 


The lowly door mat has become a useful 
merchandising aid for jewelers. The cus- 
tomer still wipes his feet on it, but the 
mat makes a greater impression on him 
than he leaves on the mat. 

Elgin National Watch Co. announced it 
is making available to the trade a new 
20 by 36 inch natural rubber pad on which 
the jeweler’s name is imprinted in red 
inlaid letters. 





Gordon Howard, advertising manager, 
said the mat not only enhances the appear- 
ance of a jewelry store’s entryway but 
also proyides an extra opportunity to 
implant the jeweler’s name in the cus- 
tomer’s mind—feet first. 























Earring Line Features 
Versatile Package Unit 





Louis Stern Co., Providence, is offering 
an unusual and attractive re-use package 
for its new line of 10Kt. gold earrings. 
Each pair of earrings is mounted on a 
velour picture frame. When the jewelry is 
removed a photo can be placed in the 
frame. 

The Stern Co. has also designed an 
interesting wooden display which accom- 
modates 18 pairs of earrings, each pair 
coming in an individual frame. This dis- 
play can be used for counter or window. 
The earrings are available for pierced 
ears, 18 pairs in the display at $45. For 
non-pierced ears the price is $58.50. 


Reed & Barton Introduces 
Sterling Spoon Pins 


Sterling spoon pins are now available 
in eight popular Reed & Barton patterns. 
The miniature lapel pins come in _ the 
following patterns: Burgundy, Dancing 
Flowers, French Renaissance, Georgian 
Rose, Francis First, Florentine Lace, 
Pointed Antique and Marlborough. 

Each Reed & Barton sterling spoon pin 
has the name of the pattern stamped on 
the back of the pin. Pins list at $1.50 
each including federal tax. 
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Wadsworth Previews 
Life Advertisement 





wondertul, worderts! WADSWORTHS 


Pretty plunder for your personal Ange! 





eticapmmme WADSWORTH sce acu 


Here’s an advance look at the full-color 
showcase of compacts being displayed in 
the December 15 issue of Life magazine 
by Wadsworth Watch Case Co. To ease 
a man’s problem of choice he can first 
identify his wife or sweetheart with one 
of the three types of “angels’”—tailored, 
sophisticated or feminine—then pick a 
compact accordingly. 





New English Factory 
Opened by Ronson 


Ronson Art Metal Works, Inc., announces 
the opening of a new, ultra-modern factory 
in Leatherhead, England, by Ronson Prod- 
ucts, Ltd., a wholly owned subsidiary. The 
dedication of the new plant was marked 
with an official ceremony attended by 
leaders of trade, industry and government 
as well as by Ronson executives of the 
American and British companies. 


Two-Color Life Ad 
Scheduled by Hadley 


The perfect band for your watch 
is on this page! 


% 2AST TO PE OO PME OMORTY “WHESS OF PAsnODKR 
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A two-color ad in the November 14th 
issue of Life magazine will feature 18 
watch bands by Hadley Co., laid out in a 
wheel arrangement. The ad, reproduced 
above, marks the first consumer campaign 
ever undertaken by Hadley, a 40-year-old 
manufacturing firm which was purchased 
last year by Elgin National Watch Co. 
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Heirloom Sterling Ads 
Stress Coordinated Settings 
This Fall, Oneida Ltd., creator of Heir- 


loom Sterling, marks the fifth anniversary 
of its familiar place-setting promotion. 
As in the past, Heirloom’s campaign fits 
into current tableware trends, a_ trend 
which combines sterling with elegant 
China or informal earthenware, contrast- 
ing linens, original textures. 

Heirloom Sterling’s advertising schedule 
includes four-color pages in twelve leading 
national magazines. From now through 
December the ad series features a single 
six-piece place setting in nearly life-size. 
Each page silhouettes “sterling to sym- 
bolize your lifelong partnership” against 
party-dressed tables for brides-to-be to 
housewarming guests. 





‘Silver Keep’ Bags Keep 
Hollowware Tarnish-Free 
C. & E. Marshall Co. and its distributors 


are now offering a new consumer item 
designed to build store traffic and good- 
will, as well as make a good profit for 
jewelry stores. It is called “Silver Keep,” 
a new transparent bag designed to keep 
hollowware free from tarnish. 





The company is making available a two- 
color counter display unit which holds 
24 attractively printed envelopes. Each 
envelope contains 5 different sized bags 
plus rubber bands. For complete details 
about this new “Silver Keep” bag, write 
Department J, C. & E. Marshall Co., Box 
7737, Chicago 80, Illinois, or any distrib- 
utor of the company’s products. 





Direct Selling Program 
Completed by Hamilton 


Nearly 100 members of Hamilton 
Watch Co.’s sales department recently 
concluded a_ two-week sales conference 


during which complete plans and policies 
of operation under direct selling were 
revealed and discussed in detail. 

It was announced that a new catalog 
showing the Fall line of active models is 
being distributed to the trade and that 
Hamilton salesmen will hereafter carry 
complete sample lines, including the new 
Lady Hamilton series of diamond-set 
models. 





| 
| 
| 








58 Carat White Zircon 
Exhibited at Convention 














Visitors to the A.N.R.J.A. convention at 
the Waldorf-Astoria hotel in New York 
were treated to an uausual exhibit by the 
Kimberly Gem Co. One of the highlights 
of the display was a 58 carat white zircon, 
reported the largest in the world, which 
was brought back recently from Siam by. 
James Martell, president of Kimberly. Mr. 
Martell is seen above holdng the 58 carat 
zircon. 
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Top Wyler Salesman 
Visits Switzerland 


Bob McCready, Oakland, California, won 
a trip to Switzerland by virtue of being 
top U. S. salesman for the Wyler Watch 
Agency in 1951. In the course of taking 
in sights he visited the Wyler Watch plant 
in Bienne where he met Paul Wyler and 
Emil Hermle, director of the Wyler Watch 
factory. 





Display Unit Features 
Earrings by Duane Jewels 





A new merchandising plan by Duane Jewels 

Inc., Providence, R. I., offers jewelers this 

free display unit made with easel back, gold 

metal frame with contrasting hunter green 

background. Display is available with the 

purchase of one dozen assorted boxed 
earrings. 
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Oratory Contest Winner 
Receives Hamilton Watch 





Andy McCollum, a senior in Oklahoma 
City’s Northeast High School, accepts a 
Hamilton watch from Wm. E. Pierpont, 
Hamilton’s New England zone sales man- 
ager (now North Central district sales 
manager). The talented Mr. McCollum 
won top honors in the Original Oratory 
Contest of the National Forensic League’s 
annual speech competition at Boston U. 
Mr. McCollum was first among contestants 
from 34 states. 


Seth Thomas-United Artists 
Co-Sponsor National Contest 


In a nationwide Seth Thomas promotion 
tying-in with the movie “High Noon,” more 
than 10,000 theatres across the country will 
be backing Seth Thomas dealers. The com- 
pany is sending out to dealers a complete 
promotion kit, to enable local dealers to 
take full advantage of this big promotion. 
As soon as play-dates for “High Noon” are 
scheduled for local theatres, the complete 
promotion kits are mailed out to the Seth 
Thomas dealers in that area. 

One hundred Seth Thomas Clocks will 
be awarded as prizes to those entrants who 
best complete the sentence: “The most 
exciting event in my life which happened 
at high noon is .. .” Local theatre man- 
agers will cooperate with Seth Thomas 
dealers to provide lobby space for displays 
of Seth Thomas prize clocks and space for 
dealer imprint on other display material. 
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Attractive Display Tray 
Introduced by Cross 





This rich looking new Cross display 
tray, No. 1-A, comes in a gray oak finish 
lined with royal blue velvet, and a light 
blue bengaline border. It holds an assort- 
ment of gold filled and sterling silver 
Cross gift pencils avd pencil-reels, retail- 
ing from $1.50 to $5. 
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Packaging Skill Shown 
In Arrow's New Brochure 


Arrow Mfg. Co., 567 52nd St., West New 
York, New Jersey, has prepared a special 
brochure to demonstrate to manufacturers 
the ingenuity of the firm’s packaging 
craftsmen. 

Included in the brochure are pictures 
of Arrow’s individualized boxes for some 
of the country’s most distinguished manu- 
facturers. Arrow creates boxes for men’s 
jewelry, costume jewelry, pearls, watches, 
pens and pencils, etc. The company invites 
inquiries from manufacturers. 





Motion Display Piece 
Available to Mido Dealers 


A new, automatic-turning display is 
available free of charge to all authorized 
Mido dealers, it was announced recently 
by Louis Aisenstein & Bros., Inc., sole 
distributors in the United States and pos- 
sessions for the Mido Multifort Super- 
Automatic Watch. 

The dominant feature of the display is 
a clear plastic bowl which continually 
turns. The bowl is filled with water, and 
a Mido watch is submerged. The turning 
motion of the bowl keeps the watch fully 
wound and the constant contact with 
water, the company states, is “dramatic 
proof of Mido’s waterproof qualities.” 





The display caption ties in with the 
“Torture Test” theme of the new Fall 
advertising. A spokesman for Louis Aisen- 
stein & Bros., Inc., states that this Fall 
campaign is one of the largest ever pre- 
pared for Mido. 


Direct Mail Campaign 
Set by Kushner & Pines 


Kushner & Pines Inc., announces a com- 
plete new promotional direct mail cam- 
paign designed to back up the jeweler on 
his own selling efforts. Now being mailed 
to retail jewelers throughout the country, 
the first K & P direct mailer illustrates 
a series of successfully proven promotional 
rings. 

This colorful brochure also includes a 
reprint for the jeweler to send to his own 
customers. 

In addition Kushner & Pines is readying 
an elaborate catalog for release toward 
the end of the year. The catalog will be 
index-tabbed to provide finger-tip selection 
of desired ring styles. 
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Craftsman To Sponsor 
Election Night Returns 





A barrage of TV spot announcements in 
cities from coast to coast on election night 
has been contracted for Craftsman Citation 
and Lady Citation Billfolds, by I. Small- 
man & Sons Co. of Paterson, N. J. These 
Craftsman spots will be interspersed dur- 
ing the presidential election returns as 
long as the balloting results are reported 
throughout the night. 

“Signing up” is Samuel Smallman, 
president of I. Smallman & Sons Co.; 
looking on, left to right, are Carl Quiat, 
advertising manager, Max Green, vice 
president of Lewin, Williams & Saylor, 
and Robert Brenner, LWS TV director. 





Special Mat Service 
Provided by Feature Ring 


Feature Ring Co. has issued a mat ser- 
vice for Feature Lock sets to meet the 
needs of the small-space buyer. The new 
service, consisting of one and two column 
layouts, features many types of proven 
promotions and some new ideas developed 
by Henry Peterson, president of Feature 
Ring. 

For information concerning this new 
service, consult your wholesaler or Feature 
Ring Co., Inc., 130 W. 46th St., New 
York City. 


Jewelers’ Windows Feature 
Longines Aviation Display 


Jewelers’ windows in many cities are 
attracting interested attention with the 
new Longines-Wittnauer Aviation display. 
This “loan display” features the watches 
worn by heroes of navigation-and explora- 
tion, and used by them for timing and 
navigating the historic world’s record 
flights of aviation’s most famous pioneers. 

The Longines Honor Roll lists such dis- 





tinguished names as Admiral Richard E. 
Byrd, Wiley Post, Howard Hughes and 
other famous men who have relied upon 
the reliability of Longines watches for 
navigating their pioneer flights. 


237 














Ivan Hill To Handle 
Dodge Advertising 


Dodge, Inc., manufacturer of trophies 
and makers of an extensive line of gift- 
wares, has named Ivan Hill, Inc., to direct 
its advertising and public relations. The 
appointment was made by A. W. Cowles, 
general manager, as part of the company’s 
new plans for a more extensive promo- 
tional effort in behalf of its dealers across 
the country. Publicity is being accelerated 
and advertising expanded. 





Above, Ray Dodge, president of Dodge, 
Inc., approves new catalog format sub- 
mitted by Joe Risolute of Ivan Hill, Inc., 
as new agency afhliation gets under way. 
Sales manager “Swede” Abrahamson 
(left) and ad manager Herb Reichels 
(right) look on. 


Allcraft Gets Fashion Award 


A fashion award for outstanding jewelry 
design was recently presented by the 
Fashion Coordinators Institute to the All- 
craft Novelty Co., Inc., 16-18 Maiden Lane, 
New York. The presentation took place 
August 10th on “Fun and Fashion,” a 
television program which originated in 
the studios of WPIX, New York. 

The Allcraft firm manufactures a line 
of high style fashion jewelry under the 
trade name of “Fantasy of Jewels.” 


Westinghouse Executive 
Wins 30-Year Service Award 





Ogden H. MacGillvray, left, appliance 
specialties factory representative for the 
New York area, recently received a gold 
pin award for 30 years’ seivice with the 
Westinghouse Electric Corp. The award 
was presented by John H. Ashbaugh, right, 
vice president in charge of the company’s 
electric appliance division. A Hamilton 
watch was also presented to Mr. Mac- 
Gillvray by members of the appliance 
specialties department. 


238 

















| 








News of 


Personnel 


—enal 








HERB CALVERT 
Oneida 


DICK FARRELL 


Oneida 


R. A. Bloom, director of sales for Wm. A. 
Rogers Division, Oneida Ltd., has announced 
territorial changes in the 1881 (R) Rogers 
(R) sales organization. Herb Calvert 
will move to Cleveland and cover that area; 
Dick Farrell is leaving the home office to 
cover Cincinnati, Calvert’s former territory. 


Louis Aisenstein & Bros., Inc., distrib- 
utors of Mido, Medana and Roamer watch 
brands, has made several changes and 
additions to its sales force, it was an- 
nounced by S. Stanley Moser, executive 
vice president. 


Burton Salomon, formerly with Lon- 
gines-Wittnauer, is the new sales repre- 
sentative for New England. Leonard 
Brown has been named to cover sections 
of New York State, Connecticut and Penn- 
sylvania. Barney Glick, formerly sales rep- 
resentative in parts of New York State 
and New Jersey, will service sections of 
Pennsylvania, Ohio and West Virginia. 


Jack Ozaroff, representing L. Luria & 
Son, Inc., in Ohio, Michigan and New York 
State, has moved to 19747 Monta Vista, 
Detroit, Michigan, in order to be closer to 
his territory. Mr. Ozaroff has been asso- 
ciated with Luria for almost 20 years. 





JACK OZAROFF 
L. Luria & Son 


ROBERT FOX 
Elgin 


Robert S. Fox has been named field 
representative for Elgin National Watch Co. 
in the Brooklyn, Queens, and Long Island 
territory, it was announced recently by 
W. D. Evans, general sales manager. 























———_ 


The appointment of P. Bernard Flem. 
ing as Public Relations Manager of the 
Westinghouse Electric Appliance Division 
was announced recently by J. H. Ashbaugh 
vice president. 


Announcement was made recently by 
F. L. Hartwig, sales manager of the Heir. 
loom Sterling Division of Oneida Ltd., of 
the appointment of Lowell W. Allen 1, 
replace E. J. Elford as northern Mid-Weg 
representative. 





LOWELL W. ALLEN 
Heirloom Sterling 


CARL QUIAT 

!, Smallman 
Carl Quiat has been named coordinator 

between advertising and sales departments, 

as well as assistant advertising manager of 

I. Smallman & Sons Co., Paterson, N. J, 

manufacturer of Craftsman Billfolds. 


Shields Inc., manufacturer of men’s 
jewelry, announces the appointment of Ben 
Klein as West Coast sales representative 
for the firms wholesale division, Bliss Bros. 
Mr. Klein will cover territory west of 
Denver. 


BEN KLEIN 
Shields Inc. 





Charles Merbitz, who was connected 
with M. Sickles & Sons of Philadelphia 
for the past 42 years, has joined M. J. 
Schuster, 15 Maiden Lane, New York City. 


—____-—-  ~— 


James B. Hofer, former district mat- 
ager for the west coast, has assumed the 
southern California territory for Arvins 
electric housewares division. Elmer Jor- 
gensen has assumed the West Coast radio 
TV area. Craig Britton, Arvin district 
manager, has moved to factory headquar 
ters in Columbus where he is responsible 
for the southwestern Ohio area. 
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Loophole in Fair Trade Law 
Seen as Cause for Concern 


After the initial enthusiasm which greeted 
passage of the new fair trade law had sub- 
sided, legal experts carefully studied the 
text of the new law to ascertain Its effective- 
ness. It was found that one weakness in the 

"new bill was the lack of language making 
t illegal to sell, across state lines, fair- 
traded merchandise at cut-rate prices. 
Concern over this weakness has been ex- 
pressed lately in statements emanating 
from leading manufacturers. 

Reference to this loophole was made by 
Lowell F. Halligan, vice president in charge 
of sales for the Hamilton Watch Co., in 
expressing his opinion on the effectiveness 
of state fair trade laws under the McGuire 
Bill. His opinions were contained in a 
letter sent to the California Retail Jewelers 
Association, in reply to a query from them 
as to Hamilton’s position under fair trade 
since passage of the McGuire Bill. 

Said Mr. Halligan of the new law: “It 
will separate the sheep from the goats most 
effectively. For the manufacturer who means 
fair trade, the McGuire Bill permits en- 
forcement. The manufacturer who talks 
fair trade, and looks for some _ technical 
locphole which will enable him to ‘work 
both sides of the street’, probably will be 
able to find it in the McGuire Bill. It is our 
considered opinion that the new Federal 
Law provides the means for pracfical en- 
forcement of the state fair trade laws, and 
very largely repairs the damage caused by 
the Supreme Court’s decision in the 
Schwegmann case.” 

Efforts to combat the weakness in the 
new law were announced by W. E. O’Brien, 
general sales manager of the Toastmaster 
Products Division McGraw Electric Co. 
His reference to the loophole was made 
in an announcement in which he pointed 
out that the company intends to vigorously 
enforce the maintenance of the fair trade 
price on the Toastmaster toaster in all 
states having fair trade laws. 

In referring to the weakness in the new 
law, Mr. O’Brien stated: “We are also giv- 
ing serious consideration to a long range 
plan aimed at preventing mail order dis- 
count houses, or other retailers operatng in 
non fair-trade states, from selling Toast- 
master toasters at cut-prices into fair trade 
states. We believe that adequate means can 
be found to prevent this.” 

One surprise development regarding fair 
trade was the announcement by the Eastman 
Kodak Co. on July 28th re-affirming their 
belief in the principles of fair trade. This 
was wholly unexpected because the firm 
had two months earlier, on May 28th, can- 
celled their retailer fair trade agreeements. 
A spokesman for the firm said they acted 
as they did at that time because “circum- 
stances made our established fair trade 
agreements unenforceable.” 

Reason given for their return to fair 
trade was the provision in the McGuire 
Bill which makes retailer fair trade agree- 
ments legally applicable to non-signers as 
well as signers. The company is now issu- 
Ing new retailer contracts in those states 
where it is permissible. 
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Meanwhile, a bid for Federal legislation 
to block mail-order price-cutting is being 
contemplated. The American Fair Trade 
Council is leading the new campaign to 
close this loophole in the present law. 





Proposed D. C. Optometry Bill 
Lost in Congressional Shuffle 


A measure which would have regulated 
the practice of optometry in the nation’s 
capital got lost in the shuffle for adjourn- 
ment. While in practice it applied only 
to the District of Columbia, numerous 
trade groups were in opposition because 
it was designed as a model or pattern for 
other cities or states. 

Opposition was based largely on the 
fear that it might be interpreted to mean 
(a) that optometry must be practiced as 
an individual profession—ruling out op- 
tometry departments in department or 
jewelry stores, and (b) that such a law 
might become the precedent or basis for 
other legislation which could prohibit 
operation of other kinds of departments 
by retailers. 


"House Beautiful’ Names Carrick 
Richard A. Hoefer, publisher of House 


Beautiful, announced recently the appoint- 
ment of Robert W. Carrick as editor of 
its publications—The Guide for the Bride, 
The Building Manual and the Practical 
Gardener. This is another step in the ex- 
pansion of the Special Publications Divi- 
sion of Hearst Magazines. This Division 
will also be responsible for the production 
of other publications which will be an- 
nounced later. 

Mr. Carrick was formerly managing 
editor of House Beautiful. 


—_—_— 





OPS Lifts Price Controls 
On Minor Durable Items 


From now on, you can expect the Fed- 
eral Government to tantalize retailers by 
lifting price controls on a few durable 
items, sales of which put very little money 
in the cash register. 

Latest commodities to go on the decon- 
trol list, meeting the test of producing 
minor contributions to over-all sales 
volume, are non-metallic buttons for cloth- 
ing; non-electronic hearing-aid devices; 
hand-made candles; finished film strips 
and finished projection slides; cork stop- 
pers; and figure balloons for advertising, 
publicity, and similar purposes. 

Few would disagree with the OPS that 
these items are not significant in the 
national economy. OPS points out that 
the bookkeeping involved in continuing 
price controls on these goods would out- 
weigh the importance of keeping them 
under control. 

Furthermore, says OPS, the decision to 
exempt these few items from price control 
will not result in any substantial changes 
in the prices at which they are sold. This 
statement would be true if made in con- 
nection with an extensive range of durable 
items, but price-fixers have shown little 
inclination to put the decontrol program 
into gear. 


Kalamazoo Group Names Miller 
Morris Miller, well-known jeweler of 
Kalamazoo, Mich., was recently elected 
chairman of the Traffic Division of the 
Kalamazoo Safety Council at the annual 
meeting held at his home. The dinner 
meeting was attended by 26 members. 
Long active in civic organizations, Mr. 
Miller is a past president of the Kala- 
mazoo County Fireman’s Association. 








Prior to launching its new direct-to- 
retail jewelers sales plan, the entire sales 
staff of the Hamilton Watch Co. convened 
in Lancaster, Pa., July 21 to 30, for what 
the firm termed the “most important” 
sales meeting in its 60-year history. 

During the two-week meeting the Ham- 
ilton sales organization, supplemented by 


a group of experienced new salesmen, at- 


tended a series of policy discussions cov- 
ering every phase of the new sales plan. 


| 





NEW SALES PLAN OUTLINED AT HAMILTON MEETING 


At the concluding meeting, Lowell F. 
Halligan, vice president in charge of sales, 
said, “Since our new selling policy was 
announced in May, we have received im- 
pressive evidence that jewelers through- 
out the country are awaiting your first 
calls with keen interest. I am confident 
we could not have a more able group of 
salesmen to launch the period of develop- 
ment and growth Hamilton is about to 
enter.” 
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Special Notices 


“Situation Wanted”—Regular type enly $1.50 
first 25 werds; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“‘Lines Wanted” and “Side 
Lines”’—regular type $3.00 first 25 words. Ad- 
ditional werds 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
25 words; additienal words, 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials and abbreviations 
count as werds and are charzed for as part of 
the advertisement. If answers are to he for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject te agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 


Special notice forms close 10th of the pre 
ceeding month, 


To avoid unnecessary correspondence mem- 
tion your location in the advertisement. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads. do not enclose original 
letters of re endations 


Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 











Situations Wanted 








ee 


JEWELRY repairer and engraver, first 
class, long experience; best references. 
Address “C., 817,” care J C-K. 





MELTER, press hand and die setter, 
wishes position : thoroughly experienced. 
Edward Steel, 32 Hubbard PIl., Brook- 
lyn 10, N. Y. 





MATERIAL department manager with 20 
vears’ experience; presently emploved, 
desires to make a change. Address “L., 
828,” care J C-K. 


MANAGER-salesman: 25 years’ experi- 
ence; know business from A to Z: con- 
sidered tops in field: relocate; $150. 
Address “A., 854,” care J C-K. 











ENGRAVER; over ®o5 years’ experience 
in fine stores doing monograms, in- 
scriptions and general lettering. Ad- 
dress “‘R., 835,’ care J C-K. 





BOOKKEEPER, full charge, accounting 
background; heavy experience: highly 
efficient, above average. Address “R., 
2926,” care J C-K. 





BOOKKEEPER, secretary: female; 15 
vears’ manufacturing experience: gen- 
eral ledger, payroll, taxes, profit and 
loss, ete. Address “K., 879,” care J C-K. 





JEWELER; assembler, experienced on 
ladies’ mountings, cast or pressed, also 
on ladies’ and gent’s stone rings. Ad- 
dress “B., 809,” care J C-K. 








JEWELER, A-1; 
pairs, platinum, 
desires position; age 45: 
experienced on quality work. 
“V., 784,” care J C-K. 


special order and re- 
palladium and_ 29gold, 
practical man, 
Address 





MIDDLE age man wishes position with 
pawnshop or jewelry store; many years 
experience in the jewelry business, buy- 
ing and selling. Address “N., 852,” 
care J C-K. 





MANAGER-salesman; complete knowl- 
edge of every phase of the jewelry 
business; presently employed; will re- 
locate if right position is offered. Ad- 
dress “H., 826,” care J C-K. 














BOOKKEEPER, F. C., nine years’ experi- 


ence all books, taxes, payroll, typing; 
trustworthy, highly efficient, capable 


handling customers, orders; $75 week- 
ly. Address “E., 819,” care J C-K. 





AGGRESSIVE, retail jewelry salesman, 
seeks position in Metropolitan area; 
can trim windows, handle special orders, 
watch estimates and credit department. 
Address “D., 863,” care J C-K. 





WATCHMAKER, some clock and light 
jewelry repairing; experience on re- 
peaters and chronographs, also Watch- 
master; prefer the State of Florida. 


Address “D., 839,’ care J C-K. 


ee) 


WATCHMAKER, skillful mechanic; 40 
years’ experience with finest American 
jewelers; competent on all makes of 
fine watches; best of tools and refer- 
ences. Address “E., 841,’ care J C-K. 








WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
lished concern. Address “C., 1035,’’ care 
J C-K. 





SALESMAN-manager; 22 years’ experi- 
ence on Fifth Ave. with top retail 
firms, seeks position upstate New York 
i aes Address “K., 729,” care 





WATCHMAKER, experienced, excellent 
schooling, desires position; now em- 
ployed at the bench in Georgia, but de- 
sires employment in North or South 
Carolina. Address “D., 811,’’ care J C-K. 





MANAGER-buyer, age 46, 20 years’ ex- 
perience retail credit stores, 100% 
promotion minded; complete Knowledge 
all phases of jewelry business; will re- 
locate. Address “A., 836,’’ care J C-K. 





WATCHMAKER, salesman and manager; 
chronograph, clocks and jewelry repair- 
man; B.T.S. graduate; 17 years’ experi- 
ence; best references; reliable and 
sober. Address “‘C., 810,” care J C-K. 





DIAMOND man, 28, college, nine years’ 
experience manufacturing sizes, seeks 
position with future with reputable firm 
as assistant buyer-assorter or with 
ap ae house. Address “B., 760,’ care 








SALESMAN, window trimmer; valuable 
all around man; available reputable 
credit store Newark, New Jersey, or 
easy commuting distance; highest ref- 
erences: bondable. Address ‘A., 870,” 
care J C-K. 





EUROPEAN trained craftsman, with 15 
years’ experience, desires work as manu- 
facturing jeweler or repairman; capa- 
ble of managing small workshop; good 
references. Address ‘“H., 843,” care 
J C-K., 





SALESLADY; experienced for retail or 
showroom, assistant buyer or broker- 
age; fine and antique jewelry. silver- 
ware, gifts; managing ability; best ref- 
erences New York firm. Address “H., 
772,” care J C-K. 





SALESMAN: 40: retail, outstanding sell- 
ing record with only largest credit 
jewelers; 20 years consistent record, 
selling diamonds, watches and better 
jewelry, especially diamonds: best ref- 
erences. Address “P., 780,” care J C-K. 





diamond and precious stone 
man; buy, assort, sell; 20 years’ ex- 
perience with finest manufacturer; 
presently self employed; seeKs position 
with future, wholesale or retail. Ad- 
dress “N., 853,’’ care J C-K. 


TOP notch 





MANAGER-salesman, knows all phases of 
retail jewelry store work: over 20 years‘ 
experience; 40 years of age; employed 
now, not a floater; not a miracle man 
but hard worker; best of references. 
Address “M., 831,” care J C-K. 























BOOKKEEPER ; 


; young woman, 
experience — wholesaler 
porter ; can take complete charge: 
ently employed; _ references ‘- iio 
politan area_ preferred. Address ip 
75,” care J C-K. " 


fo, 


five years 
and im. 





: = nner 
ABLE, American gentleman, excelje 
references, diamond expert, including 
selling and cutting, 35 years’ experience: 





honorable discharge army; fine health: 
available $6,000. Address “FP, 939: 
care J C-K. ie. 

tlt Lr. 


YOUNG woman, F. C. bookkeeper, selling 
ability, thoroughly experienced every 
phase diamond and jewelry business 
seeks position diamond house; Metro, 
politan area. Address “K., 721,” care 
J C-K. 





errata 


WATCHMAKER; 20 years’ experience 
with leading jewelers: competent: ¢g. 
pable; manage department or bench. 
work; excellent references; age 44. 
South preferred. Address “T,, 696” 
care J C-K. 








BOOKKEEPER-accountant; top execpy. 
tive; correspondence, credits, collec. 
tions; expert knowledge of office and 
merchandise, exceptional record; seek. 
ing responsible position. Address “E., 
674,” care J C-K. 








YOUNG lady, intelligent, attractive, three 
years’ business experience, knowledge 
stenography, typing, Monitor board: ip. 
terested in selling, or receptionist type 
position; Midtown New York City. Ad- 
dress “B., 883,” care J C-K. 





ce 


PACIFIC Coast lease operators and de. 
partment stores; supervisor, merchan- 
diser, buyer; acclaimed outstanding 
leader, will accept genuine challenge top 
organization; credentials, extensive ex- 
perience, capabilities unexcelled. Ad- 
dress “‘A., 815,” care J C-K. 





BUYER; watches and jewelry; attention 
watch importers, wholesale jewelers: 
Swiss watches, cases, movements, staple 
jewelry ; presently employed ; desires to 
change to progressive concern, vicinity 
New York. Address ‘“K., 827,” care 
J C-K. 





MANAGER, 41, employed, seeks greater 
incentive; top personality, diversified, 
New York, small town experience, sales, 


credits, displays, advertising, promo- 
tions; responsible family man; $100 
plus percentage. Address “E., 715," 
care J C-K. 





DESIGNER, outstanding creative ability, 
thoroughly experienced all types of 
jewelry, rings, watch cases, comnacts, 
ete.; practical factory and bench ex- 
perience; formerly with one of largest 
jewelry manufacturers: desires inter- 
esting connection. Address “E., 812, 
care J C-K. 








JEWELER-setter, on fine jewelry, wishes 
position; all around handmade jeweler 
on platinum, gold or palladium, also re- 
pairing and all kinds of setting; please 
state salary you pay; prefer Southwest 
or Western States: 25 vears’ experi- 
ence on bench: also take charge of 
shop. Address “G., 876,” care J C-K. 








MANAGER and saleswoman, experienced, 
presently employed, desires connections 
with reliable concern; varied experience 
in all phases of jewelry business, has 
selling ability; prefers silver depart: 
ment, buyer: in present position 1 
years: can furnish references. Address 
‘“J.. 878," care J C-K. 








MANAGER and buyer of diamonds and 
jewelry, silver, china, crystal: familiar 
with most lines, wishes to change post 
tion; 10 years manufacturing jeweler: 
20 years’ experience in all phases of 
store management; capable; best 0 
references; further details upon Te 
quest: would like personal interview. 
Address “P., 833,” care J C-K. 


Ove, 
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SITUATIONS WANTED—Continued 
—ooooo 
D setter and manufacturing 
- Se, with 24 years’ experience, age 
41, and married, desires work in re- 
tail store; thoroughly qualified to set 
any and all types of stones in platinum, 
palladium, gold or silver; manufacture 
and repair all platinum, palladium and 
gold jewelry, also some designing ; will 
go anywhere. Address “A., 803,” Care 
J C-K. 


rae 











MANUFACTURING jeweler, age 438, in 
own manutacturing business for over 
10 years, desires position as factory 
superintendent, or general manager of 
jewelry manufacturing concern ; 25 
vears’ experience in all phases of preci- 
“ious jewelry manufacturing; capable 
of taking complete charge of any size 
plant; best trade and character reter- 


es 99 


ences. Address “N., 832,” care J C-K. 


—————— 


——__—«—_— ica emai —s 


TOP notch manager-salesman, desires 
challenging position with live-wire or- 
ganization; a “go-getter” with “know- 
how” of every phase of business; ex- 
cellent appearance, personable and 
possess a natural flair to create good- 
will; if your organization needs a “shot 
in the arm” look no further, I am your 
man; don’t answer unless you mean 
business, “I do.’”’ Address “D., 524,” 
care J C-K. 











HEAD watchmaker, age 46, in good 
health, take full charge of watch and 
clock repair department, desires posi- 
tion with established concern; fully ex- 
perienced on all types of complicated 
watches and clocks, including marine 
chronometers, in supervision, estimat- 
ing; location, be within one hour’s 
travel from Grand Central . Railroad 
Station, 42nd St., Y. C. Address 
“M., 851,” care J C-K, 





GENERAL manager; 20 years’ 
thorough experience in installment 
jewelry business; buyer, general 
manager, advertising promotions, 
credit and collection; was with chain 
of 12 stores, volume running into 
seven figures; at present employed 
in above capacity; best of references 
and fine appearance; will travel 
anywhere. Address “‘A., 737,” care 


J C-K. 











eee 


Lines Wanted 








JEWELRY representative-jobber : experi- 
enced; wide contacts; seeks to repre- 
sent firms in Maryland area. Address 
‘M., 776,” care J C-K. 


——— 





SALESMAN, with following among New 
York City watch importers, desires es- 
tablished R.G.P. watch case line. Ad- 
dress “G., 845,” care J C-K. 








ee oe, 


PACIFIC COAST salesman, well known 
and established, desires line 14K jewel- 
ry, Senuine stones, or platinum line for 
fine Stores. Address “F., 2608,” care 

A. 


ee 


EXPERIENCED salesman, with Chicago 





office, wants manufacturer’s line for 
jobbers and large outlets in Midwest. 
Address Circular 250, Room 1415, Hey- 
worth Bldg., Chicago 2. 





SALESMAN, covering New England, New 


York State, Pennsylvania, Baltimore 
and Washington; now carrying line of 
Sterling silver hollowware, wants non- 
conflicting line of plated hollowware. 


Address “‘A., 880,” care J C-K. 
ee 








SALESMAN, with 10 years’ experience 
and established following among job- 
bers, wholesalers and chain stores, de- 
sires lines for the East Coast including 
ee City. Address “C., 761,” care 

E.. 





SALESMAN, wants line of rhinestone pins 
up to $100 a dozen to the wholesaler: 
have long established following through- 
out the East Coast and Midwest to 
the wholesale trade; straight commis- 
sion only considered. Address “J., 848,” 
care J C-K. 





MANUFACTURERS’ representative; 
large following throughout Eastern and 
Midwestern States, wants $1 to $3 re- 
tailers in pins, earrings, novelty jewelry, 
ete., to the wholesale jewelers, costume 
jobbers and premium @istributors. Ad- 
dress “H., 847,’ care J C-K. 








SALESMAN; top producer in the field is 
looking for packaged line of pronged 
necklace and earring sets to largest 
premium jobbers, catalogue houses and 
jewelry wholesalers throughout the 
country; only manufacturers capable of 
large production need reply. Address 
“K., 849,” care J C-K. 





MANUFACTURERS’ representative, with 
headquarters in Chicago, wants lines to 
call on jewelry jobbers in the Middle 
West and Southern territories; has 
beautiful offices, excellent experience, 
large following, fine references. Ad- 
dress Circular 253, Room 1415, Hey- 
worth Bleg., Chicago 2. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





A DIAMOND dealer established for sev- 
eral years on Fifth Avenue, New York 
City, is opening a branch office in the 
business center of Miami, Florida: we 
can act either as an agency or as a 
distributor for a reputable watch and 
silver flatware firm; excellent bank 
references available. Address “A., 759,” 
care J C-K. 





TOP manufacturers’ agent; have very 
large following among wholesalers, 
jobbers and large chain operations 
in the jewelry, premium novelty, 
tobacco and drug sundry- field, de- 
sires following lines:  no-jewel 
watches, wallets, ball pens, sets, im- 
ported lighters, watchbands and al- 
lied promotional items; will give 
intense coverage throughout entire 
Eastern half of U. S.; large volume 
guaranteed; straight commission 
basis only. Address “L., 850,” care 


J C-K. 








Side Lines 





———  -—i— ee 


SALESMAN, to carry established popular 
priced sterling hollowware line for New 
England territory; commission basis. 
Address “H., 686,’ care J C-K. 








SALESMEN, calling on better department 
stores and retailers, to show excellent 
side line of men’s sterling silver jewelry ; 

generous commission. Address “D., 791,” 
care J C-K. 


SALESMAN; to carry established pro- 


motional sterling hollowware line, on 
commission basis, for Southern States 
and North Central States. Address “J., 
687,’ care J C-K. 





SALESMEN ealling on retail jewelers, 


to sell our line of ladies’ and gent’s 
10 and 14K gold stone set rings; 
commission basis. Address “C., 


$38.” care J C-K. 


————— 





SIDE line: commission basis; extensive 


ultra modern ladies’ and men’s stone 
rings, by a manufacturer of quality 
made rings; most territories open ; write 
full particulars first letter. Address “G., 
823,” care J C-K. 





SALESMEN, with following, to repre- 


sent long established manufacturer 
of religious medals; lowest priced, 
fast moving, in sterling and brass, 
for jobbing trade; several territories 
open. Address “J., 773,” care J C-K. 





PROGRESSIVE Newark manufacturer of 


ladies’ competitive diamond mountings, 
has two territories open for aggressive 
salesmen calling on wholesalers and 
chains in the Eastern and Southern 
territories. Address “G., 771,” care 
J 





PROVIDENCE chain manufacturer re- 


quires salesmen calling on jewelry and 
religious goods manufacturers to handle 
complete line of brass, silver and gold 
chain: two territories open; Mid-West 
and Pacific Coast; commission basis. 
Address “C., 790,” care J C-K. 





SALESMEN, with non-conflicting line, to 


represent a manufacturer of 14K white 
gold cases and diamond attachments, 
also link, bracelet cases and gent’s at- 
tachments: South and Southwest terri- 
— open. Address “F., 840,” care 
J C-K. 





SALESMEN, side line; with established 


following; wanted by manufacturer of 
unusually designed gold wedding rings; 
commission and bonus arrangement; 
write territories you cover and full de- 
tails in first letter. Address “L., 825,’ 
care J C-K. 








EXPERIENCED salesmen, calling on 


retail jewelers and department 
stores, to sell, for nationally known 
manufacturer of popular priced re- 
ligious medals, crosses and rosaries; 
excellent opportunity. Address “‘A., 
787.” eare J C-K. 








SALESMEN, representing New York 


manufacturer, to sell fine line of gold 
and platinum mountings on commission 
basis: we have a 68 page catalog which 
could prove very helpful; most terri- 
tories open; references and details in 
first letter. Address “H., 795,” care 
J C-h. 








SALESMEN;; long established concern 


offers profitable, complete side lines 
of popular priced diamond rings, 
plain and engraved wedding rings to 
men with established retail follow- 
ing; inquiries treated with utmost 
confidence. Address “S., 782,” care 
J C-K. 








(Continued on page 242) 
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SIDE LINES—Continued 








SALESMAN wanted, with following 
among jobbers and chain stores, to rep- 
resent manufacturer of ladies’ 14kt, 
gent’s 10kt stone rings, diamond mount- 
ings and crosses; also 14kt cuff links; 
on commission basis; for Chicago; also 
man for Pacific Coast. Address “E., 
792,”" care J C-K. 





FOUR salesmen wanted; side line; un- 
usual opportunity for aggressive, and 
experienced men by a manufacturer of 
men’s and ladies’ popular priced stone 
rings for the better retail jeweler, to 
cover New England, Midwest, South- 
central and Southeast; commission 
basis, plus bonus. Address “J., 824,” 
care J C-K. 





SALESMEN, with following among 
wholesalers, catalogue and premium 
houses, to represent sole U. S. dis- 
tributors of world famous Lemaire 
binoculars and opera glasses, plus 
allied promotional items; need 
salesmen for both East and West 
Coasts; top opportunity for good 
men; write present connections and 
full particulars. Jake Levin & Son, 
12th & Walnut Bldg., Kansas City, 
Mo. 





WE want a man centered in Chicago, 
covering Middle West, also a man 
for the Pacific Coast, for the dis- 
tribution and promotion of cultured 
pearls; he must understand and 
have faith in the present and future 
possibilities of the article and not 
simply interested in the immediate 
commission; we would also consider 
someone already established in busi- 
ness; proven selling ability, integ- 
rity, ambition and vision are essen- 
tial requirements; we are importers; 
all communications will be held con- 
fidential, but must supply all details. 
Address “B., 837,”’ care J C-K. 








Help Wanted 








WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WANTED; A-1 jeweler, who can repair 
x: fg stones. Address “V., 1461,” care 








JEWELER, first class mechanic, capable 
of assisting foreman: write in detail. 
Address “‘V., 807,” care J C-K. 





GOOD jeweler, who is capable of doing 
some stone setting; salary and bonus; 
write in detail. Address “V., 805,” care 





JEWELER, with 10 years or more ex- 
perience; fine position for a capable 
man; give full information in first let- 
ter. Address “T., 806,” care J C-K. 


WANTED: first class jeweler, by fine 
store; excellent working conditions 
and salary. Address “B., 788,°’ care 
J C-K. 





SALESMAN; good following of jobbers, 
for gold and platinum ring line; a 
good opportunity for an experienced 
man. Address “G., 718,’ care J C-K. 





WATCHMAKER - SALESMAN, _ splendid 
opportunity, give references stating sal- 
ary and qualifications to Edwin Freed, 
care Alpert’s, Elmira, N. Y. 





WATCHMAKER, experienced; perm- 
anent position, air conditioned 
shop; wire or write. Hillman’s, 612 
Wabash Ave., Terre Haute, Ind. 





ESTABLISHED firm in Baltimore, Md., 
has opening for competent stone setter- 
jewelry repairman; steady employment, 
year around assured. Address “P., 779,” 
care J C-K. 





WHOLESALER, specializing in _ silver- 
ware, desires an experienced salesman 
for Washington area and surrounding 
territory. W. Bell & Co., 904 G St., 
N.W., Washington 1, D. C. 





SALESMAN, jewelry and findings; cover 
New York-Long Island, active accounts; 
good opportunity for experienced man; 
references; commission. Address “B., 
855,’’ care J C-K. 





SALESMAN wanted: wedding ring and 
stone ring line to be sold to the small 
retail jewelers on terms; territories out- 
side of New York and South open. Ad- 
dress “E., 492,” care J C-K. 





WE have opening for one active salesman 
with following retail jewelers, Ohio and 
Michigan, for well established manu- 
facturer, exclusive line of quality cos- 
tume jewelry, attractively boxed. Ad- 
dress “B., 816,’’ care J C-K. 





SALESMAN; fine Connecticut’ credit 
jewelry store, approximately 50 miles 
from Manhattan; excellent opportunity ; 
permanent future with growing con- 
cern; give full details, including salary. 
Address “F., 770,’’ care J C-K. 








WATCHMAKER; a young man as sec- 
ond wafchmaker, one who has abil- 
ity and ambition to own his own 
store some day; store experience 
preferred. R. E. Brigham, Oneonta, 





SALESMAN, for cash store near Chicago; 
must be experienced all phases retail 
jewelry and window trimming: full de- 
tails, including salary, first letter. Ad- 
dress, Circular 254, Room 1415 Hey- 
worth Bldg., Chicago 2, III. 





WATCHMAKER wanted; permanent 
position for second watchmaker; 45 
year old established store enjoying 
fine clientele; state in reply experi- 
ence and salary required. M. Meyer, 
Jeweler, Marion, Ind. 





WATCHMAKER, experienced; five day 
week; ideal working conditions’ in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address “‘R., 2165,’ care 
J 


, 
— 


GOOD all around jeweler, som 
order work and fine alteration oe 
permanent position in large Texas 
city; state experience, age and heal 
pay wanted in first letter. Address up 
623,’ care J C-K. '’ 





$$ 


SALESMEN; manufacturer of leading 
promotional line of sterling and jj. 
ver plated hollowware; _ severa] 
choice territories open; give resumé 
in strict confidence. Address “VW, 


409,” care J C-K. 








SALESMEN, with following among je. 
tail jewelers, specialty, gift and de. 
partment stores, to represent outstand.- 
ing line of costume jewelry, earrings: 
excellent opportunity ; no objection non: 
conflicting line. Address “B., 881,” care 
J C-K. 








WATCHMAKER, experienced and ea. 
pable; permanent position with 33 
year old firm; tri-city community of 
27,000; please give qualifications, 
experience, references and salary 
expected in first letter. C. A. Jensen, 


Jewelers, 709 First St., LaSalle, Ill, 





SALESMEN wanted; The Sheffield Silver 
Company and Farber Brothers, will have 
territories open for salesmen; drawing 
account against commission; submit 
full resumé; all replies will be treated 
in strict confidence. Address “D., 873,” 
care J C-K. 














———_——_—__.. 


WATCHMAKER, experienced; permanent 
position; one capable of waiting on 
trade and doing light jewelry repairing; 
fine store in Illinois; prefer man who 
worked in the smaller cities of 10 to 29 
thousand; reference required. Hanfts 
Jewelry, Charleston, IIl. 





SALESMAN; with following among the 
retail stores, to sell our line of ladies’ 
and gent’s 14K birth stone rings, 10K 
military rings, diamond mountings, 
dinner rings, 14K cuff links and crosses; 
drawing against commission; all ter- 
ritories open. Address “A., 802,” care 
J ; 





WELL known manufacturing jeweler 
of 14K diamond set earrings, en- 
gagement ring sets and dinner rings 
has several territories open for sales- 
men with established following 
amongst retail jewelers; replies 
strictly confidential. Address “G.., 
$42,”’ care J C-K. 


———e 





WATCH salesmen with good retail fol- 
lowing wanted in Texas, West Coast and 
Middle West (existing accounts will be 
turned over) by established importer 
with complete, low priced, fine Swiss 
watch line; commission basis; no 0b- 
jection to non-conflicting line. Address 
“C., 872," care J C-K. 








SALESMAN, South Africa diamond 
importers selling better stores, 
quire services of salesman with non 
conflicting line; rare opportunity; 
all territories open; outline exper 
ence fully, which will be kept ™ 
strictest confidence. Address D» 


818,” care J C-K. 
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HELP WANTED—Continued 











—— rrr ; 
N instructor to head a watchmaking and 
AN Me cutting school in public junior 
= e: three months summer vacation , 
collec: benefits; well equipped and 


jrement , : 
ret peration ; state ones. SS ay 
- school starts September 1. 
references ; SCI ; Ww. 


‘i daho Junior College, 1000 
Nets Ave. Coeur d’Alene, Idaho. 





a 


SALESMEN wanted; leading manufac- 
turer of ladies’ high class evening 
bag accessories, hand beaded and 
petit-point compacts, evening bags; 
Midwest, South, Southwest territor- 
ies open; can be earried as addi- 
tional line. Address “L., 775,” care 


J CK. 
ates 


SALESMEN, with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
covering Southern and Western terri- 
tories; residing in vicinity; travel by 
ear: drawing against commissions; ref- 
erences. Address “R., 2622,’ care J C-K. 











MIDTOWN Manhattan ; small, long estab- 
lished, retail jewelry store; young lady, 
neat, good appearance, with thorough 
knowledge and well experienced (espe- 
cially in silverware); opportunity for 
advancement, depending upon ability; 
nine to five, no nights: six days; full 
details and state starting salary. Ad- 
dress “E., 874,’ care J C-K. 





MANAGERS and _ assistant managers 
needed by Alpert’s with stores located 
in Elmira, Corning and Cortland: we’re 
expanding: if vou’re looking for a real 
future, write full qualifications in con- 
fidence, age, starting salary desired and 
draft status, at once: here’s a real op- 
portunity for you. Write to Edwin Freed, 
care Alpert’s, Elmira, N. Y 





WANTED, experienced jewelry man who 
knows jewelry business from A to Z; 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit and business 
promotion; no other man need apply; 
position in North Carolina, with perma- 
nent future for the right man. Address 
“E., 575,” care J C-K., 








FOR SEPTEMBER, 1952 


SALESMAN to represent manufacturer 
of diamond rings in Middlewest: 
customers Pennsylvania to Colora- 
do; line includes ladies diamond 
sets, men’s rings, promotional bridal 
pairs; drawing account for experi- 
enced man with following. S. Rei- 


man & Sons, 64 W. 48th St., New 
York, 








SALESMAN wanted: covering jewelry 


and department stores, to carry an addi- 
tional complete line of Titania rings, 
farring, pins, ete., on a commission 
basis ; no objection to carrying a non- 
conflicting line; excellent side line op- 
portunity ; when replying state experi- 
ence, lines carried at present, territory 
covered; all replies kept strictly con- 
fidential. Address “F., 793,” care J C-K. 








JEWELRY salesman, to represent a well 


established manufacturer of prong set 
rhinestone jewelry to retailers; this is 
a line which you will be proud to show 
and sell; write to us giving full details 
In your first letter, if you are interested 
in a small exceptionally attractive line 
Which will take very little time but 
will pay well; several good territories 
open on commission basis. B. David Co., 


2508 Vine St., Cincinnati 19, Ohio. 
eee 





SALESMAN with retail jewelry store 
following, by leading emblem line 
manufacturer for Southeast terri- 
tory including Maryland, Virginia, 
North and South Carolina, Georgia, 
Alabama, Florida; non-conflicting 
side line permitted; give complete 
information of experience; replies 
strictly confidential. Address “E., 
767,” care J C-K. 





MANAGER, with experience, capable of 
taking complete charge of a retail jewel- 
ry store; must be an A-l salesman, 
window trimmer, collection man, and 
have executive ability to delegate work ; 
this store is located in Ohio, and the 
starting salary will be based on ap- 
plicant’s ability and references as to 
previous experience; if you have the 
ability and experience, answer this ad 
giving details in your first letter. Ad- 
dress ‘“‘T., 783,’ care J C-K. 








IMMEDIATELY; three, top resident 
salesmen wanted with large following 
among retail, chain and department 
stores, for manufacturer of 14K gold 
line, consisting of pins, earrings, charms 
and bracelets: manufacturer has just 
sent out 49,000 (Big Seven) catalogs 
throughout the U. S.; all territories 
open except New York State; commis- 
sion basis; send references; confiden- 
tial. United Jewelry Co., 56 W. 45th 
i. Be Bs Ue 





SALESMAN wanted for Chicago and sur- 
rounding territories, also one for Denver 
and Mid-Western States, to represent 
well established concern; we manufac- 
ture platinum and gold diamond single 
stone and wedding rings, platinum and 
gold diamond watches and attachments, 
also a selection of gent’s and ladies’ 
gold stone rings, genuine and synthetic: 
splendid opportunity for honest and con- 
scientious man; liberal commission: 
non-conflicting line acceptable; replies 
confidential. Address “E., 866,’ care 








For Sale 


Stores, Stocks and Businesses 








JEWELRY, established 32 years: stock 
and fixtures $11,000: will sacrifice for 
$8,000, due to illness. Oscar Marcus, 
32 N. Mechanic St., Cumberland, Md. 





FOR SALE; engraving, jewelry and 
watch repair shop, in North Florida’s 
largest, fast growing city; completely 
equipped, tools, findings and stones. Ad- 
dress “J., 844,’ care J C-K. 





STORE in Wilshire district, Los Angeles, 
California; 15 years same owner; good 
lease, spendid franchises, good repair 
business; sickness, reason for selling. 
Address “G., 794,” care J C-K. 





JEWELRY repair, special order shop; 
setting, engraving, for the trade and 
private customers; located one of larg- 
est cities Florida. Address “K., 884,” 
care J C-K. 





SMALL modern jewelry store; Southern 
Montana; Milwaukee railroad watch in- 
spection; good volume; excellent reason 
for selling; $15,000. Address “N., 692,” 
care J C-K. 





SMALL jewelry store, Bergen County, 
New Jersey; population 20,000; must 
be watchmaker; good location; around 
$4,000 stock and fixtures; good reason 
for selling. Address “K., 798," care 
J C-K. 











JEWELRY store for sale in mile high 
Denver, Colorado; excellent busy traffic 
location; long established; nationally 
advertised lines. Address L. Genjian, 
27 Broadway, Denver, Colo. 





WELL established, small jewelry business 
in heart of Beverly Hills, for sale on 
account of death; $7,000 takes it, stock, 
tools, equipment and all; perfect set-up 
for man and wife, or watchmaker and 
jeweler. Address “R., 781,” care J C-K. 





ESTABLISHED jewelry store in heart of 
rich coal industry of Virginia; good re- 
pair prices; reputation; lease; plenty 
work; no competition; can buy all or 
part of stock. $2,000-$3,500. Address 
“J., 796,” care J C-K. 





WATCHMAKER’S dream; long estab- 
lished, profitable, jewelry store; small 
County seat town; stock, fixtures, tools, 
etc., reduced from $9,800 to $8,000. Con- 
tact immediately, Tiede’s Jewelry, Mt. 
Vernon, Mo. 





DALLAS; most beautiful, air condi- 
tioned, suburban store; 20 years in 
same location, doing over $40,000 
year; will reduce stock; good wateh 
repair business. Address “N., 778,” 
care J C-K. 





SOUTHERN California; my beautiful, 
modern, well established jewelry store 
for sale, 20 miles from Los Angeles; 
$30,000; good reasons for selling; de- 
tails will be given to interested, re 
sponsible parties. Address “K., 774,” 
eare J C-K. 





SMALL jewelry store and watch repair- 
ing, established seven years in high and 
dry climate; 85% sunshine; ideal for 
asthma and arthritis sufferers; come 
here and get well, town 8500; inventory 
and fixtures $5,650. Address “R., 859,’ 
care J C-K. 





JEWELRY store, doing around $50,000 
yearly volume; could be increased; in 
eastern Pennsylvania; three local fac- 
tories employing over 1000 each, plus 
many other industries; large drawing 
population; $17,000 takes all. Address 
“Y., 786,” care J C-K. 





JEWELRY store and large repair busi- 
ness, in central Illinois city, established 
24 years; nationally Known lines of 
merchandise with materials, fixtures 
and equipment; sacrifice price $8,000; 
watchmaker’s opportunity for indepen- 
dence. Address “F., 822,” care J C-K. 





FACTORY for sale, because of illness; 
I. S. Manufacturing Co., 83 Canal St., 
New York, selling out; established 
jewelry business fully equipped for 
manufacturing; a complete casting de- 
partment, stamping, rollers, polishing, 
molds, models, plus many other articles 
which cannot be described; could be 
sold complete or by pieces. 





MODERN jewelry store, New York state; 
established over 100 years; all stand- 
ard brands of merchandise; excellent 
repair service; inventory, fixtures and 
balance accounts receivable, approxi- 
mately $30,000; excellent opportunity 
to carry on old established business; 
reason for wanting to sell, wish to re- 
tire; no brokers need apply. Address 
“W., 785,” care J C-K. 





(Continued on page 244) 
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FOR SALE—Continued 








WHOLESALE jewelry business, located 
in the East; this fine, established whole- 
sale business has been one of the best 
known and most aggressive houses for 
the past 55 years; well organized, and 
possessing all of the important fran- 
chises for leading jewelry and allied 
lines it has an excellent earning record, 
extending over a long period; the pres- 
ent partners in the business wish to 
retire. For further information address, 
“C., 765,” care J C-A. 





For Sale 


Tools, Equipments 





———— —_ 
———___ 


USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 








ACROMARK ring stamping machine, new, 
never used; also Rhodes milling ma- 
chine and Burke #4 shaper. Rosenthal 
& Kaplan, 126 W. 46th St., N. Y. 





FOR SALE; double jewelers’ bench and 
polishing machine, with dust collector; 
both new; price for both, $130. A. T. 





Jewelers, 444 Third Ave., New York 
City. 
FOR SALE; two national cash registers 


in first class condition, suitable for han- 
dling ledger accounting. Address “D., 
766,” care J C-K. 





FINE “New Hermes” engraving machine, 
$325, new: five sets alphabets, list $246; 
asking $246 for alphabets, machine 
free. Write, Dave Sharp, 3106 Madison 
Road, Cincinnati, Ohio. 








Business Opportunities 


, 











EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





LOUIS LENHCFF, auctioneer, sales 
coast to coast, 3010 W. Chicago 
Blvd... Detroit 6, Mich. Phone: Tyler 
6-0439. 





M. C. MAXWELL, exclusive jewelers 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920, Res. 4-7231. 1429 
Boardwalk, Atlantic City, N. J. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
1S. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 








AUCTIONEER; 10 successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





SPLENDID opportunity for a live wire 
man; partnership offered or buy out- 
right gold jewelry manufacturing com- 
pany; established and respected in the 
trade; limited cash required to come 
into a going concern. Address “B., 801,” 
care J C-K. 








ATTENTION Mr. Jeweler; want to sell 
out, reduce stock, raise cash, removal, 
remodel. Robert E. Jones Sales Co., 
Auctioneers, flat sale conductors; we 
buy, we conduct sale for you. Phone 
KE 1-8683, Cleveland, Ohio. 25 Years’ 
experience in over 500 stores. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 





IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures: we have un- 
limited cash for this purpose; write, 
wire or call at our expense: references: 
Jewelers Board of Trade; shipment held 


for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madi- 


son St., Chicago 3, Ill. Randolph 6-7390. 





CASH for vou immedately; R. A. Zan- 
one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-0660. 





WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave... New York. Telephones 

Plaza 8-2110-2111. 








I AM ready to pay you cash, dollar 
for dollar, for your stock, Providing 
you have been an established ¢as}, 
jeweler for a period of years and ep. 
joy a good reputation; I will take 
stock over as a going, or going-oy 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 year 
of business; all correspondence held 
in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 





$$ 


DO YOU need cash; examine oy 
guarantee sales method of obtain. 
ing at least 10% above $ for $ fo, 
your surplus stock, after all sale, 
expenses; we have accomplished this 
amazing result for over 200 jeweler, 
in the past two years alone; their 
thankful letters are in our files fo; 
your inspection. Wire, write or tele. 
phone, Manny Silverman, of Silver. 
man Sales Enterprise, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 








AMERICA’S foremost jewelry auction- 
eer; write for booklet today, it em. 
braces letter after letter of recom- 
mendations; ours is an auction ser- 
vice for jewelers who care; we do not 
buy stocks and neither do we adver. 
tise to buy stocks just for contact 
purposes; experience after experi- 
ence proves that we obtain far more 
for jewelry stocks than has been of- 
fered for them by stock brokers; 
want instances of this fact, write us 
today, our last half dozen sales 
prove what we claim; now booking 
Fall sales; no substitutes, only per. 
sonal services with highly trained 
associate; recent sales, Texas, Okla- 
homa, Colorado, Ohio, Iowa, Illinois 
and Nebraska. Thomas J. Faussett, 


Howell, Mich. 


Wanted to Purchase 








WANTED: one, used Watchmaster in 
good condition: must be a late model; 
please state. price and model number. 


Address “C., 857,’ care J C-K. 





WANTED jewelry store, where the owner 
is retiring in a year; only interested in 
a store that is selling for this reason. 
Address “H., 877,” care J C-K. 








WANTED to buy jewelry store, within 0! 
miles of New York City or Miami, with 
leading sterling and watch lines. Ad- 
dress “‘C., 627,’’ care J C-K. 


end 


—— ——— 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 


———————— en 





IF you have a store or stores for sale, a 
a fair price, located in the Southeast, 
we are interested in buying; all infor 
mation confidential. Address “R., 168, 
care J C-K. 


_—— access 
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OO 
WANTED TO PURCHASE—Cont. 

——ee—e—ooooo 

. ratches, movements, solid gold 

CASH for vatchmakers _lathes, motors, 
creaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2018 
w. North Ave., Chicago 47, Ill. 

















_ 


hase for cash, an established 
cash or credit store located in North 
Carolina or neighboring States; must 
have possibilities for an active promo- 
tion minded individual with successful 
background; replies confidential. Ad- 
dress “G., 769,” care J CK. 





___ 


WATCHES wanted; all brands, any 
quantity ; highest market spot cash 
prices paid; we buy surplus jewelry, 
rings, diamonds, etc., correspon- 
dence invited; reference: Houston 
National Bank, Houston, Texas, Dun 
& Bradstreet, Inc. Diamond Jewelry 
Co., 6th floor M & M Bldg., Hous- 


ton 2, Texas. 





rr 


WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course, that it’s jewelry and belongs 
in a jewelry store; what’s more, 
we'll pay cash for it without hem- 
ming and hawing; wire or write your 
proposition or call. Ref.: Jewelers’ 
Board of Trade, Dun & Bradstreet, 
Manufacturers Trust Co.,.N. Y. 
Frank Pollak & Sons, since 1905, 72 
Bowery, New York, N. Y. Phone 
Canal 6-2854. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 


ROTI ES Se AION ARNO EEN RRO T 


Watch Work, etc., for 
the Trade 





(pws 





THIRTY-FIVE years’ experience in watch 
repairing, and prices right, satisfactory 
work; guaranteed good service. M. J. 
Kruse, 7219 Lake St., River Forest, Il. 


ee. 





SPECIALIZING in repairing chronographs 
and all types of watches; all watches 
timed by the Watchmaster: guaranteed 


Service, I. Altay, 22 W. 48 ” 
York 19, N. Y. —— 








KNOW your vibrator; mail direct; 
same day service; economical, de- 
Pendable, vibrating service. Hair- 


spring Vibrating Co., 406 32nd St., 


Union City, N. J. 





COMPLICATED and plain watch repair- 
ing ; chronograph cleaning, $18 ; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 


19, N. Y. Gedney 6-5300. 





BOSTON, Mass.; expert and guaran- 
teed watch repairing; prompt ser- 
vice; prices on request; mail orders 
invited. David Migdal & Co., 109-B 
Summer St., Telep. Hu 2-9547. 





RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St., 
New York 19, N. Y. 





OVERHAULED watches guaranteed one 
year; charges cancelled or refunded if 
not completely satisfied; quick service; 
competitive prices ; Watchmaster timed ; 
Neverust protection free. H. Manes, 
1001 Chestnut St., Philadelphia 7, Pa. 





EXPANDING trade watch repairing shop, 
all work guaranteed,’ electronically 
timed, every watch treated with Nevi- 
rust and KT-22, free; five-day service; 
send for free mailing box and price list 
with description of Nevi-rust. H. Bur- 
kan, P.O. Box 165, Knickerbocker Sta- 
tion, New York 2, N. Y. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





ALL styie beads restrung, plain or 
knotted; prompt service; reasonable 
prices. Mrs. Helen E. Stump, 202 State 
St., Shillington, Pa. 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 








SEEDPEARL repairing on horsehair; as- 
sembling all like new; mother of pearl 
supplied; we also have seedpearl jewel- 
ry. Asiatic Art Jewelry Co., 225 Fifth 
Ave., New York 10, N. Y. 





EASY profits; ring stone replacements; 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
Jamaica, N. Y. 











PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; Wwe specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. I 








COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling; 
specializing in diamond melee, Ru- 
tile (Titania), all sizes; cameos, all 
colors and sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, etec.; servicing the 
jeweler for over 35 years. Max 
Stern & Co., Inc., 17-23 John St., 
New York 38. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; _ stone 
cameos up to 50 mm size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 








To Let 





BENCH space for high class jeweler or 
diamond setter in fully equipped up- 
town shop, New York. Address “A., 
800,” care J C-K. 





WELL equipped jewelry manufacturing 
shop, suitable for platinum or gold 
work ; six seats; will rent to individuals. 
S. Stambler, 102 Canal St., New York 2. 
WA 5-0947. 





SEPARATE room, fully equipped and 
suitable for setters or engravers: all 
facilities in modern elevator building, 
Midtown. Rosenthal & Kaplan, 126 W. 
46th St., N. Y. 





COMPLETE, beautiful jewelry showroom, 
corner office, on Fifth Ave.-46th St., 
New York; walnut fixtures; Mosler 
safe, chest; ready to do business. Plaza 
7-4617 between 2-5 P.M. 





SEVENTY-FOUR W. 46th St., corner 
Sixth Ave., New York; desirable space, 
jewelry district; excellent North light; 
11th floor, Room 1103. Phone Luxem- 
burg 2-4580. 





BAY CITY, Michigan; desirable store 
space for rent in modern, three-story, 
fireproof building, housing movie theatre, 
shops and offices; size 17 x 50, with 
full basement; near 100% location. In- 
ea N Davidson Building Co., telephone 
ive 








Miscellaneous 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 
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ANRJA CONVENTION 
(From page 207) 


ANRJA committee to contact the gov- 
ernment requesting that facts on govern- 
ment use of platinum be disclosed with 
the purpose of clearing this situation of 
the inference that this is a controlled 
monopolistic market. 

Excise Taxes: That the ANRJA accept 
the decision that excise tax relief is not 
possible at this time but that at the 
proper time, Congress be urged to fulfill 
its obligations to the jewelry industry with 
all possible speed. 

Jewelry Industry Council: Apprecia- 
tion of the assistance rendered by the 


Council and to urge that all ANRJA 
members support the JIC. 
Fair Trade: Pledges support in en- 


forcement of fair trade and urges manu- 
facturers to immediately establish fair 
trade prices and so advise the public. 


Watch Sales: Urge watch manufactur- 
ers, importers and distributors to estab- 
lish a fair pricing schedule for watches 
sold in various quantities to employer 
organizations for sale or presentation to 
their employees so as to avoid unfair com- 
petition with their legitimate retail jew- 
elry outlets. 

The proposed slate of officers read off 
by Chairman Van Cott of the Nominating 
Committee was unanimously elected. 

Re-elected were Leo F. Henebry, Presi- 
dent; Regional Vice-Presidents: Floyd A. 
Denman, Stuttgart, Ark.; Oscar Kind, Jr., 
Philadelphia, Pa.; James M. Rudder, At- 


lanta, Ga.; Sidney L. Stevens, Salem, 
Ore.; Delbert E. Williams, Clarksburg, 








West Va., Arnold Schiffman, Greensboro, 
N. C., was re-named Secretary-Treasurer. 

Newly elected to the Executive Com- 
mittee as Regional Vice-Presidents were 
William Shreve, of Shreve, Crump & Low, 
Boston, Mass.; Maurice Adelsheim, Jr., 
Minneapolis, Minn., and H~im Resnick, of 
Wichita, Kansas. 

Charles M. Isaac was 
Executive Vice-President of the 
tion. 


again named 
Associa- 





Beardsley Ruml, tax economist and business 
analyst, predicted that Federal Taxes will 
be reduced every year for the next four 
years in his address at the Tuesday morn- 
ing session, on August 12th. Flanking him at 
the speakers table are Delbert E. Williams 
(left}, and Floyd A. Denman (right). 


The 47th annua: convention and trade 
show of the ANRJA was concluded with 
the annual banquet held in the Grand 
Ballroom of the Waldorf-Astoria, preceded 
by a reception, and followed by an ex- 
cellent program of entertainment. 








Five Awards Await Jewelers 
In ‘Brand Names’ Competition 


The search is on for the jewelry store 
which has most effectively presented the 
story of the pride, value and responsibility 
back of manufacturers’ advertised . brands 
in its advertising and promotion during 
1952. 

This store will be honored as “Brand 
Name Retailer-of-the-Year” in the jewelry 
field and will receive Brand Names 
Foundation’s coveted “Retailer-of-the- 
Year” plaque. Presentation of awards in 
the fifth annual award competition will 
take place before 2000 leading business 
executives on Brand Names Day-1953, at 
New York’s Waldorf Astoria. 

The announcement was made by Foun- 
dation President Henry E. Abt, who. said 
that a “Brand Name Retailer-of-the-Year” 
plaque and four “Certificates of Distinc- 
tion” will be presented to five top firms 
in the jewelry field and in each of twenty- 
one other fields. 

Last year’s “Brand Name Retailer-of- 
the-year” award in the jewelry field 
brought national publicity to Helzberg’s 
Diamond Shops, Inc., Kansas City, Mo.; 
and to “Certificate of Distinction” winners: 
Schindler’s Jewelry, Sioux City, Iowa; 
Hillman’s Jewelry Store, Canton, Ohio; 
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Middletown, 
Store, 


Pinsker’s Jewelry Store, 
Conn., and Martinek Jewelry 
Traverse City, Mich. 

Barnett C. Helzberg, president of Helz- 
berg’s Diamond Shops, Inc., will join 
representatives of the 19 other firms named 
“Brand Name  Retailer-of-the-Year” for 
1951 in selecting this year’s winners. 
Each of these judges is a member of the 
Executive Committee of the Foundation’s 
Retail Advisory Council. 

No entry fee or registration fee of any 
kind is required to file for an award. 
Entry forms and an informational kit can 
be obtained from the Foundation’s offices 
at 37 West 57th St., New York 19, N. Y. 


Proctor Reduces Ceiling Prices 
Under New Fair Trade Schedule 


The telegram which the Proctor Electric 
Co. sent to all its dealers immediately 
following the signing of the McGuire Bill 
by President Truman, stating that all 
Proctor appliances would be fair traded, 
has been further amplified by a letter 
received recently from Joseph Tiers, gen- 
eral merchandising manager for the com- 
pany. The new fair trade prices in all 
instances are lower than the advertised 
retail ceiling prices that Proctor has fea- 
tured in all its national advertising to date. 








In a recent interview Mr. Tiers Said that 
the Proctor Electric Co. has always be. 
lieved in tair trade and is glad to see its 
active return to the electric appliance 
field. In effect, he said fair trade j, , 
continuance of the thinking ehind the 
Proctor “Partnership Plan” because 
gives every dealer a legitimate profit, som. 
thing Proctor tried to do in this regey 
period of “cut-throat” selling, which wa 
destroying the distribution  structuye ot 
the electrical housewares industry, 


“The ‘Partnership Plan’ was anothe 
‘Proctor first’,” he continued. “We wer 
I think, the first manufacturer of electrical 
housewares who took into consideratigy 
the fact that in certain markets the con 
sumer was looking for a bargain and ye 
in order to stay in business the dealer 
had to get his legitimate margin of profi, 
We thought we were right and the passage 
of the McGuire Act bears us out in this 


“I would like to emphasize,” Mr, Ties 
added, “that Proctor never reduced the 
ceiling prices on its products. It simply 
made it possible for the retailer to mee 
competition when necessary by giving hin 
a greater margin of profit so that he 
could profitably absorb a reduced price 
if the merchandising conditions jn }j 
market warranted it.” 


_ — —--- 


Clark & Coombs Co. Purchases 
O-B Tools, Dies and Machinery 


All the tools, dies and much of the 
machinery of the 76-year-old Ostby § 
Barton Co., Providence, R. [., was pur 
chased recently by Vito Carneglia of Clark 
& Coombs Co. of that city. 

Most of the extensive ring line former 
manufactured by Ostby & Barton is to 
be continued by the new owners. Mr. 
Carneglia announced that the ring line 
will be marketed under Clark & Coombs 
name. 

Distribution of all items will be through 
wholesale trade channels only. There wil 
be no direct or retail sales. This informs 
tion was expressly accented by Mr. Car 
neglia. He also announced that the ring 
initials which Ostby & Barton were noted 
for will be made available to the industry. 

The combined production of Clark 
Coombs rings and Ostby & Barton rng 
will soon be transferred to a new modem 
factory now under construction. 


Controllers Institute Elects 
Four Trade Leaders to Office 


Charles L. Lord, controller of the Willian 
L. Gilbert Clock Corp., has been elected 
president of the Hartford Control of the 
Controllers Institute of America. Elm 
F. Dow, assistant treasurer and _assistall 
controller of the International Silver & 
has been renamed to the board of directo! 

At the annual meeting of the New York 
City Control, Richard G. Jones, control 
of Handy & Harman, was elected a 
rector. Robert H. Meystre, controller 
the Gorham Mfg. Co., was similarly honot 
by the Institute’s branch in Boston. 
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TOWARD A CLEARER PICTURE 


The concise statements of some forty jewelry industry 
leaders are published in this issue beginning on page 89. 

One might expect that there would be some particularly 
conspicuous thread which would weave itself through all 
these forty messages. Instead, each statement reflects the 
independent and diversified thinking of forty individuals; 
forty conspicuously successful business men who have 
spoken therein frankly to their friends in the trade. 

Though all the thoughts were different, probably the 
most frequently expressed bit of counsel was that the 
jeweler should avail himself to the full of the sales that 
can be made as a direct result of tying in with manu- 
facturers’ national advertising. 

As a matter of interest we roughly estimated the adver- 
tising appropriations of the companies represented by 
these executives. They alone (and there are many other 
big “jewelry” advertisers not represented) spend ove: 
$25 million dollars a year to get Mr. and Mrs. America 
into your stores to buy their products. 

Men with the responsibility of making such investments 
and coordinating the other sales-making functions of 
their companies are men with opinions worthy of your 
time. 

Speaking of time, it is only because these are busy men 
that they found the time to prepare these words of counsel 
for you. 

Match your time against that which these men put into 
preparing their messages. Give these messages the same 
considered thought which the writers applied to them. 

It can only mean a clearer view toward a brighter and 
more profitable Christmas season for you. 


TOO NEAT? 


A clean office is a sign of an efficient executive. In- 
versely, a cluttered desk is usually a sign of a cluttered 
mind. But that doesn’t mean you should throw out every- 
thing for which you have no immediate need. 


Take the past eight issues of JC-K as an example. 
You should have these on file and add to them each 
month, for each issue contains a “book” within the maga- 
zine, each on a particular subject. You could need the 
information in these books at any time. You could need 
it for personal reference or as recommended reading for 
—perhaps a new clerk. The subjects covered in those 
eight issues are primary subjects for retail jewelers. 


Hundreds upon hundreds, literally thousands of hours 
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of research and preparation were put into each of these 
presentations. They result from the accumulated experi. 
ence of specialists on each particular phase of each specific 
subject covered. They are planned and carefully presented 
by an editorial staff backed by the cumulative knowledge 
gained by generations of publishing for the retail jeweler. 
They have each won the unsolicited praise of leaders jn 
their respective fields. They were prepared for you. Keep 
them on hand to meet the need you will surely have for 
them at some future time. That might be tomorrow. 


TWO SIDES TO WATCH REPAIRING 


There are two sides to your watch repairing operation 
—inside and outside. 

You must first make sure that the job done on the 
inside of the watch is everything necessary to restore its 
time-keeping ability. It is equally important that you do 
everything you can to restore it outside, so that it again 
becomes a prideful piece of jewelry for the owner. That 
might suggest a new dial or a new watch attachment, or 
even a second watch to save a costly timepiece from 
everyday use. 

Also, there are two sides to watch repair merchandsing. 
Inside—the store clerks should be trained to capitalize on 
watch repair traffic. Outside—the management should do 
everything possible to make the community conscious of 
ihe jewelry store’s unique position as the source for the 
maintenance (and the purchase) of reliable time-keeping 
instruments. 


APPLICATION 


Stanley C. Allyn, head of The National Cash Register 
Company, believes that an employer should fill out an 
application blank so prospective employees could learn 
the management’s attitude on research, merchandising, 
employee relations, sales ability, financial policy and 
capacity to increase earning power. 


(How would your company look on such an applica- 
tion blank? ) 
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AME IN STERLING RETURNS! 
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A respected leader in the industry fer gen- 
erations, is once again ready to bring you 
new and inspired ideas in sterling silver. 





Se 


One of these G. H. French representatives will be calling on you soon 
with America’s most exciting new silverware line. 


Mr. Joseph S. Klein 
236 Prescott Avenue 
Scranton, Pennsylvania 


Mr. Max Cohen 
3926 Florinda Street 
Houston 21. Texas 


Mr. Charles C. Lukoff 
1226 Arthur Avenue 
Chicago 26, Illinois 


Mr. Howard Kelley 
43 Hillcrest Road 


Mr. Manuel Klein 
607 South Hill Street 
Los Angeles, California 


Mr. Leo Slam 
215 Calkins S. E. 


N 














Grand Rapids, Michigan 


Mr. Bynum Sumrell 
167-10 Crocheron Avenue 
Flushing 58, L. [.. N.Y. 


Mr. Glenn W. Stangeland 
16 West Grove Street 
Lombard. Illinois 


Orange, Connecticut 


Mr. William Needham 
379 Brighton Street 
Belmont. Massachusetts 


Mr. Glenn Delker 
231 West Wisconsin Avenue 
Milwaukee. Wisconsin 


Paul P. Preston 
372 Brighton Street 
Belmont. Massachusetts 


G. H. Frencu & Company, Inc... Meriden. Conn. 
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HAIR STYLES 
POODLE vc Honsemy © 


Be sure you have this handsome chest on 
display in your window when this ad appears 
on the inside front cover of LIFE! It’s sure to 
be a hit with your customers—they'll appreciate : : .. 
the rich, blond finish, the beautifully grained : 
hardwood, the distinctive styling. Lined in 
sapphire blue velvet, Kenized* to prevent tarnish. 


Display it... sell it. . . if you don’t have 
it in stock, order now from your wholesaler. 
It’s a limited-time offer. 
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“4 | Order this special-reminder newspaper mat 
ee i eA (only 1 col. x 4’) and advertise the 
Oneida Lid. “Ww laa . ' 

White Orchid chest to your customers! 


WV] cons 
DEALER'S NAME 1) No. 452-C 


Just write to 


Oneida Ltd., Oneida, N. Y. 
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THE FINEST SILVERPLATE 








